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APEX Dealers Have No competition 


every Apex Appliance HAS FEATURES 
THAT OUT-PERFORM, OUT-VALUE ALL OTHERS! 


“Fabric Saver” 





dial automatically 
times washing 

. world’s finest > Goen 
automatic safety 

wringer. 
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When you sell Apex, you sell the line that eliminates 





TO ALL APEX DEALERS: competition. Not only does Apex lead the field feature- é 

1953 marks our 40th for-feature . .. but only Apex gives a big, extra exclusive 

year of appliance leader % é A f 0 

ship. This year with the sales advantage in each appliance that other lines can’t 
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<= New Apex DISH-A-MATIC 
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ONLY MOBILE UNIT WITH BUILT-IN 
HOT WATER TANK 


New Apex srraro-cLeaner 
WORLD'S MOST POWERFUL CLEANER 


.- twice the power on the rug 
twice the power above the floor 


Demonstrate These Big Selling Advantages! 
@ Super-Hot Water for Super-Clean Dishes! 

®@ No Installation Costs or Kitchen Alterations 
® Does Complete Service for 6! 


@ Frees Sink Faucet During Entire Washing 
Cycle! 


Demonstrate These Big Selling Advantages! 

® Easiest Lid Removal! 

® No Motor Lifting to Replace Dust Bag! 

® Most Powerful Motor in the Home Cleaner 
Field! 

® Complete 'Round -the-Room Cleaning Ease! 
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ALL READY TO UNPACK 


for Westinghouse 


Westinghouse Retailers who took us at 
our word to “Hold Everything!” can re- 
lax their grip. Their wait is about to be 
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rewarded. 

For, starting immediately in 37 leading 
marketing centers, the Westinghouse 1953 
Sales Trunk is being rolled on stage and 
the lid’s being lifted. 

And what breath-taking contents it 
contains. New products and features that 
blaze fresh trails in engineering and de- 
sign. Exciting new promotions that will 


throw store traffic into high. Plus over- 

















FOASTER OVEN + MOBILAIRE < WATER HEATER 
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A TRUNKFUL OF GOOD NEWS 
»- +A YEARFUL OF PROFIT 


Retailers! 


powering advertising that will capture 

















the public’s eye and ear with three great 
TV shows, a power-packed magazine 
program and a country-blanketing key 
city newspaper program. 

Yes, it’s all wrapped up in a two-hour 
show that will raise the sales sights and 
spirits of every retailer that sees it. So 
draw a big red circle around one of the 
dates listed below and get ready to see 
appliance history in the making. 


WESTINGHOUSE ELECTRIC CORPORATION 


Electric Appliance Division ° Mansfield, Ohio 


HOLD EVERYTHING FOR THESE BIG MEETINGS THAT START IMMEDIATELY! 


Cleveland. . . . Jan. 16 Chevete®*. oo. se gan t5 Des Moines . . . Jan. 15 New York. . . . Jan. 15 
Detroit . . . Jon. 12 Daytona Beach . . Jan. 18 a” SO a Si a ae 
Chicago .. . . Jon. 20 PR ne. 6 a dks OR Salt Lake City or Swece., «<a 
Milwaukee ea Birmingham . . . Jan. 22 shen... oe Buffalo - + « » san, 23 
St. Paul - . twas Baton Rouge. . . Jan. 27 Pittsburgh. . . . Jan. 25 
Kansas City . . . Jan. 28 Maton 3 sa: Seu 38 San Francisco. =. Jan. 27 ee 
| ae Jan. 30 WS bs 4 Seattle . . . . Jan. 30 Philadelphia . . . Jan. 30 
Cincinnati : Feb. 1 ies | oe ee oe Potato acu. eo Washington . . . Feb. 2 
Louisville ee Memphis... .-. -« Feb. 6 Spokane . . . « Feo. § Richmond. . . . Feb. AS 
Indianapolis . . . Feb. 5 eis: er 





TOASTER ° WASTE-AWAY ° RANGE e ELECTRIC GRIDDLE ° FOOD CRAFTER . DEHUMIDIFIER . HOME FREEZER 
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em 
I'm RUTHLESS RUST. | seit For 
YOU BY DESTROYING ORDINARY WATER 
HEATERS, BY CONVINCING HOMEOWNERS 
THAT ONLY PERMAGLAS WATER HEATERS 
ARE SAFE FROM MY ATTACKS. 





“Best Salesmen- 


They're different characters... 








is DP AE I 
I'm Four B.I. | KEEP your 


CUSTOMERS SOLD BY PROTECTING 
PERMAGLAS WATER HEATERS FROM RUST 














but both of them 


More than ever, it will pay you to sell A.O.Smith Permaglas 


automatic water heaters. 


Tell the big story about Permag/as. It's easy to show the 
advantage of owning the ove water heater that can’t rust be- 
cause glass can't rust... the only water heater with Four B.I. 


Protection against all rust and corrosion. 


Mail the coupon for complete information 


A. O. Smith Corporation 

Permaglas-Heating Division, Dept. EM-153 

Kankakee, Illinois 

Send me complete information on the A. O. Smith 
Permaglas Automatic Water Heater and your merchan- 
dising program that helps dealers capitalize on Perma- 
glas nation-wide consumer acceptance. 


Name 
Firm 
Address 


City Zone State 
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AO.Smith 




















AND CORROSION WITH A. O. SMITH'S 
(. FOUR BASIC IMPROVEMENTS. 











A.0. Smith 


AUTOMATIC WATER 






las 


HEATERS 


National Advertising reaching more than 40,000,000 home- 
owners is paving the way. “Ruthless Rust” and Four B. 1. 
have been pre-selling Permaglas water heaters in your 
own community! 


And A.O. Smith merchandising and dealer helps are ready 
to go, to make Permaglas pay oft for you. 


MERCHANDISING HELP GALORE! 





PERMAGLAS-HEATING PRODUCTS 


SALES: Atlanta © Chicago 4 ® Dallas 2 © Denver 2 © Detroit 21 * Houston 2 
los Angeles 22 * Midland 5, Texas * Milwaukee 8 © Minneapolis * New York 17 
Philadelphia 3 © Pittsburgh 19 © San Francisco 4 © Seattle 1 © Springfield, Mass. 
Tulsa 3 © Washington 6, D.C. 

SERVICE: Chicago 17 © Dallac 1 © Los Angeles 12 © Usion, N.J. 
International Division: Milwaukee 1 
Licensee in Canada: John Inglis Co., Ltd. 
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The National Appliance-Radio-TV Picture 


Reports 


The East 





By ROBERT W. ARMSTRONG 


Jingle Bells on Halloween 
made consumers mad, but 
Xmas business was important 
to year’s total Discount 
houses start to advertise 
How many dealers can afford 
to go South? 


\N the final totals of Christma 
O business rests eastern dealers’ 
success in the 1952 business year. By 
now dealers know those totals and 
how well they did in 1952, but in 
early December they werc _ still 
wondering, worrying and waiting 
The importance they attached to 


Christmas sales was exemplified by 
the outbreak of seasonal decorations 
before Thanksgiving. In Washing 
ton, D. C., for example, some merch 
ants even mixed Christmas gimmicks 
with their Halloween displays, thus 
exhibiting an anxiety which had 
some reverse effect, causing people to 
complain bitterly about premature 
advertising. One consumer summed 
up what could develop into a seri 
ously antagonistic attitude with, “I 
thought Christmas had gotten about 
as commercial as possible, but damned 
if I don’t rebel at hearing Jingle Bells 
when there are leaves on the trees.” 

November Pickup. With some ex 
eptions, November sales showed an 
improvement ove! the 
month, giving some dealers hope for a 
busy 

Dealers in the Boston area, partic 
ularly the department stores, report 
increased activity in November and 
retailers in central locations experi 
enced a pickup from mid-November 
on. In Beantown, food freezer plans 
continue to meet favorable republic 


pres 1OUS 


Christmas season. 
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response, partly because Boston is 
probably the first area where food 
plans have enjoyed the prestige factor. 
of plonecring by department stores. 

However, sales in Boston are not 
reported as ideal for all products. ‘I'\ 
has been spotty. Water heaters, 
despite intensive promotion, showed 
only slight November gains. Dryers, 
on the other hand, have been moving 
exceptionally well. 


New York Jigsaw. ‘The situation 
in New York State as of the first week 
in December was not consistent. Up 
state New York for example, reported 
upswinging sales. Metropolitan New 
York City dealers were not so happy. 

Even within 


more limited areas 
dealers were not finding everything 


all of a piece. One Buffalo dealer, 
for example, says, “‘November has 
made a very good showing and is way 
ahead of November, 1951. Refrigera 
tion is almost double the 1951 month 
and ranges and washers also are fat 
above last year.” 

But, in the same city, another deal 
er reports, “Our November is not up 
to plans, although it equals last year 
November started slow after a good 
October, but picked up a bit during 
the last two weeks. ‘T'V is making the 
best showing with white goods a little 
off.” Others in the same area agree 
that TV is the standout and some 
find spot shortages in certain refrig 
erator models and deluxe ranges. 

In New York City, where the 
weather and competition were hotter, 
retailers report a lethargic November, 
spotty T'V sales, and little activity in 
white goods. The only bright spot, 
say some, was the inventory picture; 
stocks had purposely been held low. 


Rebellion at Retail? ‘The long, 
bitter battle of the price cutters was 
still raging in early December, but 
there were some signs that the com 
batants were wearving and might even 
rebel. More and more dealers, ac- 
cording to one distributor spokesman, 
were taking the attitude of “I'll let 
‘em walk out before selling a $300 
washer for a $10 profit.” More were 
trying to find merchandise that was 
not easily footballed—which meant 
lines not handled by the chains. But 
every month it becomes more difficult. 
Business-hungry distributors need big 
distribution—which chains can pro- 
vide—and, with carload orders in 
the offing, will provide deals for the 
asking, making it doubly difficult for 
small independents to meet chain 
prices and still stay in business. 

Perhaps the best-entrenched small 
dealers in the New York area are 
those who can sell the advantages of 


1953 


their own service facilities, but fre- 
quently these are limited to ‘TV, be- 
cause so much white goods service in 
the metropolitan area is handled at 
the distributor level. 


TV ‘Tops in D.C. Down in Wash- 
ington, where a lot of people must 
be getting ready to move, TV is sur- 
prisingly strong. Nearly all dealers 
report good November 'T'V sales, but 
many claim that shopping has been 
more thorough than voluminous. 
“People,” says one big outfit, “are 
shopping around for a bargain this 


year. . . . They all seem aware that 
each store is out to undersell the 
other.” 


One chain in Washington reports 
that by early December small appli- 
ances were already starting to move, 
that refrigerators were slow to move, 
ind that ‘T'V was slow to come in 
from the distributor. ‘Their main 
difficulty is getting 17-inch sets and 
they claim that apartment dwellers 
prefer this size to the 21-inch models. 

A third Washington outlet agrees 
that small appliances were moving 
by the first of the month and point 
particularly to electric percolators, 
portable mixers and promotionally 
priced toasters. ‘This firm complains, 
however, that sales in the first week of 
December slipped a_ little and 
wonders aloud if perhaps the fact 
that discount houses are advertising 
openly in newspapers has anything to 
do with the decline. Discount adver- 
tising, incidentally, has not been con- 
fined to Washington. Even in White 
Plains, N. Y., one concern boasts of 
the fact it is a discount house. 


Where You Stand. With Christ- 
mas and inventory out of the way, 
many dealers begin thinking of the 
sunny South—a place where they can 
go to commiserate with other retailers 
on “what a lousy year it was.” Not 
all dealers, however. Some go to reap 
the fruits of success. And some, prob- 
ably most, don’t go at all. The reason, 
if you can assume anything from a re- 
cent survey, is that they don’t make 
enough. ‘The survey, a pilot study 
made for a more complete job, shows 
that only 4.2 percent of appliance 
and radio-I'V dealers do a volume in 
excess of $500,000. Merchants with 
volumes between $250,001 and $500,- 
000 account for 8.3 percent. More, 
12.5 percent, do a business between 
$100,001 and $250,000. 

A total of 27.8 percent count 
volume between $50,001 and $100,- 
000 and the biggest proportion of all, 
40.2 percent, realize less than $50,000. 
I'he volume done by those who didn’t 
inswer only they know. 


of Business from ELECTRICAL MERCHANDISING’s Regional Editors 


The Midwest 








Five situations that entrenched 
themselves in 1952... Year's 
most interesting promotions... 
Who owns TV in Chicago... 
Idiotic business in electric 
clocks .. . Hot water with heat 
pumps . . . Who finances cut 
price firms? 


A S the year 1953 wound to a close, 
it saw a number of changes take 

place that promise to become perma 

nent parts of the distribution picture 

1. Take premiums—scarcely a pro 
motion starts without use of the pre 
mium. This is a nice way of cutting 
price without altering the price ticket. 

2. “Gifts” came in with 1953 
Order something on a free trial, and 
along comes a gift with it. Even if 
you return the appliance the gift 
remains yours for your trouble. 

3. Free trials grew in number with 
solvent and responsible customers. 
Most any old customer can buy on a 
no-money-down basis today. 


4. “Associate distributors’ —which 
is a cute way of describing retailers 
who get most of the distributor's mat 
gin—grew in number. A Wisconsin 
utility pointed out that where dealers 
make extraordinary efforts, they de 
serve it, but in Chicago some 22 cut 
price houses have squeezed the dis 
tributor out of most of his margin. 

5. The shorter margins that have 
been prevailing caused a tremendou 
hue and cry in 1952 when volume fell 
There is a demand for more discount, 
but if the trend is toward the super 
appliance store, it will not happen 
The old fashioned food store had a 
mark-up of 40 percent, you will 

(Continued on page 6) 
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Western Auto Hallicrafters 


More value leaders 
in Glock-Radios and 
Television are 
equipped 

with 





Bendix 





© 


C BS Columbia 
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SWITCH TIMERS 





Because Sessions Timers are lower-priced than other 
dependable makes, more and more clock-radio and 
television manufacturers are offering buyers a better 
value for their money. 

Make any 


advantage and add 


Take this 


Sessions 


comparison. initial price 





engineering, 


Olympic T V expert 
quieter operation, unbeatable acc uracy, and attractive 
styling, and you have a total number of important 
features unmatched by any other clock-radio timer. 
The Clock 


Timer Division, Dept. 111, Forestville, Connecticut. 


For details write Sessions Company, 





Sylvania 





THE NATIONAL APPLIANCE-RADIO-TV PICTURE 











remember, whereas today’s super food 
market gets along on an average of 15 
to 17 percent. 

In Menominee, Michigan a dealer 
who sold out of his warehouse, and 
other dealers who operated in tents 
all drew attracted by low 
prices, made possible by low operat- 
ing costs. Obviously, advertising is 
doing the pre-selling of these lines, 


crowds 


and the approach is toward self 
service. 
Good Promotions. Possibly the 


best thing this column can do is 
relate promotions that clicked during 
the year. In Chicago the offer of a 
free Christmas tree with a purchase 
of $5 or over drew crowds before the 
holidays. It caused prospects to drop 
in who might have waited. Rose 
bushes brought in business from fami 
lies who lived in homes, roller skates 
tapped the springtime buying, and 
ice cream cones and frankfurters at 
less than cost attracted evening shop 
pers. A Peoria, Ill., dealer sells anti 
freeze on cold days. Anyone who owns 
a car is a good prospect, he says. 

l'o get rid of an inventory, EF. A 
Oakley of Plattsville, Wis., is credited 
with a clever promotion called “break 
the beam.”’ As a customer walks into 
the store he breaks the beam of a 
photoelectric eye. If he comes at a 
certain time—unknown to the cus 
tomer—he¢ advantages 
ind discounts 

In Appleton, Wis., a dealer found 
that the meter plan is working again, 
with real meters hooked on to appli 
inces. Phillips & Smith of Monroc 
Wis., with major 
ippliance sales, and moved 65 item: 


enjoys certain 


gave away watche 


with them. In Wichita, Kans., a store 
sells kitchen cabinets in anv color 
wished. Naturally, the color is sprayed 
on after installation. 


Chicago discovered that its tele 
vision set ownership is near complet 


ituration, and that the town is ready 


for 650,000 replacements IV Fore 
cast magazine found that 77.4 percent 
of its families own television Of 
these, 33 percent own set with 124 


in. screens or smaller, and 51 percent 


have sets 2 vears old or more 


Appliance Stores lead in TV. Appli 
ince stores sold 37.3 percent of them, 
radio-television stores, 20.8 percent 
and outlets 10.2 
Loop department stores accounted for 
only 4.9 percent of the total, and 4-¢ 
percent were given as presents 

Skilled wccount for 38.9 
percent of ownership, white collar 
workers 20.4 percent, executives and 

The lower mid 
owns 60 percent 


whole sale percent 


workers 


owners 19.4 percent 
dle income bracket 
of the sets in use 
There is a grave suspicion that a lot 
of retailers posing as business men do 
not know beans about handling an 
inventor Electric clock 
example, are a bread and butter staple 
It has long been a rule of thumb that 
one-half as many electric clocks are 
sold each year as there are homes 
If a retailer has 1,500 homes in his 


sales, for 
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territory, it is a cinch that 750 clocks 
are going to be sold to them by 
somebody. 

Yet during the first half of 1952 
there was an alarming drop in inven 
tory. On the first of August some stores 
were 350 clocks below normal stock. 
Mind you, these dealers knew perfectly 
well the bulk of their clock business 
was coming the last three months 
of the year. Still, they waited until 
the last dog was hung and rushed in 
their orders. Result, a lot of sales are 
going to be lost simply because the 
merchandise is not on the shelves 
You can say this again when it comes 
to fans and many other items 


Heat Pumps that Dehumidify. A 
middle west utility is experimenting 
with heat pumps in the homes of its 
engineers. ‘They are being used to 
heat water, and do not string pip 
outside in trenches. The 
hung in th 


pipe S are 


basement, and do a 


double job of dehumidifving as well 
is heating. 

If you want a job in arithmetic, 
figure out where the discount houses 


Where do 
wing the big 
some of them = are 
Profits don’t snowball that 


ire getting their capital 
they get the money to 
league business 
handling? 


fast, 


especially when you are giving 20 
to 25 percent away Few banks ar 
going to pony up with capital. Even 
gangster money wants something mor 
certam. Now comes a big distribu 
tor with the idea that possibly ther 
is a touch of Ponzi in all this abra 
cadabra lime is going to tell how 
these organization t up in 
time of adversit 


The Great Lakes 





By FRANK A. MUTH 





1952 looked good... 1953 
expected to be much better. 
TV moving very well. 

[EALERS seem to be very opti 


mistic about 1953 prospects 
Vhey’re having a bumper year as 1952 
closes, and look for an even better one 
in 1953. 
In early December, a vice-president 
of a Liberty Avenue distributor in 
(Continued on page 8 
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Steam or 






made by the makers of the famous Hoover Cleaners 










j « 
q e 
Instant acceptance in introduct 
markets sends sales ahead of production. 
areaS!.. 
Retailers from Chicago and Omaha, Indianapolis and 
Seattle, Buffalo and Toledo, Detroit and Portland have really 
made a hit with the new Hoover Steam or Dry Iron. 
They report! women everywhere immediately take to 
its many first-time features. 
With the new Hoover Steam or Dry Iron retailers are in a 
position to cash in on the big swing to new synthetic 
fabrics and blends that require a new type of iron. 
4 Unpredictable results on delicate new synthetics with 


millions of irons now in use make your customers conscious 
of the advantages of the new Hoover. Advertising in 
leading magazines is now reminding them of these 


idvantages. The market is ripe and ready. 


We at Hoover are mightily pleased by the 
overwhelming acceptance of our newest product 
and also happy to be able to say that back orders 


are now being filled. Contact your distributor for 


v, 
aeion 2 





further information and details of our so-successful 


introductory selling plan. He can advise you as to 





‘Oo UL r,, 


when the Hoover Steam or Dry Iron will be AG > 
* Guaranteed by ~ 
Good Housekeeping 
<< watt 






available in your area. 


THE HOOVER COMPANY - Special Products Division, North Canna Ohio 
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Five Brand New 


Rival Electrical Products 
te ring your sales in 153! 





NEW! DeLuxe 
AN-0-MATIC 

STEAM AND DRY (RON 
NEW! 


BROIL-O-MAT 


ROTISSERIE 


NEW! Standard 


EAM-0-MATIC 


STEAM AND DRY IRON 
NEW! 


FRY-O-MAT 


DEEP FAT FRYER 





NEW! 


BROIL-O-MAT 


INFRA-RED BROILER 
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Pittsburgh described fourth quarter 
conditions in terms of a constant 
picking up ever since August and 
said, ‘““We are having a terrific season 
with ‘T'V, it is about 2 to 3 weeks 
on back orders, and blonde sets are so 
far back that I don’t think we'll ever 
catch up. It looks impossible right 
now. 

The fourth quarter in 1950 was the 
best anyone in the appliance business 
had ever cuninal, and this same 
quarter of 1952 was even better. It 
looks like it is about 20 percent ahead, 
although the gross profit might b« 
about the same distributors in Pitts 
burgh, Columbus, Cincinnati and 
Louisville, Ky., all seem to believe. 


Some Difference. ‘There was a dif 
ference as to what quarter was the 
best. In Pittsburgh it was the fourth 
quarter that measured up well. The 
second quarter was better in Louis 
ville. ‘The dollar volume for the year 
was up about 30 percent, but that is 
still about 10 percent behind 1950. 
Cincinnati believed it was the third 
quarter. It compares favorably with 
the third quarter of 1951, but about 
5 percent below 1950. Profits for 
1952 are also off 5 percent over 1951 
even with a 5 percent sales increase 
for the year because of the soft market 
the first five months of 1952. 

From all reports it seems that 1952 
was much better than anyone ex 
pected. 


Who Did It. The urban dealer 
seemed to do the best job throughout 
1952 for just about everybody. How- 
ever, in Cincinnati, one distributor 
sales manager, believes that the prin- 
cipal department stores did the best 
job there. Rural business, he says, 
on the whole was better than urban. 


It Was Easy. One dealer said re- 
cently in Cleveland that it is getting 
harder and harder to sell. Distributors 
seem to agree that it was pretty easy 
in 1952. ‘The exceptional advertising 
and promotional campaigns that the 
various manufacturers offered helped 
greatly. 

The best product to move through- 
out the year was television. The fourth 
quarter is traditionally the electronic 
season. ‘TV and record players are 
in greatest demand. Slowest move- 
ment seems to be on freezers. ‘The 
success of the West Coast wasn’t 
shared by mid-western dealers. Some 
distributors have done a wonderful 
job with dryers and automatic wash- 
ers. It has been difficult to keep in- 
ventory on either 


Inventory Low. Stocks of low-end 
television models are gone. A Louis- 
ville distributor wrote this writer that 
at the present time nobody has any. 
There seems to be a great demand in 
his area for table model television sets 
and, because of the Christmas rush 
in late November, inventory was gone 
by mid-December. 


CONTINUED FROM PAGE 6 





The South 





By AMASA B. WINDHAM 


A backward glance 
Dealers expand 


Christmas volume 
exceptional . 


Sg pre is the time of year to see 
what may be in store for the 
appliance dealer during the coming 
months. Before going into a huddk 
with the crystal ball, it might be well 
to glance backward to sec where we've 
been. Some trends and indications 
ire evident. 

If 1953 sales continue as good as 
they were in the waning months of 
1952, dealers are going to be as busy 
as ants at a Sunday School picnic. It 
may be sometime before final figures 
ie available, but 1952 was a whop 
ping big year for southern appliance 
dealers. 

In Florida, for example, the sale of 
domestic electric appliances passed 
the 1951 sales mark at the end of 
September and were steaming on 
towards an all-time record high, with 
November and December sales de- 
scribed as “phenomenal”. In New 
Orleans the sale of television sets 
through November was an estimated 
110 percent over 1951; in Birming- 
ham the figure was approximately 88 
percent, and in Atlanta it was an esti- 
mated 65 percent. 

In Nashville dealers sold almost 6,- 
000 electric ranges in 1951, but expec- 
tations were that the final sales figure 
for 1952 would be close to 7,000 
ranges. Fast Texas and northern 
Louisiana dealers almost doubled their 
sale of ironers and dryers in 1952. 


Everybody Is Selling. It was the 
same story in every hamlet, city and 
cross-roads of the Seuth. As far 
as could be ascertained by personal in- 
terview, telephone call and indirect 
report, the salesmen never had it so 
good. Hundreds of dealers expanded, 
scores of them moved into newer 
and larger quarters, while failures and 
closings were remarkably few. There 
was just one significant thing to be 

(Continued on page 10) 
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Only from 
Hallicrafters 


A WORLD-WIDE PORTABLE 
SO SUPERIOR 
SIMPLE COMPARISON SELLS IT! 








Only Hallicrafters could have produced this set—the 





World Wide portable. No other company has the expe- 






rience, the know-how in precision communications, that 






it takes to design and build such an instrument at such a 






price. No portable radio on the market has the number 









; : of bands, the coverage, the selectivity, the ease of tuning, 
; the power of this magnificent new Hallicrafters. See it— 
try it. Simple comparison proves it—and sells it! The 
4 v Hallicrafters World Wide portable plays anywhere, has 






three antennas. Dynamic Turret Tuner for shifting from 





one band to another. 117 volts AC or DC or batteries. 






There is nothing like it! 





The whole wold knowt- 
Hallicrafters Quality 


... easier to sell because it’s easier to prove! 





Now... Hallicrafters 20” Television 


PRICED TO SELL-—BUT 
NOT AT YOUR EXPENSE! 


Here’s news! This magnificent new Hallicrafters 20” TV is 
















priced at a “Bargain-Leader” level—but you don’t make any 
sacrifice. Here is a competitively priced 20” TV that gives YOU 
a fair mark-up. Why make sales that don’t make money? It’s 
profits, not sales, that keep your doors open. 
And, as with all Hallicrafters equipment, here is the finest 
picture in TV. Here is a set that invites comparison —a set so 
superior that it is guaranteed for one full year! Non-glare, glass 
front. Provision for UHF. Modern plastic cabinet. 


Complete line of 17”, 20", 21" and 27" Console and Table Models from 
$199.95. Including Excise Tax. 





Prices subject to change without notice 





hallicrafters 
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SERVICE 


THE GREATEST SERVICE 
ORGANIZATION OF ITS KIND 
IN THE WORLD... 


Near every owner there is a world- 
famous Briggs & Stratton service organ- 
ization. Factory trained and supervised 
mechanics are ready to tune up, repair 
or rebuild Briggs & Stratton engines 
with original Briggs & Stratton parts. 

Dealers may well remind Briggs & 
Stratton owners, that if their engines 
are not busy during these winter 
months, now is the ideal time to have 
them serviced to insure continued 
peak performance for busy periods 
ahead. 


Only Briggs & Stratton maintains 
such complete world-wide authorized 
service facilities, a big ‘“plus’’ that own- 
ers get only when 
they specify Briggs 
& Stratton engines 
on the gasoline pow- 
ered equipment they 
buy and use. 

Briggs & Stratton 
Corp., Milwaukee 1, 
Wisconsin, U.S. A. 


In the automotive field Briggs & Stratton is the recognized leader 


and world’s largest producer of locks, keys and related equipment. 
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noted in all this turnover—the deal 
ers profit showed scant, if any, in 
crease over 1950 and 1951. 

“Oh, we've done a whale of a 
business in 1952. We had to, to stay 
in business,” was the way an old 
timer in Memphis summed it up. 

[his Memphis dealer has a point 
If the specialty shop operator is going 
to keep eating high off the hog, he’d 
better do a little more planning than 
he has in the past in almost every 
phase of his business. The reasons 
at least as far as the southern dealet 
is concerned—are as follows: 

The spending boom shows no 
signs of letting up. In most sections 
of the South, the dealer can sell any 
thing. If he wants to up his profits, 
now is a fine time to give thought to 
pushing the sale of portable items, 
disposers, dehumidifiers and new types 
of electric Housewares, as well as 
refrigerators and laundry equipment. 

Ihe problem of getting com 
petent sales help, already a migraine 
nightmare, is going to be more acute 
than ever before, until summertime 
at least. There just isn’t an adequate 
supply of good salesmen around. It 
would pay most dealers to spend a 
few hours thinking about how he’s 
going to hang on to the salesmen he 
has or train new ones to meet the 
situation 

3. It is trite to say it, but competi 
tion is going to be tougher than ever 
he chain houses and the cut-price op 
crators are moving in evervwhere and 
entrenching themselves, preferring to 
make a smaller profit and do a larger 
business. The southern dealer, who 
hasn’t been too long acquainted with 
this type of competition, must find 
some wav to meet it—through service 
which it can’t provide, the handling 
of name brands, Or other effective 
methods 

+. The effects of the 1952 steel 
trike, now being felt sharply, will 
continue for at least another month 


CONTINUED FROM PAGE 8 





or so, with continued shortages in 
name-brand small refrigerators, 17 
inch TV table sets, water heaters and 
some other items. Plans to take up 
slack by pushing other items may pay. 

5. Nobody knows which way the cat 
will jump in the international pi 
ture. All-out war, say, as sudden as 
in June, 1950, can change the entire 
appliance picture. No dealer can clos¢ 
his eyes to the possibility, as far as 
planning is concerned. 

6. Saturation is rising sharply. 
Whether the dealer likes it or not, he 
is at least up to his knees, maybe even 
deeper, in the replacement business. 
Plans for handling this market to get 
the most out of it, should pay off in 
good profits. 

7. Service is a good selling factor 
It is definitely a part of the appliance 
business and it’s here to stay. The 
dealer without a service department 
might well carefully weigh its advan 
tages against its disadvantages and 
make the best arrangements possible 
for service. It can’t be ignored. 

This is the general outlook for 1953 
at least, for the first six months—as 
1 roving reporter gets it direct from 
the horse’s mouth. 


Holiday Rush On. ‘This forecast 
docs not leave much room for a report 
on the sale of individual appliance 
Yuletide business (and this is written 
several weeks ahead of Christmas 
gave prospects of being exceptional 

Dealers and distributors in Atlanta, 
Miami, Birmingham, New Orleans, 
Charlotte and Memphis all reported 
that pre-holiday buying was heavy and 
that record sales wer expected the 
two weeks before Christmas. In a few 
cities the holiday rush had begun a 
month ahead of time and in some 
areas, housewares, which were ex 
pected to go great guns, already wert 
in short supply in numerous items 

(Continued on page 12 
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Wait till you see... | | | REGINA: 


| 2 NEW 
' _ EYE-OPENERS 


CHICAGO 





















2 Additional Big Sellers 
and Profit Makers to these 
Famous Regina Products: 

















REGINA’S MODEL S TWIN-BRUSH POLISHER AND SCRUBBER 
America’s No. 1 Floor Polisher... for sparkling- 
beautiful floors all around the house. 









REGINA’S MODEL E HEAVY-DUTY TWIN-BRUSH FLOOR MACHINE 
Tops in the field... for all types of industrial, in- 


Sstitutional and commercial floor maintenance. 


REGINA ELECTRIKBROOM . . . the 
lightest, fastest, easiest-to-use / 





vacuum cleaner ever invented, 


THE REGINA CORPORATION, RAHWAY 11, NEW JERSEY 


Gentlemen: 


to be shown in Chicago for the first time. 


Ne 
IF YOU CAN'T MAKE THE CHICAGO SHOW—write Bes 
us for complete information, using this coupon. Address 
City Zone No. State 


a ee eee ee 
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Please send me complete information on the two new Regina products 





















To You, Belden’s Golden 
Anniversary Means 


50 —product performance 
a ‘fn that can come only 
Iodustrs from a “know-how” 
ye that has grown 
through actual serv- 
ice since the early 
days of the electri- 
cal industry. 


& 4 


IN THE CORDS YOU SELL 


_ 


an ability to co- 
operate in pio- 
neering new 

wires to meet or 

anticipate in- 
dustry’s grow- 
ing needs. 


In the years 
that follow 
This Belden 


Program Is 


—TO BE 
CONTINUED 


This all-rubber mixer cord dem- 
onstrates the plus values built into 
Belden electrical cords. They are man- 
ufactured to standards that far sur- 
pass the minimum requirements set 
up by the Underwriters’ Laboratories. 
They give you a plus in protection 
against fire or personal injury, a plus 
in appearance, and a plus in sales and 


profits. Ask your Belden Jobber. 


Belden Manufacturing Co. 
4663 W. Van Buren St. 
Chicago 44, Illinois 
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The Far West 





By HOWARD J. EMERSON 


Not enough salesmen; not 


enough good not 


enough applicants; not enough 


selling; 


training; not enough money: a 
special report from interviews 
with 60 dealers 


S the appliance dealers of the 

eleven western _ states 
1953, the most important factor in 
their pursuit of a profitable sales vol 
ume during the new year is the lack 
of enough competent specialty sales 
men. The market potential for 1953 
in these fast growing, industrially 
humming west coast states is excellent 
\ppliance and ‘T'V supplies are toward 
surpluses rather than shortages. But 
the profit potential for the dealers is 
still clouded by the inevitable use of 
price cutting, discounting, etc., as sub 
stitutes for list price selling. 

Such a conclusion is based on in 
terviews with more than 60 appliance 
dealers and department store appli 
ince buyers. In very few instances 
were these executives satisfied with 
either the size or the calibre of their 
sales forces. In Salt Lake City, for 
example, when asked if they were able 
to get enough competent salesmen, 
four successive answers were: ‘Hell, 
no. Can’t get enough.”; “Certainly 
could use a few more’; “‘Can’t find 
the men we want’; “No—certainl) 
not.” One of the Northwest’s largest 
department stores, in Seattle, has 
“dificulty in getting competent retail 
salesmen and would use more if we 
could get them’’. A Los Angeles down 
town department store, “Seldom can 
find any experienced men when 
needed.”” A suburban Denver dealer 
says, “There are never enough good 
men available.” An Albuquerque, N 
Mex., retailer “can’t get enough com 
petent help.”” A prominent suburban 
San Diego dealer reports, ““Men aren’t 
coming into the appliance selling field 
they are leaving if” The exceptions 

Continued on page 14) 
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Where do the real | 


























° ° ‘ 
In low ering your service costs? ._—_— | 
‘ . 7 
. . . 
In a franchise that stands up? .- 
‘ ¥ 
° ° ° ‘ 
Are they in higher discounts?  .« 
Any dealer who watches his total net knows it takes 
all three. And Sparton dealers get all three! 
Across the board, Sparton dealers receive probably the too. It guarantees exclusive selling rights in a shopping 
longest discounts in TV today plus up to 3% retro- area, eliminates dumping and price slashing. Sparton 
active discount. But that’s not all. Sparton dealers dealers buy direct from the factory. They don’t split 
know 70° of vital functioning parts in every set they profits with a middleman; they are never forced to 
receive are manufactured by Sparton to Sparton stand- handle other lines just because the middleman has 
ards; many extra assembly steps are performed by them to sell. 
hand to insure trouble-free operation. The result: If you’re not already a Sparton dealer, why not in- 
a eee ee Re ea : : in : . 5S 
Sparton dealers keep their profits, don’t pass them out vestigate? Get full details from your Sparton District 
for service repairs. Merchandiser or write direct. Sparton Radio-Television, 
Sparton dealers are protected by a controlled franchise, Jackson, Michigan. 
Oo & 
ence eT 
; 5 ad 
| Model 5382— Model 5301 Model 5386 Model 5340 
The 21” Carrington The 17” Danbury The 21” Courtney The 21” Glenhurst 
‘ ? - 
2 - P A . 95 . g 
List: $389” Lists >D()\9”” List: *A69 D List: > d 
e 
(Federal excise tax and warranty included) (Federal excise tax and warranty included) (Federal excise tax end warranty included) (Federal excise tax and warranty included) 


Sparton ads in Post, Collier’s, Holiday and Time sell these Cosmic Eye stars right on the magazine page! 


THE SUPERB parion THE SET THAT STAYS SOLD 
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If you sell freezers or refrigerators 
get extra repeat profits with 


a 


~» MEe-Aale . 


“ FREEZER PACKAGING § 


Lee aa 25282. 


he es 


—— 


reigg | 


at no extra cost 





Ilustrated is the profit- 
packed Floor Type SEE- 
SAFE Merchandising Dis- 
play rack . . . no extra 
cost with SEE-SAFE mer- 
chandising assortment. 


. . also available in an 
attractive counter-type 


rock. 









Other nationally advertised 
SEE-SAFE Products 












Guarantors by . 
Good Househee ping 


PROMOTE SALES ... ADD NEW TIE-IN PROFITS 
with SEE-SAFE's complete STARTER ASSORTMENTS 


Everything the new freezer owner needs, including 
essential accessories in a low-cost variety package. 


@ Plastic Storage & Travel Bags 


@ Plastic Food Saver Assortments 





Freezer packaging is a profitable ac- 
cessory for the dealer who wants to service his 
customers properly. 


It's a terrific new selling item that takes 
little time or space . . . returns big profits with 
minimum investment. 


Here’s why SEE-SAFE is the 
favorite of freezer dealers... 


®@ endorsed by leading freezer manufacturers 

® backed by Good Housekeeping Seal of Approval 
® new, popular merchandising prices 

® dynamic, colorful packaging for impulse sales 

® power-packed promotions and selling helps 


® complete line with attractive self-service racks sells 
itself. 


GE TSA sistema 


Vige 





@ Plastic Blanket Bags 
®@ Plastic Storm Windows 
@ Plastic All-Purpose Covers 


WRITE, WIRE OR CALL DIRECT FOR COMPLETE INFORMATION 


MEHL MANUFACTURING COMPANY 


A Division of Sydney-Thomas Corp. 


2074 READING ROAD 
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were: (1) Those concerns who pirate 
help from competition deliberately; 
(2) Those dealers or department stores 
with their own sales training courses; 
3) Sears, Roebuck, whose ability to 
get and hold specialty 
envy of all competition 


ilesmen is the 


No Push. Most of these 60 dealers 
have their opinions on what is wrong 
with both the sales forces they now 
have and the applicants which are 
ivailable. Obviously these are dealers’ 
opinions, not always agreed to by im 
partial observers. A Sacramento, Calif., 
department store manager says that 
ilesmen today want “‘to hang around 


the store and have customers come to 


them. ‘They have no imagination on 
how to grub out prospects bv them 
clves.”” A nearby dealer in that cit 
Vs his sale men have no dri C, 


no push, no enthusiasm.” A Portland, 
Ore. dealer remarks that he has a sal 
force of In San Dic pe 
1 large dealer complains that he has 
only four real salesmen in his total 
taff of 16. ““The rest are not good 
closers,”” he remark 
lew dealers ar 
ipplicants they get 
dealer, the 


“order takers.’ 


itishied with th 
In Phoenix, Ariz., 
“avs ome ipplicants “‘are 
too young and inexperienced.” An 
believes that onlh 
one in 10 applicants are 


idering: A Los Angeles 


tore executive says the 


other dealer there 
worth con 
department 
quality of 
ipplicants dropped off severely during 
the last six months of 1952. This situ 
ition was reported by dealers in San 
Diego and Albuquerque, too, 
defense plants are “‘paving high wages 
skill jobs.”” An Albuquerque 
dealer said ‘“‘those who apply usually 
don’t want to work. Most of 
won't stick through the preliminary 
months when earnings are low.” A 
Denver retailer complains of troubl 
with applicants who want advance 

then quit. A Sacramento, Calif., con 
ervative chain appliance-I'V _ stor 
manager says that 99 percent of the 
ipplicants he gets are unsatisfactory 
because of “ 


VW he r¢ 
for low 


them 


; hearing, speech, 
poise, personality, personal appearance, 
ind knowledge of what it takes to sell 
(hey are full of eagerness, though, 
ind maybe many would work out well 
after a few years, but it isn’t worth it.” 


Raw Material is OK. Is 
happy about the applicants who are 
the basic material from which all spx 
cialty selling in the appliance industry 
here on the West Coast must be 
shaped for the future Yes, but in most 
cases they are again the dealers with 
their own sales training facilities. A 
Denver appliance dealer now in the 
midst of the TV race there says he 
can get and has enough competent 
salesmen for appliances, but is meet 
ing a problem with T'V because “‘radio 
salesmen just don’t make good televi 
sion salesmen.”” Applicants are satis 
factorv, he says, because they “are 
young men who can be trained here 
in the store.”” A Phoenix dealer finds 
his applicants “okay”, but admits that 


anyone 
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the only way he keeps his force of 20 
men intact is by his own continuous 
training course which prepares enough 
men to fill the regular loss of men that 
he experiences. A Portland dealer in a 
heavy traffic spot feels he is getting the 
type of applicants he wants, but ad- 
mits that he wants them “young and 
inexperienced” so that he can train 
them himself and not have to “undo 
bad sales habits instilled by previous 
employers.” 

With this vear of 1953 presenting 
such a large potential in sales for the 
dealers in the Far West, is there any 
thing that can be done to get th 
qualified salesmen needed to make 
profiable specialty selling replace un 
profitable substitutes for spec ialtv sell 
ing? The dealers interviewed are not 
too hopeful. ‘The sales 
of the best known department store 
on the Coast said, “I doubt if there 
is anything we can do to get 


manager of on¢ 


more 
qualified salesmen in_ the busin 
right now.” An independent dealer, 
ery prominent in electri 
ictivities feels that “we need to clean 
up our back vard a bit. We need mor 
respectability in the business, need to 
make it the type of business that 
man will be proud to be in 


An Albuquerque dealer is really dis 


courage d 


industry 


“The only wav to get mor 
qualified salesmen for appliance and 
I'V is for a major catastrophe to throw 
a lot of people out of work 
don’t want to see.” In some cases 
dealers felt that the 
ituation is a root of the evil 


which we 


current margin 


Selling Doesn’t Pay. A 
dealer says that “the 


Phoenix 
dealer markup 
is not sufficient to pay enough com 
missions to offset the cost of living in- 
World War II. If we 
could raise commissions we'd get a 
better class of salesmen. ‘The sales 
manager of a Salt Lake City depart 
ment store puts it this way: “Back in 
1940, working on a 37.6 margin we 
gave a man 15 percent. He sold $600 
worth a week by beating the bushes 
That meant $90 a week for him, which 
was not bad then. Now a man can 
do $1,000 a week if he is good, but all 
our margin allows for commission i 
8 percent, so he takes home $80. He 
should get $150. If we could do that 
then the right fellows would be out 
selling.” 


creases since 


One thing that every dealer agreed 
on was the need for more training to 
prepare applicants for specialty selling 

but they were not in agreement on 
who should do the training. Men 
tioned above have been some of the 
dealers who prefer to do their own 
training. Department stores lead in 
this group. One in Denver which has 
enough salesmen and is satisfied with 
applicants bases its policy en “getting 
the men voung and then training 
them. This training is the responsi- 
bility of the retailer, not the distribu 
tor.”” Sales manager of-a large furniture 
and appliance store in Sacramento be 
lieves that “salesmen have to be 

(Continued on page 16) 
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‘ONE ANTENNA 


GETS ALL STATIONS | 















ALLIANCE TENNA-ROTOR, properly in- 
stalled, on one directional antenna, assures 
top gain from all stations — UHF and VHF. 










Weather-sealed 
@ UHF is more critical—highly directional! rotator unit 
Tennc-Rotor is accurate—pin-points the antenna—puts it right on the beam! 







@ Many channels are changing !* 
Tenna-Rotor gives directional all-channel reception—stops costly antenna 
alterations and re-alignments. 


@ Make ONE antenna installation the final installation! 


















@® Hundreds of thousands of Alliance Tenna- 
Rotors are in use! 








It pays to insist on Alliance Tenna-Rotor! 










Sold by 
Automatic HIR with direc ion T 
indicator control. Fries Seuss eae, 





TENNA- ROTOR 


TV ANTENNA ROTATOR 
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PIN DOWN EVERY PROSPECT 


ou PINCOR! 


18” STA 

PINCOR ND 
Gas En 
1.6 






gine 
HPL 





You can’t lose 
Power Lawn Mower 
Sales with PINCOR'S 

NEW 1953 LINE 

Packed with ee, 


. 4 

Exclusive Features! 7 
21" STANDARD 

Every prospect buys when it's a Pincor, PINCOR 
for with Pincor the price, design, Gas Engine 
modern features and variety of sizes 1.6 HP. | 
adds up to complete customer 4 cycle | 
satisfaction. So pin down each customer | 
~show him Pincor had his particular | 
needs in mind when they built 21" DELUXE \ 
their mowers the exclusive features of Featuring 


Self Sharpening Blades, ‘Guide recoil starter d chain. 

Easy" multi-grip handles, 1/2" to 21/2" Guards on V-belt 0” Supreme 
cutting heights and many other ys 
outstanding advantages for 1953 



















eaty 
po ring recoil Sto 
Vards on ler 


elt ; 
Also 1g” Speci 9nd chain. 


Also 21" 
2H.P., 4 cycle 


Nationally advertised—and complete 
Pincor-trained service stations 
throughout the U.S. 


—_—_—— 


PINCOR SEVENTEEN and 
NINETEEN ROTARY 
Lightweight. Mulches tough 
weeds and grass 
1.5 H.P., 
2 cycle. 
Pincor 
Engine 


aw, 





Precision built 4 
AC-DC Universal motor 
14 serrated cutting teeth and 


12 inch long cutting blade 


ALSO POWER TOOLS AVAILABLE 
© VW," drills 
© drill kits 


® saw attachment 
* power saws 


PINCOR PRODUCTS 


Pioneer eT ed Corporation 







Write for 
new complete catalog 
and price sheets today. 


+ Adare 
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THE NATIONAL APPLIANCE-RADIO-TV PICTURE 





trained at store level. Manufacturers 
and distributors should give the stores 
the tools and let them train their own 
men.” A Los Angeles department 
store maintains a full specialty staff 
even ‘though it rarely finds an experi 
enced salesman to hire. The answer 
is a continuing training course on the 
floor before working hours, converting 
inexperienced applicants through the 
help of distributor and manufacturer 
repres ntatives 


Distributor ‘Training Unsatisfactory. 
Surprisingly, not many dealers wanted 
or expected more training by their 
distributors, except in product train- 
ing. Complains a Sacramento depart 
ment store manager: “While certain 
manufacturers and distributors are 
trying to do a good job in sales train 
ing, we feel that they are shaping it 
too much toward the small dealer’s 
operation.” A Portland store manager 
feels that “distributor and factory sales 
training programs fail to meet the high 
standards of their pre-war activities.” 
A Seattle dealer says that “training by 
distributors is not the answer in itself 
because they deal too much with the 
product and not enough with sales- 
manship.”” Another dealer in that city 
believes that he needs but is not get- 
ting “enough courses in salesmanship 
by the distributors.” 

There is the other side, of course. 
I'hree dealers in Fresno stated that 
the training needed to produce enough 
specialty salesmen should come from 
the distributors. A suburban Denver 
retailer is looking to the distributors 
for the needed training, suggesting 
that the distributor “hire and _ train 
the men and then send those who 
qualify to the retailer. In that way 
the distributors would be assured of 
interested in the product 
they handle.” In answer to the obvi 
ous question of how such salesmen 
would work out in a store handling 
several brands, the dealer believes that 
“it would work no matter what brands 
ire carried.” 

We asked these dealers what sales 
training help they expected from 
manufacturers, but most assumed that 
the manufacturers’ help would come 
though the distributors, so the ques 
tions overlapped. Not for a Seattle 
appliance merchant, however, who 
stated that training of salesmen should 
be done by the manufacturer because 
“he’s the only guy that has enough 
money.” He did add, however, the 
important observation that any sales 
training should consist not only of 
mental training but also of physical 
training—that is, the salesman should 
be trained thoroughly in use of the 
product, he should be able to cook on 
a range, iron on an ironer, etc. 


salesmen 


Training by Association. How well 
local dealer associations are qualified 
to train salesmen varies, naturally, 
with the city and the strength of the 
local organization. In Seattle, where 
a relatively new association is making 
rapid strides, a dealer in furniture and 
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appliances believes that training of 
new men should be through such a 
group. “An association is the onl) 
element in the industry that can con 
centrate on basic fundamentals of 
selling, give the newcomer that 
groundwork in selling that he must 
have before he thinks of either prod 
uct or market.” In San Diego, where 
the training program of the Bureau 
of Home Appliances is nationally 
famous, all dealers interviewed sup 
ported the necessity of such a sales 
training activity to instruct in the 
fundamentals of selling. The only 
catch with such a basically thorough 
program as that in San Diego, says a 
dealer there, is that too many sales 
managers rely on the Bureau training 
program completely without any at 
tempt to supplement it with stor 
training. In another city, left nam« 
less here in courtesy to a struggling 
association, one dealer was frank in 
his opinion of association training 
“T don’t think any association should 
be saddled with the training job. 
Mostly, the association personnel is 
underpaid and incompetent. If the 
association teacher was any good, he 
would be out making double his salary 
selling.” 


Sales Without Salesmen. Each of 
the dealers interviewed was asked 
what he was doing to build appliance 
volume in place of enough specialty 
salesmen. Almost all prefaced their 
answers with the comment that there’s 
no substitute for specialty selling’. 
None volunteered the answer obvious 
to an observer that in many cases 
the substitute for salesmen was price 
cutting, excessive discounts, etc. Many 
outlined the activities which they 
were using to build sales without an 
adequate specialty selling force. News 
paper advertising was the most men 
tioned as “a means of getting pros 
pects into our store where our limited 
sales force can work on them.” Em 
phasis on store promotions was noted 
in answers in Fresno, where the 
dealers serve one of the most wealthy 
counties in the nation In Los 
Angeles, a prominent independent 
dealer admits that he relies “‘on ad- 
vertising to bring people into the store. 

A San Diego dealer puts his em- 
phasis on store promotions to bring 
enough prospects into the hands of 
his limited sales force. A cooking 
school once a week, handled by the 
store’s home economist, ties in with 
local women’s groups where a mini 
mum of 50 can be expected in at 
tendance. A dealer in Denver is rely- 
ing on direct mail. 

While the dealers and those who 
supply them need consider seriously 
this growing shortage of specialty sales- 
men, and should take steps to do what 
is in their power to help alleviate it, 
there is no imminent reason to fear a 
drop in the market. The only fair 
comment is that all of us make here— 
“what a hell of a business we’d have 
with enough salesmen.” End 
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SERVEL 
Obsoletes Every 
Refrigerator 
in America! 


Servel announces a truly 


revolutionary refrigerator line — 

plus a complete new line of Servel 
Freezers, new Servel Air Conditioners 
—and important news on Servel’s 
booming “Electric Wonderbar”! 

Big introductory dealer showings in your 
area~—call your Servel Distributor 

for TIME—PLACE—DATE! 


ELECTRICAL MERCHANDISING 


JANUARY, 


1953 





Greatest refrigerator feature of all time....... 2-3 


New compression electric refrigerators make 
Servel world’s most complete line............... 4-5 


New upright and horizontal freezers with 
exclusive Cold-Seal Construction................. 6-7 


Deluxe *%4 H.P. air conditioner at 


Se Ts, UMN oisad:s sc testcovvens sander ioasdnendacte ihceuon 8-9 


Servel “Electric Wonderbar” sales 


ait awe AON 5. ces iceaseienscceeceaeninnede 10 
6-million-dollar advertising program 
to back Servel Deslers.......<ccccccorsssescovesvicesees 11 
Dealer previews of entire line to be 
eed ta PEN BOB iiniucicandisictesanes aan 
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JUST REACH IN— 


Take one or a handful! Cubes are dry, loose, ready-to-use! 


CONTINUOUS SUPPLY! 


Keeps refilling the basket night and day! Replaces ice cubes as you use them! 
All automatically! 


SUPER CUBES! 


Extra-big, extra-cold IceCircles! Always full size! Plenty for parties! 


CUBES WON'T STICK 


together in the freezer—even during automatic defrosting! 


FIELD TESTED 


in hundreds of homes for 21/2 years! 


AS EASY TO INSTALL AS A WASHER! 


Special allowance from Servel to cover installation costs! 


TODAY’S MOST DRAMATIC DEMONSTRATION! 


At last—a refrigerator feature you can really demonstrate! You don’t just 
point to it! Instead, you actually show the prospect how the ice cubes pop out! 
It’s the kind of demonstration men can’t tear themselves away from! And once 
a woman sees it, she can hardly wait to own a new Servel! It’s the perfect way 
to close a sale—and only Servel has it! 
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BIGGEST, HOTTEST SALES OPPORTUNITY 
IN REFRIGERATOR HISTORY! 


Here’s the first truly revolutionary feature ever built into a refrigerator! 
Servel’s amazing Automatic Ice-Maker makes every other refrigerator 
on the market as out-of-date as last year’s newspaper! 


How could any refrigerator prospect ever be satisfied with an ordinary 
refrigerator, once they’ve seen the new Automatic Ice-Maker Servel? The name te wateh tor great névenses ka 
It’s a sensational reason for every refrigerator owner to buy a new REFRIGERATION and AIR CONDITIONING 
Servel now—even if their old refrigerator is just a year or two old! 


ee ee 2 ee eo 


Don’t miss the big dealer preview in your area! CALL YOUR SERVEL 
DISTRIBUTOR FOR TIME—PLACE—DATE! 
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/ COMPRESSION 


GIVE SERVEL 


"A 
AUTOMATIC 
DEFROSTING! 


¥ 


g0-LB. FROZEN 
FOOD COMPARTMENT! ‘a 


















































































“é 
STEP-SAVER 
DOOR HANDLE! 






































A 
HALF- BUSHEL 
VEGETABLE FRESHENERS: 








v 
ROOMY DOOR SHELVES! 








LIFT-OUT 
EGG NESTS! 


"A 


CHEESE CHEST! 








¥ 
opps-AND-ENDS 
COMPARTMENT! 








4 
BUTTER KEEPER’ 























¥ 
ADJUSTABLE 



































Model #1139 
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ELECTRIC MODELS 


INDUSTRY’S MOST COMPLETE 
REFRIGERATOR LINE? 


Now, for the first time, your customer can pick the fuel 
that’s most economical in his home-the freezing 


system that fits his needs best! 


Taye! (aman 


~*~ SKeT ea 
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BIGGEST NATIONAL 
AD DRIVE IN THE INDUSTRY! 


@ Newspaper ads in 109 markets! 











e Billboards coast-to-coast! 
e Nationwide radio & TV! 


@ 22 top magazines! 


The name to watch for great advances in 


REFRIGERATION and AIR CONDITIONING 


ee eee 2 ee ee © 
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HAS THE 






ONLY SERV 


Model HF-1S5A 
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GREAT NEW FREEZER ADVANCE 





setion! 


They’re air tight! They’re cold-tight! No seepage loss! 
No outside sweating! Lower costs! Unsurpassed food 
protection! More freezer for the money! Servel backs 
you with one national ad after another, ali through your 
peak selling season—plus the hottest nationally adver- 
tised food-freezer promotion in the country! See Servel 
at big dealer premiere in your area! CALL YOUR 
SERVEL DISTRIBUTOR FOR TIME — PLACE — DATE! 







Page aiter page 


in LIFE 


spearheads Servel’s 
huge 24-AD 
BARRAGE! 









ad ITS 


—~A Sensationa| New 
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2 UPRIGHTS 


10, 15 cu. ft. 


3 HORIZONTALS 


9, 15, 22 cu. ft. The name to watch for great advances in 











REFRIGERATION and AIR CONDITIONING 


GAS oF ELEectTaRaic 





Model VF-113 
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BY 


PLUS—the Most Beautiful 
1 H.P. Air Conditioner on the Market! 


@ 5 ‘WEATHERS’! @ NO-DRAFT GRILLES! 


Take your choice of 1)—full-power cooling Adjustable grilles direct air up, down, to sides 
2)—night cooling 3) —outdoor air mixed with —or any combination! No annoying cold 


cool 4)—fresh air circulation 5)-~—stale air areas — Servel keeps room uniformly cool! 
exhaust. 


@ SUPER QUIET! 


Servel’s cooling unit ‘floats’ on sound-absorb- 
ing cushion! Extra sound-insulating wall 
keeps Servel quiet as a whisper! Servel seals 
out street noises, too! 


@ AUTOMATIC TEMPERATURE 
REGULATOR! 


Keeps room at even temperature automatic- |] = 
ally! Never over or under-cools! Standard on , = = 
1 H.-P. model — optional on % HP. \ - a 


@ 5-YEAR WARRANTY fennchs Model RAC-93 


on Servel’s super-efficient hermetically sealed 
cooling system! 


ADVANTAGES 
L 
SELL SERVE 


@ cools the room! 


‘ ' 
° DEHUMIDIFIES the ait! 
pollen, dust! 











@ FILTERS out 
@ CLEANS 4"! of soot, i 
@ EXPELS smoke, stale alt: 
bad VENTILATES withou 
bad CIRCULATES fresh air @ 


e DEADENS outside noise! 


t drafts! 





\1 year! 
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AIR CONDITIONER 
SMASHING VALUES! 


ata hp price! ales 












Now you can sell a full-size air conditioner — big { 
enough to eliminate these ‘hot-spell’ complaints - 

to waiting millions who could never afford them 
before! See these sensational values at your Servel 
Distributor’s local premiere! 


Peers 
j 


i .. ‘ 
ve RIAL WEATHER ConTRoLs 


of course... it’s electric! 


heal 





uR ( QNDITIONER 






LIFE 
es 2-page, 4-color ad 
wa plus—1 NATIONAL AD 


EVERY 5 DAYS 
during the selling 
season! 








The name to watch for great advances in 


REFRIGERATION and AIR CONDITIONING 
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‘a | 
TY SNACK SPOT, REFRESHMENT CENTER, BAR-ON-WHEELS! Serve icy drinks from your easy chair! 





- 


SERVEL TRIPLES PRODUCTION | 


octric Wonderbar 


PORTABLE, SILENT REFRIGERETTE STYLED AS SMART FURNITURE 





\ 
FOR ey 


Servel puts 3 shifts on “Wonderbar” assembly line 
as sales exceed 100,000 units-a-year-rate! Glowing 
sales reports flood in: “25 sold first day at Stern’s, 
N. Y.”...“1-an-hour sales rate at W & J Sloane, San 
Francisco”...“6 sold even before national ads broke 
by Ardmore, Pa., Dealer”! The “Electric Wonderbar” 
has unlocked a new and untouched refrigeration 
market in living rooms, bedrooms, offices, dens, pa- 
tios, rumpus rooms, boats! And Servel’s feeding the 


fires this spring with ad after ad in 17 top national 





. ; ! “ ° ” 
FREEZES ICE CUBES! CHILLS FOOD, DRINKS! Holds ROLLS FROM ROOM TO ROOM! Makes business ety PUM See the “Electric Wondesbar at your 
a party-full! Saves trips to the kitchen! entertaining easy! Stores doctor's perishable Servel Distributor’s local premiere! 
serums! 










69 NATIONAL ADS 
in Servel’s ever-growing 
“Wonderbar” drive! 


The name to watch for great advances in 


REFRIGERATION and AIR CONDITIONING 
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SILENT AS A MOONBEAM! Saves steps in sick- 


room, nursery! Ideal for invalid care! 
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BACK SERVEL’S HUGE ’53 DRIVE! 


Biggest advertising drive in appliance history! 
Magazines, newspapers, radio, television, 
billboards, direct mail, promotions, display — 


every possible advertising medium to help 
you sell these sensational new refrigeration and 
air conditioning appliances by Servel! 
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Watch for ac : 
pistiboi 


YOUR AREA! 


First dealer showings of entire line 
to be staged in city after city, coast- 
to-coast! Call your local Servel 


Distributor for TIME-PLACE-DATE! 





| (luther COAY WudLoU. ot thy 


Profitable Magnavox Franchise 


“Magnavox is made to order for 


- the quality-minded customers 


that Paine serves.” 


Paine Furniture Company 


Boston, Massachusetts 


" AINE Furniture Company has 

customer confidence that began 

when the store was founded in 1835. 

Each new generation has been edu- 

cated to expect the best in all mer- 

Jou Aeon. chandise presented. This clientele 


knows quality instinctively and is 


Manager, Music Department, 


Paine Furniture Company 


exacting in its demands. 


¢ “In television and radio-phonograph that means 
Magnavox is the outstanding favorite... really made 
to order for the quality-minded customers Paine’s serves. 
The Magnavox line is a must for a radio-television de- 
partment in our type of store. By appealing to customers 
who have a preference for quality merchandise, we are 
building the soundest of foundations for the future.” 
7 


Be sure to see the new Magnavox models in their new home . . . ROOM 1126, Merchandise Mart, Chicago 


magellan BETTER: SiButr: ea cee ee a a oe a eee > 


ilevision : hadio - RONG l/ 


COAST-TO-COAST THE STORY IS THE SAME...for a sound, 
profitable, long-term business, Magnavox is the BEST franchise. 


THE MAGNAVOX COMPANY, FORT WAYNE 4, INDIANA + MAKERS OF THE FINEST IN TELEVISION AND RADIO-PHONOGRAPHS 
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Over 8 out of 10 Customers LiveWithin 
1'/2 Miles of Grow’s Appliance Store 


Nationwide Survey Reveals: 


75% OF APPLIANCE DEALERS’ 
BEST CUSTOMERS LIVE 
WITHIN 12 MILES OF STORES 


Family Circle’s continuing study among 
neighborhood appliance dealers in many cities 
shows that, on the average, 75% of the custom- 
ers live within 1‘ miles of the appliance store. 
The study also shows that an average of 74% of 
Family Circle’s readers live within this impor- 
tant 1% mile sales area. 
wage sees. + 80% sam ' 
eer eedbtee it ==eie 
alii t | Lat v . 
aL ET pee 
tiesssamiilll ’ 
cm MUTI 
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These two facts assure dealers that advertis 
ing of appliances in Family Circle reaches the 
families who live where the majority of their 
appliance sales are made. 

Family Circle is read by 4,000,000 super- 
market-shopping families. Appliance dealers say 
these are their best prospects and customers. 
More appliance manufacturers than ever before 
are planning to reach Family Circle readers in 
1953. Heavy advertising campaigns during the 
next twelve months indicate, that 1952’s record- 
breaking 26% increase in pages of appliance 
advertising over 1951 will be surpassed. 





Jessie Bakker Meets Laundry Executives 








Jessie Bakker, Family Circle’s Home 
Equipment Editor, inspects the program of the 
American Home Laundry Manufacturers 
Association conference with A. C. Scott, Vice 
President of Apex Electrical Manufacturing 
Company, and Peul N. Berner, director of the 
Tide Home Laundering Bureau. 
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Family Circle Readers Are Concentrated In The Same 
Area Where Richmond Dealer’s Best Customers Live 


RICHMOND, VA.—J. W. Grow, owner of Grow’s 
Appliance Store, has now found that 86% of 
his customers actually live within 1'¢ miles of 
his store. This fact was disclosed when, as part 
of Family Circle’s nationwide continuing study, 
researchers took the addresses from Mr. Grow’s 
most recent sales slips and spotted them on a 
map of Richmond. 

Family Circle’s study also revealed that 
almost 62% of the housewife-shoppers who buy 
Family Circle Magazine in the Safeway super- 
market a few blocks from Grow’s Appliance 
Store live within Mr. Grow’s important 1% mile 
market area. 

This indicates the major importance of 
Family Circle as the key advertising medium 
reaching his best prospects. 

When interviewed, Mr. Grow stated that, if 
he were to relocate, he'd like to move right “next 





J. W. Grow, owner of Grow’ 
mond, who found that 86% 
1% miles 


Appliance Store in Rich 
of his customers live within 
of his store. 





APPLIANCE DEALERS PREFER 
LOCATION NEAR SUPERMARKET 


As a part of Family Circle’s continuing study, 
161 appliance dealers in 54 cities were asked, 
“If you were to relocate your appliance store, 
next to which store in your neighborhood would 
you want to move?” 2 out of 3 replied “super- 
market or chain grocery.” Customer traffic was 
the main reason given. 

The survey revealed that the kind of custom- 
ers who shop in supermarkets are the same 
people that appliance dealers depend on for 
sales. Family Circle Magazine, sold in 8,500 
supermarkets and chain groceries, is read by 
4,000,000 families who are the best appliance 
store customers, according to the dealers them- 
selves. That’s why more and more appliance 
manufacturers are advertising their products 
in Family Circle. 
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to a supermarket.” He gave as his reason “heav) 
consumer traffic.” 

Knowing that a majority of supermarket 
shoppers who buy Family Circle live in his 
neighborhood, he realizes the value of Family 
Circle merchandising materials for selling more 
of the appliances advertised in the magazine 
Like so many other appliance dealers, he knows 
that the supermarket housewife-shoppers are 
among his best customers, and that “better mer- 
chandising means bigger sales for my store!” 

Family Circle’s nationwide continuing study 
among neighborhood appliance dealers shows 
that three out of four customers, on the aver- 
age, live within a mile and a half of their neigh- 
borhood appliance store and that the percentage 
of Family Circle reader-families who live within 
this market area is as high. Family Circle de- 
livers customer concentration around tens of 
thousands of appliance stores. More and more 
appliance dealers all over the country are 
merchandising the appliance advertising that 
appears in Family Circle for bigger sales among 
their best prospects. 





FAMILY CIRCLE LEADS MAGAZINES 
IN ADVERTISING DOLLAR GAINS 


Family Circle ranked first for percentage 
gains in advertising revenue among the 
nation’s leading weekly and monthly magazines 
for the first six months of 1952! Family Circle 
led with an impressive 63.3% gain over the first 
half of 1951, according to Publishers Informa- 
tion Bureau. More and more leading advertisers 
are appearing in its pages. 


LATE NEWS FLASH 


4,000,000 Circulation Now Guaranteed By 
Family Circle! This new circulation guarantee, 
effective January 1, establishes Family Circle 
as the biggest supermarket magazine—with the 
fifth largest circulation of any magazine in 
America! Family Circle gained more than 
600,000 new readers during a twelve month 
period ending in 1952. More new readers than 
any other magazine gained! 











Family Circle Is Sold In The Following 
Grocery Chains and Supermarkets: 
ALBERS, AMERICAN, BOHACK, BUTT, DIXIE HOME, 
FIRST NATIONAL, GRAND UNION, HILL, JEWEL, 
KEOGER, RED OWL, SAFEWAY, WEINGARTEN, WINN 

AND LOVETT. 











1953—ELECTRICAL MERCHANDISING 



























AMERICAN 
GAS ASSOCIATION 


WEDGEWOOD 
gutomatic® Gas Range 


DEALERS PROFITED BY MERCHANDISING 








































THE APPLIANCES ADVERTISED IN 


Tamily Ciucle MAGAZINE IN 1952 


The forward looking manufacturers of the well-known 
appliances shown here used Family Circle in 1952 to carry 
their advertising messages into the homes of supermarket- 
shopping families who live in your own neighborhood. 

When you merchandise the appliances advertised in 
Family Circle, you attract the attention of housewife-shop- 
pers who buy Family Circle in the supermarkets and chain 
grocery stores in your neighborhood. 

Appliance dealers all over the country say that Family 
Circle readers are among their best prospects and customers. 
So watch for the Family Circle ad every month in Electrical 
Merchandising, and send for the free displays that show the 
advertisements of appliances appearing in Family Circle. 
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rue PERFECT Wome Sewing macHine 













“Sorry, we don’t have it right now.” 


Your customer’s disappointed. You lose goodwill, 
a sale and a profit. Don’t let it happen to you. 

You know .. . every smart merchandiser knows . . . 
adequate stock and mass display are your best bets for 


bigger net profit. So get ready now to give your customers what 
they want. Cash in on the coffeemaker business that’s yours 


for the taking. Your first step is easy. 







As any fisherman knows, the more 
you restock, the more you take out! 
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Remember 19.2% of the yearly retail sales of small 
appliances are made in January, February and March. 
Your customers will be asking for Silex Coffeemakers. 
Make sure you can supply them. Replenish your depleted 
stocks NOW. As an added incentive, Silex offers you a 
Restocking Deal that can’t miss ringing up more profits 
for YOU. Choose the assortment that best suits your 
needs. Then act fast... act promptly ... while this offer 
lasts. Order through your distributor or write us. Today! 


Restocking Assortment *y Dealer Margin 44.8% 


LIST PRICE TOTAL 
12 Silex Manhattan Coffeemakers 3.75 45.00 
6 Silex Coffee Misers 3.50 21.00 
6 Silex Aiken Coffeemakers 5.95 35.70 
List Price 101.70 

Free Merchandise 
6 Silex Lower Bowls (LW-8) 1.50 9.00 
Total List Price 110.70 
Dealer Cost 61.02 
$ Margin 49.68 


Restocking Assortment *2 Dealer Margin 44.8% 


LIST PRICE TOTAL 
6 Silex Manhattan Coffeemakers 3.75 22.50 
3 Silex Coffee Misers (CM4B) 3.50 10.50 
3 Aiken Coffeemakers 5.95 17.85 
List Price 50.85 

Free Merchandise 
3 Silex Lower Bowls (LW-8) 1.50 4.50 
Total List Price 55.35 
Dealer Cost 30.51 
$ Margin 24.84 


Ske INE KR eee 


HARTFORD 2, CONNECTICUT .- In Canada: The Silex Co., Ltd., St. John’s, P. Q. 
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If you haven’t already done so, see the 
new RCA Victor 1953 line at your 
distributor’s right now. And if you’re in 
Chicago for the Home Furnishings 
Market—January 5th through 16th—see 
us at the newly enlarged and redecorated 
RCA Victor showroom—Space 539A-540A, 
American Furniture Mart, 


666 N. Lakeshore Drive. 
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YOU'RE “DRESSED FOR BUSINESS” with Perfection’s fast-moving Director”. . . one-piece divided top . . . double-oven design with all-white " 
new 1953 line of electric ranges on your floor! All the famous Perfection “Flavoramic” oven and Tele-Vue windows . . . seven-speed cooking with 
quality is still there... but something new’s been added! We've styled ’em _easiest-to-operate, finger-tip dialing and “Time-Chimer.” Designed with 
to the hilt with loads of gleaming, sales-building chromium! And look at your sales in mind and tagged with competitive prices to keep you out front. 


these new features you can “talk up” to your customers. Exclusive “Light 


BE OUR | ROOM 1475 
CUEST | MERCHANDISE MART 


Have a coke...leave your duds... dictate to 
our steno...make your phone calls from 
our space. We want you to feel at home. 


PERFECTION STOVE COMPANY 
7388-A PLATT AVENUE «+ CLEVELAND 4, OHIO 


lection 
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65 vears of fine products 


























ITS TERRIFIC! THE DARING “TUXEDO TOP” leads Perfection’s 
1953 parade of gas ranges. Bewitching black porcelain cooking surface 
with shiny chromium control panel and splasher back and gold-finished 
line are loaded 


interval-timing electric clock. All 7 models in this new 


with plenty of eye-appealing chrome and distinctive new features such as 


65 vears of fine products 


arte ction 
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the “Banquet Oven” and automatic oven lighting. Three “Tuxedo Top” 
models; four all-white. You'll sizzle with anticipation when you see this 
hot new line and you'll welcome the ring of the cash register with 


Perfection’s realistic prices. 


ROOM 1475 
MERCHANDISE MART 


BE OUR 
GUEST 


Have acoke...leave your duds...dictate to 


our steno...make your phone cails from 
our space. We want you to feel at home 


PERFECTION STOVE COMPANY 
7388-A PLATT AVENUE » CLEVELAND 4, OHIO 








COMPLETELY REDESIGNED TO ADD EVEN MORE GLAMOUR TO COMFORT! Here’s 
the oil heater that’s destined to be a “best seller.” It’s a combination of new beauty and such 
outstanding features as the exclusive “Midget” Pilot, which burns more than 40 hours on one 


Don't forget Perfection’s 
Famous Portables. A 
fast-moving traffic item 
gallon of oil . . . instant, direct burner lighting . . . automatic cleanout . . . new heat-directing ici eae knee’ eiiiat 
doors. Sensational 10-YEAR WRITTEN GUARANTEE on the multi-heat burner. Furniture . Z quick heat is needed. 


hardware accents lovely mahogany-blend finish. 


BE OUR | ROOM 1475 


o GUEST MERCHANDISE MART 
i } 4s 
Have acoke...leave your duds...dictate to 
~ . our steno...make your phone calls from 
65 y -ars of fine products our space. We want you to feel at home. 
PERFECTION STOVE COMPANY 
| ie 7388-A PLATT AVENUE « CLEVELAND 4, OHIO 
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STYLED TO “WALK RIGHT OFF YOUR FLOOR”! Your customers will appreciate the 
completely new beauty of the 1953 line of Perfection Gas Heaters. They'll be definitely sold 
when you tell them about the 4-way heat circulation, porcelain-enamel finish inside and out 

throughout. WRITTEN LIFETIME BURNER GUARANTEE and WRITTEN 20-YEAR COM- 
BUSTION CHAMBER GUARANTEE. Exclusive Regulaire eliminates cold waves and hot blasts. 


65 years of fine products 


BE OUR 
GUEST 


See the other economy 
models in our completely 
re-designed 1953 Gas Heater 
line. Vented or unvented, 
large range of B.t.u. ratings. 


ROOM 1475 
MERCHANDISE MART 


Have a coke... leave your duds... dictate to 
our steno...make your phone calls from 
our space. We want you to feel at home. 


PERFECTION STOVE COMPANY 
7388-A PLATT AVENUE «+ CLEVELAND 4, OHIO 


erlection 
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‘PORTA-BREEZ’ 








NEWS 


Revolutionary new fans, designed 
with more selling appeal than 


anything on the market. 











Two outstanding additions that round out the Lau line of 
quality-built fans, giving you all the plus features for more 
profit and fast turnover. “PORTA-BREEZ” (at left) is the 
pedestal fan that's fully adjustable. May be raised or lowered, 
tilted to any angle, easily rolled anywhere. “TILTA-BREEZ” 
(above) is the easel fan that can be used in dozens of ways. 
Write for Catalog Pages #702 and #703. 


“PORTA-BREEZ” and “TILTA-BREEZ” 


are available as accessories. Thus you can 


a — - > ateve cee . ‘ 
purchase whatever quantities you want, 
Sell these fans with or without stands 


build your displays and not be bothered 
with large inventories, Ask about Lau’s 


« ee 
Give your customers a choice... with Pre LEELA stocks unique selling and merchandising program. 


Portability: 


Lau Combination Fans are 
available in 3 sizes... 12”, 
16” and 20”. All with finger- 
proof guards front and rear. 
Fach fan is both a window 
fan and a portable fan which 
may be carried anywhere. 


Dealers have been enthu- 
siastic over the marvelous 
selling appeal of the Lau 
line. You can serve the 
needs of every customer in 
town with a Lau fan. 








They fit all windows! Also...Large aahieid 30” 


Window Fans 
to round out 
your line 








Models 2452-WR2 
and 3052-WR2, elec- 


el 3 hi ag ieee. — 2- 
Models 1252, 1652, i + sy wid ‘ans 
2032 ona 2052LS can Model 2052 is the 20” fan with will cool several 


be used with the adjustable metal side expanders rooms, an apartment 
“TILTA-BREEZ” easel included for mounting in sash ~ or a small home. They 
... and the 20” Models type windows 2044” to 3914" Hest are large, powerful 
can be used with the wide. It has 20” blades and gt: and quiet for either 
“PORTA-BREEZ” ped- moves 2500 cfm at high speed. i window exhaust or 


estal. All models can The most completely satisfactory intake. Easy to install. 
be used with side ex- fan on the market today! 
panders, 





™ TAU 
BLOWER COMPANY — 2005 Home Avenue, Dayton 7, Ohio 
ti 





World’s Largest Manufacturers of Warm Air Furnace Blowers 





















in the Fan Industry 
The Line Vo 400 fot 53 


Built to highest Standards! 
Priced for Profit! 
Styled for Eye Appeal! 


j 
————— 






Lau brings you a complete line of Combinatior Portable and Window 
Fans, now also available with adjustable pedestal or easel stands. They 
are handsomely styled and beautifully finished in 2-tone baked green 
enamel, You'll find these fans competitively priced to give you a fast 
Give Your Customers and profitable turnover. The most compact and highly efficient fan 


line in America. 


, a Choice from ONE 
outstanding fan line! Give ’em what they want! 
Here are ALL the features every fan buyer wants, plus super-quiet, 
it’s a PORTABLE Fan! 100% safety and extra power. The pitch of the blades and the design 


of the venturi mean more efficient air movement.and continuous satis- . 
faction to your customers. You can bet your customers know what they 
want! Offer them the most versatile fans on the market. 


it’s a PEDESTAL Fan! 







it’s an ADJUSTABLE Fan! 











it's a FLOOR Fan! Brand NEW selling ideas! 

it’s an EASEL Fan! Lau assists you in selling and merchandising with brand new displays, 
advertising helps, and promotional services, See your jobber or dis- 

it’s a WALL Fan! tributor. Ask for Promotion Book #635R. It contains a wealth of 


selling material to help you put over the best fan selling season you 


a TABLE Fan! have ever had. Be sure and get catalog pages describing the entire line. 








a epee Pent Featured by America’s leading stores 


it’s an EXHAUST Fan! The Lau line is famous throughout America. It has been advertised 


= and publicized in leading publications and newspapers from coast to 
it’s an INTAKE Fan! coast. Many of America’s finest stores are giving top interior and 
. window display space to this outstanding line of fans. These stores 
it’s a CIRCULATOR Fan! have been enthusiastic with the customer response. You too can cap- 

italize on the demand for Lau fans. Note a few of the leading stores 
it’s a POWERFUL Fan! 


who promoted the Lau line in ’52. 


it’s a Super-QUIET Fan! 









i Conse Gertz . airmen & Co. cyowstt * 
it's a Really-SAFE Fan! Cimber, CULDSMITH'S "J. L. Hudson Co. icy. 
it’s a BEAUTIFUL Fan! pve ; cyt Co John bg Abraham & Seas 

e ‘3 WShures, ti 
—it’s a Fan that will do MORE than w ane YY Bambergers Shurgy, ochschild, Kohn 


any other fan you’ve ever seen! 


Visit our Booth No. 524 at the January Housewares Show, Navy Pier, Chicago, Illinois 









PAGE 40 








The CAPEHART Table Radio The most beautiful, the most 
(Model T-522). As distinctive imitated clock radio in the 


Nothing like this Capehart for customer appeal. Your pros- 
pects will be sold on this Capehart when they... HEAR its 
world-famous Symphonic-Tone ... SEE its magnificent Crystal- 
Clear Picture ... THRILL to the superb performance of its new 
chassis with “Reserve Supply Video Power that pulls in pictures 
from near and far with unbelievable clarity and brilliance... 
ADMIRE the mastercrafted cabinetry that makes Capehart the 
style leader in the industry. 

You'll go far with Capehart —in prestige, in sales, in future 
business profits. A valuable Capehart franchise may be available 


in your territory. See the Capehart distributor for your territory 


or write Fort Wayne today. 
’ fl hr 











The CAPEHART ‘“‘Deluxe 6” 
Clock Radio (Model TC-62). 











in styling as it is in perform- world. Appliance outlet. Plastic 
ance. Plastic cabinet in choice of cabinet in choice of rich deco- 
rich decorator colors. rator colors. 








SSSSSSSSSGSGSSTES 
teens re = 
es ==> == 22 


—-="s 
















The CAPEHART “Monticello.” 
Smartly-styled with life-like 21-inch 
Crystal-Clear Picture, exclusive 
Symphonic-Tone, new miracle chas- 
sis. Mastercrafted in mahogany. 





The CAPEHART “William 
Penn.” Unequalled tone and 
picture reception. 21-inch Crys- 
tal-Clear Picture, exclusive Sym- 
phonic-Tone, new super-sensitive 
chassis. 








CAPEHART-FARNSWORTH CORPORATION, Fort Wayne 1, Indiana 


An Associate of International Telephone and Telegraph Corporation 


JANUARY, 
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Large - 


. Residential Commercial 
two hig Commercial 


targets Industrial 
for 


year-round protits 





The weatherman is here to stay, DIEHL fans will sell the year around, Don't forget that all DIEHL fans 
And he does all the choosing— Regardless of the season— Produce a splendid profit— 
If summer crowds don't flock to buy To ventilate as well as cool, 


Here’s your chance to go to town 
Don’t think you're always losing. To cite just one good reason. With a line that’s really got it! 


1953 FANS 








NEW ELECTRICALLY REVERSIBLE i a 
20-Inch Window-Type Ventilator TABLE AIR CIRCULATOR 


= ie: It’s A Table—It’s A Fan 
. AIR CIRCULATORS PACKAGE UNIT ATTIC VENTILATORS 
Oscillating 2 New Sizes 


and Non-Oscillating } 



















t your sig 
it money in a breeze. Desk and Bracket Fans 
ERS Pedestal Fans 
OPE STUFF : ; 
CATALOGS 4 EATS * MANUALS Kitchen Ventilators 
NEWSPAPER cTeRS * "DISPLAYS CARDS Exhaust and Ventilating Fans 


WINDOW DECALS * DISPLA A size and type for every need 


1 Ss, 
we're backing yo with a help Other FANS you can 
a | e ‘re 
i = So you can sell wi IEHL's great line, 
hts on 





et 
DIEHL MANUFACTURING COMPANY 


Electrical Division of 
THE SINGER MANUFACTURING COMPANY 
Well-balanced FINDERNE PLANT © SOMERVILLE, N. J. 


warehouse stocks District Offices: Atlart+ ® Baltimore ® Boston © Chicago ® Detroit © New York ©@ Philadelphia © Worcester 
carried in: [ATLANTA ¢ BOSTON @ CHICAGO « DETROIT © NEW YORK © PHILADELPHIA 
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Sc. ee 


Room air conditioner dealers wait for Fedders units in New York at the L & P Electric Co. 


warehouse last summer as sudden heat wave skyrockets sales. 


JANUARY, 1953—ELECTRICAL MERCHANDISING 











HUACKING ! 








Historic photo shows air conditioner dealers 


caught short in 1952 Heat Wave! 


H* ES what happens when 
a heat wave hits and catches 
room air conditioner dealers 
with their stocks down. Trucks 


jam up at the distributor’s ware- 


house...virtually fighting to get 





units...and thousands of sales 
are lost. It’s a real profits hijack! 

It’s only natural that the industry’s hottest, strongest- 
advertised line—Fedders—sold out first and back-ordered 
the most last summer. Hard to believe as it might be, 
Fedders for °53 is a hotter line and an even stronger- 
advertised line than anything the industry has ever seen. 
There’s a new feature—a Fedders exclusive —that will 
revolutionize room air conditioner selling! And there’s a 
knockout of a new sales idea that’s going to make sum- 


mer profits start April 6th for Fedders dealers! 


ASK YOUR DISTRIBUTOR 


So. Mr. Dealer, you've really got to be on guard 
against a Heat Wave Hijack this vear! How to do it? 
Figure out your Fedders needs now...with a healthy 
allowance for hot spells and Fedders stepped-up adver- 
tising ... write, wire, call, holler, scream, yell for your 


Fedders Distributor and Orper Now! 


And remember to stock 
FEDDERS ELECTRIC DEHUMIDIFIER 


Fedders handy “Electric Sponge” 
is going to have a bigger year 
than ever in °53. There’s a huge 
unseratched market, and Fedders 
is going after it with the biggest 
sales campaign ever devoted to 


dehumidifiers! 


FEDDERS 





te) Staley ia hy Vile) 7-Vi 


FEDDERS SECRET PLAN N2& 7 
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ESN ot MEA Tae GRA ge 


HAS WHAT YOU NEED 
FOR VOLUME SALES! 


EcIAL MODEL No. 33 Full range of models from full 
v Full 8 Ib. <§ apacily skirted 8 lb. capacity Model 33 
u 


retailing at $99.95 (Zone 1) to 
$9995" | 
a . - 





wash clothes clean and white in less time. Saves 
soap, hot water, and electricity. 






















the Incomparable 3-speed 


Model C73S! DOUBLE DUTY 





i Every price bracket covered! AGITATOR 
rr 5 J Removable bow! 
) == Full markup! washes small pieces 
4. —— More visible, exclusive selling ~taby clothes, handkerchiefs, and other dain- 
ad features in the C73S than in any ties that are hard to find in the tub. Also pro- 
other Washer—easily demonstrated. vides extra washing action for clothes in the 


main tub. 
The specially designed four vane aluminum 
. , agitator washes clothes clean and fast without 


the Leader 


- D 
MODEL €735 CONTROLA SPEE 





SEALED-IN-OIL TRANSMISSION 


___ Precision-built for years of trouble-free service. 
lubricated at the factory. Sealed in rugged cast 
iron housing. Quiet and dependable. 


In price, quality and performance Barton 





gives you distinctive models suited to your 


THREE SPEED WRINGER 
No more worries about wringing bulky, hard 


trade. No other manufacturer offers this variety 
including the original and only 3-speed Model 


C73S. Bartons are hot water savers and help ; to handle articles such as quilts, throw-rugs 
you to steady volume sales. . 4 and blankets. Just flip the Controla-Speed 
Visit the Barton Display of Washers, lroners . _ lever to hgess nt densa mati 
and Dryers—Room 549A, American p -* . Was! : ; vighte os Res 
Furniture Mart, January 7 to 18. Wringer with soft flexibl is oid 
en ee touch” safety re- 
THE BARTON CORPORATION 
West Bend, Wisconsin 
Please send full information on Barton Washers, lroners and Dryers THE c ROLA-SPEED 


-Arepned control climiactes oil 


Firm Name 


en CORPORATION 
West Bend, 
City Zone State Wisconsin 


Buyer's Name 
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We asked Leading 
TV Dealers This Question: 





What is the 
Greatest 
Selling 
Keature in 
Television 


Today? 





Now Read Their Answers......... 





Hollywood, Calif 


£ 





& 












od: 





7 ont <—s 
North 1 New Haven, Conn. “Syl. Rock Isiand, illineis: Baltimore, Maryland: Boston, Mass.: ‘Believe Minneapolis, Minnesota: St.Louis, Missouri: “Put W. Calowell, New Jersey: Bi 
“Out here are vania’s Hatolucut is “Sylvania TV is my “Sylvania’s Hato- youme, Hatolucntis “Any salesman can a great feature like “Sylvania with Hato- th 
‘picture wise, They the greatest attention top selling line and Luiour gives the most thetopsellingfeature putonabrilliantdem- HatoLicnt ona great Lieut is definitely an Li 
dheoce Sylvania TV getter I've ever seen. consider it the life of restful picture on the _ in television today.” onstration with Syl- set like Sylvania and  eye-catcher. Wins fa- in 
with HatoLicu?t for And what gets atten- my business. Hato- eyes. A great atten- Sam Sandberg vania because Hato- you'vegotthewinning vorable comment and si 
finest picture quality tion gets Wd Licut tops in selling.” tion getter and sales Licnt is a dramatic, sales combination.” closes sales. Highest wi 
and eye comfort.” Charles Warren Aaron Novak clincher.” convincing feature.” George H. Albers customer acceptance.” 

ard Dillon ; George 8. Gardiner E. A. Bramsen Ralph J. Schneider 


Dealer after Dealer Agrees 


HALOLIGHT’ | 


THE FRAME OF LIGHT THAT’S KINDER TO YOUR EYES 


is the Outstanding Sales-winni 





The 
hoga 
| telev 
Cd ure Q) ei e 
HALOLIGHT looks Different heves the harsh contrast between the bright work for you Sylvania offers you the most sal- 
picture and the darker areas around it. That able sets on the market—and the Sylvania Selec- 
° Diff + é . d . makes viewing much more restful —the picture tive Dealer Policy helps protect your business 
— I$ iTrerent — stands ou 
scems larger and cle arer, too and your pronts. 
| | | The difference is spectacular. HALOLIGHT stands Don’t pass up this chance for the dig TV busi- 
BIG on your Sa es F oor: out like a beacon on your sales floor. It’s an ness in °53. Contact your Sylvania Distributor. 
easy sell-up for you because it sells itself in a 
bey it’s a fact. Never before in television has ingle demonstration. ) 
a feature won such tremendous acceptance All-Channel hae 
as Sylvania’s exclusive HALOLIGHT Sylvania Selective Dealer Policy and 
And the reason ts simple. HALOLIGHT is the U be + eo V HH b 62 EC t PTl O N 
only scientific answer to the need for greater viewing lake advantage of HALOLIGHT and all the other The ¥ 
comfort. Its principle of “Surround Lighting” re great Sylvania selling features—put them to Available in All 1953 Sylvania Models amar 
Chass 
venee! 





The MONTCLAIR (177M) 21” Console. Genuine 
mahogany inlay-panel doors. Powerful Stratopower 
“S08” Chassis and HALOLIGHT. Will sell fast on any 


sales floor 


The MONTCLAIR (1778) 21” Blonde Console. Strato 
“S08” Chassis plus HALOLIGHT for easy-to-look- 
A furniture masterpiece 


The LEXINGTON (178M) 21” Console Combination with HALO 
Licut. AM-FM Radio, automatic 3-speed changer, ample record 
storage. Mahogany veneer cabinet with rosewood grained doors at Movie-Clear* 
Also in blonde (178B) 


power 


Television 











<a 


Buffalo, N. Y.: “I feel 
that Sylvania's Hato- 
Licut is the greatest 
innovation in televi- 
sion. A great sales 
winner.” 

Nick Delgato 


Power-packed Performance plus HALOLIGHT 
plus Beautiful Cabinet Design make 





Raleigh, North Carolina: 
“In 18 months of op- 
eration, 90% of my 
sales were Sylvania. 
HaLoLicut a decided 
advantage over other 
sets.” 

Alton B, Askew 















17” Table Model in ma 
cabinet Movie-Clear 
Clear sound, Strato 
I ational low price 





The WESTON (200M) 
hogany-colored Plexton 
television with Studio 
power “508” Chassis 
ey 
uff 





bate ate 


2» 


The WELLINGTON (105B) 17” Table Model in 
smart blonde finish. Powerful Stratopower “504” 
Chassis for finest performance. Also in mahogany 


veneer 





The KENSINGTON (172M) 21” 
HALOLIGHT 


ae 


ee 
ieee 


O16 ree te 
cee 





« 


French Provincial 


Space-saving corner arrangement 


n aple 


172K 


‘ 


Cincinnati, Ohio: “When 
I turn on the Hato- 
Licnt in a Sylvania 
demonstration, the 
customers sell them- 
selves. A great selling 
feature.” 

Kenneth Knose 





Portiand, Ore.: ‘Here's 
one set that really 
does sell on sight! Be- 
lieve me, Sylvania's 
Ha.oLicurt is the big 
selling feature in TV 
today.” 

Reed L. Holman 






dP». 


Pittsburgh, Pa.: “I sell 
10 name brands of 
television, Sylvania 
with HatoLicut out 
sells the other brands 
2to1.” 

Herbert M. Shook 





eo Si 


Providence, Rhode Island: 
“Sylvania w A Hato- 
Licnt is the easiest 
TV set to demonstrate. 
Its stand-out features 
and clear picture sells 
everyone.” 


TV 


Frank Miele 





America’s Fastest 
Growing Television 


FP AHIS YEAR, Sylvania IT'V steps out in front with the finest line of 
] television sets ever presented to the American Public. 


In power... 


in beauty... 


in mighty performance under every condi- 


tion of TV reception, Sylvania sets entirely new patterns for the industry 


You'll find brilliant advances in every Sylvania model 


and in every 


price range. From the new economy Table Models to the deluxe Consoles 
and Combinations, Sylvania brings you values that will boost your TV 


sales to new h 


Compare these new Sylvania sets feature by feature 
r'V on the market today 


with any 


ighs! 


price by price 
You'll see why Sylvania is America’s 


fastest growing television 


Chis year, go 


Sylvania 


and you'll go for tops in TV sales and profits! 





Get the Big Profit Facts... CONTACT 
YOUR SYLVANIA DISTRIBUTOR NOW 


Corner Console Ensemble 
styling in 
Corner Cases optional 


mahogany 


with 
veneer 


Also in 








The PARKRIDGE (126M) 21” Console. Modern Sty! 
ing in finest mahogany veneers. Priced to break sales 
records. Also in blonde (126B) 








The HUNTINGTON (176M) 
HALOLIGHT 
superb mahogany veneer cabinet at 
price 














The ARLINGTON 
with HALOLIGHT 
“SOR” 


(175M) 21” Table Mode! 
Mahogany veneer cabinet 
Chassis. Also in blonde 


Stratopower 


(17SB) 








The KINGSTON (225M) Big Movie-Clear* 21” 





television in speckle-grained mahogany -colotr 
Plextone Stratopower “S10” Chassis. An out 
standing value 
; 
} 
. : 
et ; 
i =) 
3 wy * ee 
i 


The HAWTHORNE (12033) 21” Blonde tinished 
lable Model Best rE rv buy today Movie 
Clear* television with Studio-Clear* sound 
Also in mahogany grained finish (120M) 


21” Console with 
Sylvania’s powerful chassis in a 
popular 


Also in blonde (176B) 











SYLVANIA TV 


| () INCREASES YOUR SALES WITH 


STAR FEATURES 


Now 30-TUst Sensational ALL NEW 
core STRATOPOWER 
unemrrunme “508” CHASSIS 














.. with “Video-Finder” window— 


no extra switches, no other controls , ' , ; 
, | SHE greatest all-around performer IV has ever seen! That’s what 


salesmen, service-men and engineers say about the new Sylvania 


otratopowe I “SO8” Chassis 





In every department ot r\ reception in power, picture clarity, 


Bi 21” nterference-free design, long-life operation—the new Stratopowert 
a “508” Chassis challenges comparison with anything on the market 


.-. reduces glare and reflections 


lake a look at the r n- Stal ir at ires embodied in the new Chassis 


/ logether with HALOLIGHT, they add 


up to the kind of QUALITY and VALUE your customers want—and bu 





HIGHER PICTURE 
TUBE VOLTAGE 


...insures greater picture 
brightness and sharper focus 


Permanent-Magnet 
FOCUS CONTROL 


... automatically maintains perfect 
projection over entire picture area 





New Exclusive 
VOLTAGE 


REGULATOR TUBE WIDER BAND 
... maintains brightness, over- Wi! DTH 


comes variation in line voltage 


AUTOMATIC 
“TRIPLE-LOCK” 


..- prevents tumbling 
and tearing — locks pic- 
ture and sound together 





... for finer picture con- 
trast, depth and detail 








TELEVISIONS 
NEWEST 


MIRACLE 
FOR 33! 


To the long list of great advancements 






which Sylvania has contributed to Television, 
we now add a development that is bound 

to cause a sensation in the industry. 

This great new Sylvania “first” is a 

milestone in television progress—an 

advance that brings a new dimension 

to television entertainment in the home. 
Discriminating television buyers everywhere 
will recognize it as the development they 
have waited for. And so, to climax Sylvania’s 


spectacular sales program for 1953...and 





to complete the greatest line of television ever 


offered to both public and trade... 


woswaren NY | VANTA NOW 


for blacker blacks, whiter whites, 


TUNER 


... for sharp, clear, static- 
free performance even in 
distant fringe areas 











THE NEW SYLVANIA TY 


WITH 





The AMHERST— (187M) — Mammoth 27” Console with HALo- 
LIGHT and nplete “CHAIR-SIDE” CONTROLS. . Features 
Stratepower “512” Chassis delivering 36-tube performance 
Beautiful mahogany-veneer cabinet with doors. Provision for 
UHF tuning. Also in blonde (187B) 














"GIA 
SCRE 


FEATURING 


COMPLETE “CHAIR-SIDE’ CONTROLS 


The Biggest Thing That Ever 
Happened to Television 



































HE finest engineering in Sylvania history has gone into 

i hex design and construction of this great new receiver. 
Now you can offer your customers the ultimate in TV enjoy- 
ment —BIGGER-THAN-LIFE pictures ... complete CHAIR-SIDE 
CONTROLS ... in a beautiful, trimly designed cabinet that fits 





into even a small living room! 

A single demonstration of the new “Chair-Side” Controls 
proves almost irresistible to the buyer. Without stirring from 
his chair, he has perfect “finger-tip” control over every phase 
of TV reception — picture clarity, brightness, tone and recep- 
tion. They’ll jam your sales floor to try it—and buy it! 

We can’t begin to describe all the sales advantages of this 
new Sylvania master set. The minute you lay eyes on it, you'll 
want a demonstration model for your salesroom. Better hurry 


“Operates from Arm Chair 


NO KNOBS or DIALS 
ON SET 


Get Ready for the Most Sensational 


and see it at your Sylvania Distributor. 

















The ASHLEY — (286M) —The new Sylvania 27” 
receiver is available with Direct Tuning in the 
Ashley (286M), an attractive open-face console 






Demonstration Ever Seen On Your Sales Floor 





In Every T'V Market 7. vw 
SYLVANIA BACKS YOU UP 


with POWERFUL ADVERTISING Reaching Millions Each Week 
and SPECTACULAR MERCHANDISING for Your Store 


y 














LEADING 


NATIONAL 
MAGAZINES 


MASS-COVERAGE LEADING LOCAL 


SUNDAY DAILY 
eeheemcnngy NEWSPAPERS 






POPULAR 
TV SHOW 


vA a < TY 
“BEAT THE 
alii @ 


CBS-TV NETWORK 





, SVINANIA TV 


WITH 


+ HAL OLIGHT 











Three cheers for hot old '52—It cleared out cats and dogs for you! 


Jd 





Can be a breeze! 





Last year—thanks to those (bless’em) rec- Even old, old cats and dogs sold! they have the sell-appeal of the G-E Fans 
5 ord hot spells — most dealers cleared full Now that you’re nice and clean on fans shown on this and the next three pages? 
fan inventories. A sweltering public bought __ isn’t it just good common sense to stock the Nice business—with a sweet markup! Go 
everything they could get their hands on. fans most people prefer—particularly when G.E. for cool profits from hot prospects! 


GENERAL @@ ELECTRIC 
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1953 GENERAL ELECTRIC TWIN-FAN VENTILATOR 


e It’s portable! This fan can be carried from room e It’s two fans in one! ‘I'wo separate units can 
be reversed together or individually —to blow 
stuffy air out, draw fresh air in! Price, $74.95* 


¢ It's automatic! This fan shuts itself off—turns 
itself on! The secret is ‘‘Fantrol’’—a dial you set to room as easily as a suitcase . . . fits both sash 


to the temperature most comfortable for you. and casement windows, too! 










wees oe ease es, 
or ag See > Sm cee Se aa, re al 
OF Wee ~ Maud eat eaels SS 3 EM SS 





1953 GENERAL ELECTRIC FLOOR CIRCULATOR 


e It's “‘safety-minded"’! Special narrow louvres e it’s real furniture! Sturdy construction lets it 


¢ Itgives “‘whole-room" circulation! Two sets of 
double as a footstool, table or TV seat. Smart 


blades—not just one as in ordinary fans—send 


swirling air in all directions. Cools from wall to away. In any home 
dren or pets—that’s something folks rea//y want! fice decorations 


and grill-guard are designed to keep small fingers 
especially homes with chil- frost-grey finish harmonizes with any home or of- 
wall, floor to ceiling. any colorschemes. Price, $64.95* 
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want them! 





1953 GENERAL ELECTRIC ALL-PURPOSE FAN 


e It’s designed for safety! Winner of the 1952 e It gives a broader air stream! With its bigger, e It's versatile! This fan can be used anywhere 
Home Safety Award! Deep grill-guard cabinet. broader air stream, this fan reaches out to cool as a desk or table fan—or as a floor circulator, 
This handsome, frost-grey fan has a tremendous more air than ordinary fans—actually does the wall fan. It’s amazingly effective as a window 
sales appeal to customers with children. work of 2 conventional 10" oscillating fans! ventilator, too! Price, $34.95* 


OSCILLATING FANS—For Home And Office! 


1. 10" Standard. America’s fastest-selling name- 
brand fan. Strong, steady air flow but quiet oscillation. 
Can be mounted on wall. Price, $16.95* 


2. 12" Standard. Two-speed switch. Clutch allows 
instant switching from oscillating to non-oscillating 
action. Cushioned base protects furniture. Color, frost- 
grey. Price, $29.95* 


3. 16" De Luxe! Superquiet, but with big Vortalex 
Blades for heavy-duty cooling, maximum air delivery. 
Clutch knob switches from oscillating to non-oscillat- 
ing instantly. Felt-cushioned base. Three-speed switch. 
Price, $50.95 * 


General Electric’s powerful oscillating fans for home 
and office use are precision-built. Like the other fans 
you see on this page, under normal use, they don’t 
need the slightest attention—not even oiling—fo 
many, many years. General Electric Company, Sma!! 
Appliance Division, Bridgeport 2, Connecticut. 


*Manufacturer’s recommended retail or Fair Trade price, 





And...they’re all G-E products. 


Customers rely on General Electric for long-lasting dependability. 
They buy more G-E Fans than any other brand! 
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These three G-E salesmen will give you 
additional fan sales insurance! 





1. 2. 


BIG, POWERFUL MAGAZINE ADS! Millions of people wil! see the new TELEVISION IN 65 MAJOR CITIES! General Electric’s wonderful new 







1953 G-E Fan advertising campaign. Striking full-page ads begin in May fans will be sold on the Joan Davis show—a half-hour comedy program 
and will appear every week right through the summer months. There's a on the NBC-TV network—from May on. Make them red hot months 
double-page four-color spread, too—as sales-loaded as it is colorful for profits. Stock the complete General Electric line and capitalize on 
General Electric’s magazine campaign pre-sells customers! television advertising—the most modern of all sales-boosters! 
3 POINT-OF-SALE DISPLAYS! These colorful, hard-hitting window ard . 
' * counter displays feature the famous G-E Snowman, tie you in with * e 
national advertising. They’re all designed to pull customers! And, don’t Nica 


FLOOR CIRCULATOR DISPLAY! Downward air currents 
keep three-dimensional Snowman constantly revolving. 
Here’s a dramatic, colorful demonstration of ‘‘Whole- 
Room” Cooling 


forget, extra traffic in and out of your store helps boost ail sales. ee 
| 


from the G-E Floor Circulator. 











TWIN-FAN VENTILATOR DISPLAY! Set this display 
in your window and watch the crowds gather. As 
‘‘mercury” in three-dimensional thermometer rises, 
Twin-Fan Ventilator goes ON; when “mercury” 
falls, fan turns OFF... all automatically! Here’s a 
motion display to dramatically present the Auto- 
matic Cooling story. Display comes ready to use... 
simply insert two light bulbs and plug it in! 







A full-line display adapt- 
” able for use with all G-E 

DE PERDARLE Pewrarvas 

| 


ALL-PURPOSE FAN DISPLAY! There's a blue-ribbon é 


display attached to every fan at the factory, When 


Fans—contains com- 


plete set of price cards, 


fan is operating, blue ribbon flutters, attracting com window streamers, fea- 
attention. Tells story of awards given to All-Pur ture spots, balloons, and 
pose Fan for safety, beauty and efficiency consumer folders 


GENERAL @) ELECTRIC 
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Pesto 


AUTOMATIC 


Vapor-Steam [ton 










We've just “ironed out” the hottest big 





profit promotion of the year! Join the PRESTO SALES-AND- 
PROFITS SPREE for those first Golden Months in ’53! Ask your 


PRESTO distributor salesman...Or write...wire...phone... 





NATIONAL PRESSURE COOKER COMPANY, Eau Claire, Wis. 
OVER 19 MILLION SATISFIED PRESTO USERS! 
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-Deentreeze 


TRADE-MARK REG. U. S. PAT. OFF. 


YOUR PROFIT KEY FOR 53 












































































"Dpright Home Freezers 








Genuitte Deepfreeze 
Electric Water Heaters 














Genuine Deepfreeze 
Electric Ranges 
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. Genuine Deepfreeze 
Chiest-Type Home Freezers 
~“ 
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Most Terrific Program in Deepfreeze History! 





@ Finest and most beautiful complete lines @ Nationwide radio program every Thurs- 
ever offered by Deepfreeze! day, featuring famous Gabriel Heatter on 540 
Mutual Network Stations. Local dealers identi- 
\ @ Best-known trade-name in the home appli- fied in each city on every broadcast! 
\ ance field—the exclusive name “‘Deepfreeze”’! 


@ Greatest merchandising program in the in- 
@ Coast to coast TV show every Thursday, dustry ... promotions designed to sell! 
starring sensational Garry Moore, on 58 
stations of Columbia Broadcasting System @ National magazine advertising surpasses 


TV Network! Moore helps you sell more! everything Deepfreeze has d ne before! 


Put them all together—they mean more profits for you 
in ’53 with Deepfreeze Home Appliances! 


Deepfreeze Home Appliances 


TRADE-MARK REG. U, S. PAT. OFF, 


Remember, only genuine Deepfreeze Home Freezers, Refrigerators, Electric Ranges and Water Heaters may 
bear our registered trade-name “Deepfreeze.” They are made only by Deepfreeze Appliance Division, 
Motor Products Corporation, North Chicago, Illinois. 
©1952. Deepfreeze Home Appliances are also available in Canada. 
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LEAGUE 
BOOT 
COVERAGE 


Today any buyer (sans Seven Leaguers) is capable 
of a market-covering feat beyond even the realm 
of fantastic folklore ...and all because of -THE 
MART. Here, under the endlessly stretching roof 
of the world’s largest wholesale buying center are 
over 2,450 lines of the best in merchandise. All to 
be seen in a matter of hours. 

When you step into THE MART you seemingly step 
into the fabulous boots... it’s amazing what you 


can see and achieve in a day at THE MART during 


THE INTERNATIONAL HOME FURNISHING MARKET 


BANUARY 5th to 16th, 1953! 


Available to buyers —THE MART’S Free Bus Service — Buses from all 
loop hotels to The Mart every ten minutes from 7:30 a.m. ‘til 10 a.m. Return 
schedule from 4 p.m. to 6 p.m. And twice-an-hour-during-the-day bus serv- 
ice between The Mart and Furniture Mart. 


MARKET FACTS —The first and only book of 
its kind. A in of ent moterial 
on the Home Furnishings field. A limited edi- 
tien — order todey, $3.50. Write Office of 


the Building. SHOW-PLACE OF AMERICA'S BEST-KNOWN BRANDS 
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See the Duchess 


SPACE 510-A 


AMERICAN FURNITURE MART 
CHICAGO + JAN. 5 TO JAN. 16 





fowler Piano Company, 104 N, Ottawa Street, Joliet, Illinois 
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Why people pass up price cuts 


to buy from Bill Fowler at list! 


TV business is better than ever for 


Joliet’s Bill Fowler—the man whose 


$750,000.00-a-year music business proves 


that courtesy and honesty are a 


salesman’s most potent tools... 


THIRTEEN years ago on Friday, September 13, 
1939, William H. Fowler opened for business at 13 
Clinton Street, Joliet, Hlinois, with 13 pianos on 
consignment as his entire inventory. 

As Bill stood on the sidewalk watching his first 
shipment of merchandise being unloaded, another 
observer pointed out the unlucky number 13 on the 
shop door and the 13 pianos and asked Bill if he 
knew what day it was. “Friday, September 13,”’ Bill 
said. “Brother,” said the stranger, “I hope you make 
it.” 
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As anyone around Joliet can tell you, Bill has 
made it in a big way. And the only kind of luck 
involved in his success is the good luck he earns for 
himself by placing courtesy and honesty above every 
other consideration. 

The minute you walk into the Fowler Piano Co., 
now at LO4 N. Ottawa St., you begin to understand 
why people go out of their way to buy from Bill 
First, you are met at the door and made to feel at 
home, whether you're interested in buying, just look- 
ing around, or selling something. 


{DVERTISEMENT 


JANUARY, 





Bill Fowler 


Courtesy pays 


sill can tell you story after story to illustrate how 
this friendly attitude toward everyone pays off. One 
of his stories concerns a salesman who wandered into 
the store one evening. “This fellow was just in town 
for the night and he was lonesome,” Bill recalls. “He 
asked if he could play a piano to pass the time. 

“TL said, ‘Any time you're in town, please come in 
and play just as long as you wish.’ So for several 
years, he dropped in regularly. Then one day, he 
told me he was moving to California. Before he left, 
he bought a piano for his daughter in appreciation of 
my hospitality. 

“But that was only the beginning. To date, that 
man has bought from me—in person and by long 
distance phone call—a total of eight pianos and three 
television sets for his family. He could have bought 
more conveniently somewhere else, but those eleven 
sales show what can happen as a result of a little 
courtesy, even when no immediate sale is in sight.” 

Bill's television business, which now accounts for 
about 50°% of his volume, is better than ever. “The 
only reason you hear so many dealers complaining 
about TV,” he says, “is that they don’t know how 
to sell it 

“Many dealers depend entirely on price. [ tell my 
prospects that there is only one price—the right price 

today's price. Good merchandise sells at a fait 
margin of profit and gives years of satisfactory sery 
ice. Only cheap merchandise can be horse traded and 
offered at make-believe markdowns. And shoddy 
merchandise is a bad buy at any price 

“Nobody, of course, wants to pay any more than 
necessary. So we have to show people why our way 
is the best way for them. We explain that if we took 
something off our regular price, or gave an oversize 
trade-in allowance, we would have to make it up on 
installation or delivery charges, quality of service, or 
somewhere along the line. 


He talks their language 


“One effective way to pul this point across is to talk 
in terms of a prospect's own business. Take the fellow 
who came in the other day. He liked a TV set marked 
to sell at $389, but said he could get it from another 
local dealer for about $300. 

“TL asked him to consider a similar situation in his 
own field, the insurance business. He agreed that if 
1 got 20% off on the price of an insurance policy, | 
couldn't expect to get all of the same benefits. I then 
went on to show him why the set best suited to his 
needs was another one priced at $445. He not only 
bought the more expensive set but he was so pleased 
with his purchase that he has since helped me sell 15 
more sets to his friends.” 

Fowler sells television service with the set. Twelve 
dollars guarantees all service for the first three 
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months. After that, service charges are four doliars 
per visit. Backing up his service guarantee is a four- 
man TV service staff that works only on sets sold by 
the store. And to keep his customers happy, Bill sees 
to it that they get the fastest, highest quality service 
he can provide. 

For example, most calls which come in as late as 
1:30 p.m. get same-day service. And customers who 
call for TV service before noon are guaranteed an 
operating set the same evening. 

Bill believes that such service is an invaluable aid 
in getling customers to recommend his store to 
friends. And as he says, “Nothing sells like a cus- 
tomer’s recommendation.” 


Customers on the payroll 


One idea that helps Bill sell thru customers is ex- 
plained in a letter sent to each Fowler customer 
shortly after he makes a purchase. While it ts pri- 
marily a thank-you note, the letter includes the 
following paragraph: 

“You have a lot of friends and, no doubt, some of 
them will see your purchase and admire it. If so, and if 
you happen to know of anyone who might be inter- 
ested in buying anything in our line, we will not 
only greatly appreciate your letting us know... but 
will compensate you for your kindness if we make a 
sale.” 

How well this offer has been received by customers 
can be seen in Bill's “‘non-employee commission” 
figures for the month of October. Paying each 
customer-salesman five dollars for a productive lead, 
he paid out a total of $735.00 in this one month alone. 

\ favorite expression of Bill's sums up his dislike 
of high-pressure selling methods: “Our door is well 
oiled and it swings both ways.” He urges prospects 
to shop all the stores, but he also shows them what 
to look for when they shop. Then he assures them 
that they are always welcome to come into Fowler's 
as often as they like with no fear of being high- 
pressured. Bill says many of them come back simply 
because they like being treated as guests. 

In spite of current high prices, Bill Fowler is an 
expert at “‘selling up.” Here’s how he explains il 
“You know before you start that everyone wants to 
have the best for his own home. I know that a cus 
tomer will be happier about his purchase if he buys 
the best. So my job is to show him how he can 


afford it 


The clincher 


“The most effective argument I’ve found is to point 
out that we only live once and that we all deserve to 
get as much decent pleasure as we can. Fifty or sixty 
dollars difference on the price of a televisiors set is a 
small price to pay for the years of extra satisfaction 
a truly good set will provide.” 

Salesmanship, as Bill sees it, is not so much a 
knowl dge ol product as a knowledge of people. To 
illustrate, he recalls his own start in the music busi 
ness in Springfield, Hl, in 1918. He knew next to 
nothing about the pianos he was selling by door-to 
door canvassing—and he admitted it to prospects 
But he did know how to make people appreciate the 
finer things of life for themselves and their children 
As a result, he progressed from a beginning salary of 
$15 per week to $86.50 in commissions the second 
Wet k 

Now, with 29 associates—a word he prefers to 
ind an annual sales volume of $750,000, 
Bill is more certain than ever that “it takes faith in 
people, honesty and hard work to get the world to 
beat a path to your door 

“It also takes good advertising,” he says, “if you 
Bill's 
preference, based on years of retailing experience, is 
newspaper advertising. His ads in the local news 
paper. which he writes himself, contain much of the 
same personality and sales philosophy that are appar- 
ent in personal dealings with Bill Fowler. 


employ e¢ S 


want to keep your sales volume growing.” 


Full coverage at low cost 


While Joliet is located some 40 miles from Chicago, 
Bill says his advertising in the Chicago Tribune pro 
duces some of his best results. He takes advantage of 
the Sunday Tribune’s 100°, coverage of Joliet fam- 
ilies at low cost thru this newspaper's unique Selective 
Area advertising plan. Under this plan, Bill co- 
operates with manufacturers and distributors of lines 
he sells—Zenith, Admiral and Philco, for example 


in buying big-space advertising in the Tribune south- 
west Neighborhood section. 
Although the manufacturer's ads appear in all 
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Bill Fowler (center), his son John (left), and Don Wennlund, both vice presidents of the company, look over one of the store's 
Selective Area ads in the southwest Neighborhood section of the Chicago Tribune 


sections of Chicagoland, only a small number of 


dealers are listed in each neighborhood section. And 
these are widely separated so that Bill gets practically 
the full benefit of the advertising in his own trading 
area, 

“In order to use our advertising money where it 


does the most good,’ Bill says, “my associates and 


MANUFACTURERS: 

Your line gets more effective and enthu- 
siastic support from your dealer when your 
advertising produces results he can see 
in his own store. 

In the important Chicago market, deal- 
ers are sold on the Chicago Tribune’s 
Selective Area plan because it produces 
visible, traceable results at costs they can 
afford to pay. 

When you build your Chicago promo- 
tion around the Selective Area plan, you 
give your dealers big-space, retail-store- 
type advertising over their own names in 
the medium read by more of their best 
prospects. They get far more selling power 
per dollar than they can get individually, 
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I always ask new customers why they chose our 
store. That's how I know that results from our par- 
ticipations in Selective Area campaigns have been 
extremely good. 

“The extra circulation, extra space and unbeatable 
editorial setting we get in these campaigns just nat- 
urally add up to more sales.” 
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with virtually no competition forthe bene- [8 
fits of the advertising. y 

Because Selective Area pays off for | 
dealers, it can pay off in greater profits 
for you. Here’s convincing proof: Dealers, 
distributors and manufacturers already 
have invested more than $2,500,000.00 in 
Selective Area advertising in the appliance 
field alone. 

If you want a stronger dealer body in 
the Chicago market—if you want greater 
sales volume now and in the competitive 
months ahead—-get the facts about Selec- 
tive Area advertising from your Chicago 
Tribune advertising representative today. 
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Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Advertising Sales Representatives: 


Chicago New York City Detroit 


A.W. Dreier EK. BP. Struhsacker W. E. Bates 
Penobscot Bldg 


1333 Tribune Tower 220 EF. 42nd St 


San Francisco 
Fitzpatrick & Chamberlin 
155 Montgomery St 


Los Angeles 
Fitzpatrick & Chamberlia 
1127 Wilshire Bivd 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC, 
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show them ‘‘round the bowl’’ mixing 


... Show them how the single beater trav- 
els completely around the inside surface 
of the stationary bowl, rotating as it travels 
—this is planetary action—and it mixes 
all ingredients thoroughly. No dead 
spots...no partial mixing with a 
KitchenAid Food Preparer! 


Then show them the convenient up- 

front mixing guide...and point out the 
advantages of the Pyrex brand mixing bowl 
..,and the wide range of practical attachments 
—vegetable slicer, fruit juicer, food chopper, colander and ; 
sieve set, can opener—all these operate without the need 

for expensive power boosters. Yes, they’ll see why KitchenAid 

is truly ‘the finest made.” 


lwo jor the show... 
hitchenAid ! 


show them delicious, freshly ground coffee! 














Yes, grind the coffee on the spot for this ‘‘show”’ 
... fresh from the whole bean...in a KitchenAid 
Electric Coffee Mill. Just press the switch and let the 
wonderful aroma of freshly ground coffee sell itself! 






— Yes—even make a truly fresh cup of coffee while 
they wait. They’ll love it! The difference they’ll see 
immediately stems from the rich, natural coffee 
oils retained in the bean...and fresh grinding 
just before each making releases this stored- 


| ))J up flavor for pure drinking enjoyment. 
J ——e a 


NY | _——~< KitchenAid Electric Coffee Mills make a 
 - “ . . , 

tS ; é oto wonderful gift item the year ’round—for any 

- es: occasion. And they’re catching on—people 


realize, how much better freshly ground coffee is—and 
they’ll be in to see you for a demonstration. Be “Johnny on 
the spot” and show them everything they’ve heard is true! 


KitchenAid Electric Housewares Division of e + 
The Hobart Manufacturing Co., Troy, Ohio ] : Cc e Nn | 
TRADE @marn 


The Finest Made... by World's Largest Manufacturer of 
Food, Kitchen and Dishwashing Machines 
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DuMont 


lelevision 


the line with the drawers 





Drawers courtesy of 
Abercrombie & Fitch, Inc. 


a dealers everywhere realize that 
the line with the drawers... Du Mont Television... 


is the short line with the long profits. 


THE SELECTIVE DU MONT FRANCHISE IS MORE VALUABLE THAN EVER TODAY 
Meet Elmer “the Fat Boy” Wheeler at the Du Mont Exhibit, Suite 218, Chicago Furniture Mart 


.* —+—. ; Et * LH i . ’ 
] / n A ) 
uae the, Wa WU | Lew w__ 
Visit your Du Mont Distributor For Full Details Exclusively yours in Telesets*, tubes, test 
Or Write To: equipment, transmitters, and the 
Allen B. Du Mont Laboratories, Inc. Du Mont Television Network. 
Television Receiver Division 


East Paterson, New Jersey Q UA LITY Trade Mark 
199° 


prices now begin at 
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NO EXTRA COST! TAKES ALL RECORD PLAYERS! 
ALL WIRED TO PLUG IN! 
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MESSAGE TO AMERICAN 





inaweeue Ss te YP ONE _OF A SERIES 


PROSPERITY in the USA: 
Who Has It? 


How prosperous are the people of the United 
States? 

The previous editorial in this series an- 
swered this question for the average Ameri- 
can. His prosperity has increased only slightly 
in recent years. 

But the average tells only a part, and in 
many ways not the most important part of 
the story. Which individuals and groups have 
prospered more, which less? (The average, 
the result of a statistical calculation rather 
than a creation of flesh and blood, tells nothing 
about that. ) 

The purpose of this message is solely to get 
at the facts on this question of how prosperity 
is distributed. This is not easy. In spite of 
the crucial importance of the subject, the 
available information is limited. Even so it is 
possible to provide a rough answer to the 
question, “Who has the prosperity?” 


We Have Had a Revolution 


The distribution of income in the United 
States has changed so greatly in the past 
twenty years that Arthur F. Burns, Research 
Director of the National Bureau of Economic 
Research, world renowned for its impartiality 
and technical competence, calls it “one of the 
great social revolutions of history.” A part 
of this revolution is portrayed by the follow- 
ing table which shows that individual incomes 
are both much larger and much more evenly 











distributed than they were twenty years ago. 
Clearly, a large new middle-class has been 
created. 


DISTRIBUTION OF REAL INCOME 

















Per Cent of Families 
Dollars of in Each Income Group 
Income* 
1929 1951 
gS ie rey 17% 13% 
oo SS ee eer ree 24 15 
ES GED: -Wasbcce seas oi 24 18 
3,000 — 4,000 ............. 14 18 
4,000 — 5,000 ............. 6 15 
GO — FO casvcvcccseces 9 14 
Z580 GHG CVE. cc cccccvcess 6 7 
100% 100% 











*Adjusted for price changes to give the dollar its 1951 
purchasing power. 


Some light on why this income revolution 
has taken place can be found by tracing in- 
comes to their source. Since 1929, for instance, 
employees have clearly made the biggest 
gains in total income. This can be seen in the 
next table. People who own their own busi- 
nesses have done second best. Farmers, who 
are often thought to be doing handsomely 
indeed, have been outstripped in the income 
race by employees and businessmen. People 
whose incomes depend upon pensions, insur- 
ance policies, and other relatively fixed re- 
turns such as rent, interest and dividends 
have lagged far behind. 
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HOW REAL INCOME HAS CHANGED* 








Types of Income Pereemiog? nge 

Wages & salaries of employees. +-123% 
Income of professional men & 

unincorporated business .... +108 
Farm operators’ income ee +-56 
DE BROMO os 56 ices or tee +-1 
a Ere ie ere ck +2 
POE oi 5 cane cksea wheat aesew —35 








*In this and the previous table account is taken of 
changes in the cost of living. But adjustment for the 
changing tax load was not possible, as it is in the 
computations which follow. 


The Biggest Gains 


Employees have made the biggest gains in 
income, but the term “employees” covers a 
wide assortment of people—from the presi- 
dents of the biggest corporations to factory 
sweepers. How have different groups of em- 
ployees prospered? Some indication is pro- 
vided by results of a survey of salaries in 
41 corporations made by Arch Patton of 
McKinsey and Company and recently sum- 
marized in the Harvard Business Review. 
This survey showed that between 1939 and 
1950, after adjustment both for higher living 
costs and for higher taxes, factory and office 
employees made modest gains in income 
while management personnel suffered losses 
ranging from 40% to 60%. 

While factory and office workers generally 
have made greater income gains than others, 
their gains have varied greatly from industry 
to industry. During the past five years, for 
example, steel workers’ take-home pay (ad- 
justed for both taxes and price changes) has 
increased by 22%, that of textile workers 
9%, employees of general merchandise stores 
4%, and that of laundry workers not at all. 


What About Organization? 


How have organized workers fared com- 
pared to unorganized workers? There is no 
round-up of facts that makes possible a direct 
comparison between the two. Such evidence 
as there is shows it is indeed an open question 
whether union members have done any better 
than others. Steel workers, for instance, who 
are strongly unionized are among the highly 
paid manufacturing workers. Farm workers 
are generally not unionized, and they work 








































in one of the most competitive industries in 
America. 

But farm workers have made income gains 
which far surpass those of steel workers. 
Real wages of farm workers increased 24% 
times more than those in the steel industry 
between 1939 and 1952. This fact may prove 
nothing more than that, in a period of infla- 
tion and manpower shortage, the less skilled 
workers whose incomes are ordinarily low, 
make the biggest percentage gain in income. 
Further support for this conclusion is found 
in the construction industry where real wages 
of unskilled labor increased 37% between 
1939 and 1952, while those of skilled labor 
increased only 4%, 


Why Most Incomes Are Higher 


Prosperity, who has it? We may conclude 
that workers have been getting much more 
of it lately than managers or property owners, 
that unskilled wage and salary earners have 
made the largest gains, and that income gen- 
erally is much more evenly distributed. 

Where has the money come from to raise 
low bracket incomes? It has come partly 
from an increase in the total national income, 
but partly also from cutting down the share 
received by people in the highest income 
brackets. While the top 5% received 33.5% 
of the income after taxes in 1929, their share 
of income has now been cut about in half. 
For every $11 of increase in income to the 
lower 95% of income receivers, about $7 has 
come from increased production, and about, 
$4 by taking that amount from the top 5%. 

Top bracket incomes have now been cut 
so deeply that the possibilities of increasing 
the income of the rest of the people by 
“soaking the rich” have largely disappeared. 
Indeed, if all of the income after taxes of 
everyone earning over $25,000 in 1951 was 
taken away and redistributed among the 
remaining Americans, each person would 
receive only about $65. 

The significance of this revolution in in- 
come distribution is clear, It is that there is 
only one way by which the great mass of us 
Americans can continue to increase our in- 
dividual prospe.ity. This is by earning the 
increase through more and more efficient 
production In plotting the economic course 
of the U.S.A. this fact is of decisive con- 
sequence. 


McGraw-Hill Publishing Company, Inc. 
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We can’t give you 
the Key to 
the city... 





but we're taking the locks 
off the most exciting 

new LéH “Lectro-Host”" line 
in many a long 


year. Be sure to see us. 


OLDEST 
AMERICAN 
RANGE 
MANUFACTURER 
UNDER 
CONTINUOUS 
OWNERSHIP 
EST. 1875 








A. J. LINDEMANN & HOVERSON CO. 


Electric Ranges « Water Heaters « Refrigerators «© Home Freezers 


MILWAUKEE 15, WISCONSIN 
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Coole and Vs too with 





MORE comfort features! Ale 
MORE fo tell! -STILL easier to sell? weber ie ge 


NIGHT-COOL FILTERS 







Moderate ooling 


A ROOM AIR CONDITIONER THAT maui os Sa 


DOESN'T BOTH (00/ AND 470 IS OBSOLETE! 7 Ne 






VENTILATES COOL AND 
rines tegen ide EXHAUST 


ARID-DRYER SOUND 
' _ MUFFLER 
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The Revolutionary 21-Inch 


Optic-Engineered TV Picture Tube 


with Exelusive Iso-Focus Beam 


NOTHER PHILCO FIRST makes tele- 
A vision history, and raises the standards of 
the entire industry—the 21-inch Cylindrical 
Face All-Glass Cathode Ray Tube with the 
exclusive Iso-Focus Beam. Conceived by Philco, 
developed by Philco, this triumph of Philco 
electronic and optic research has set a new goal 
in picture quality. 


20 Square Inches larger 


This important development is the culmination 
of three years of research by a special group of 
Philco Electron-Optic Engineers. Applying the 
principles of electronics to the laws of optics, 
these Philco scientists achieved a truly optic- 
engineered picture tube. Its cylindrical-shaped 
face is designed to reject glare. Its 245 square 
inch surface is 20 square inches larger than 
many other so-called 21-inch tubes. Now, 


powered by the sensational Philco Golden 
Grid Chassis, the Philco-developed 21-inch 
cylindrical face tube brings the first High 
Fidelity picture reproduction ever achieved. 

This great Philco tube is now available to the 
entire industry, but the spectacular Golden 
Grid Chassis, that by every standard provides 
the most sensitive, the most powerful recep- 
tion in America, can be found ONLY IN 
PHILCO TV. 


Progress through Leadership 


This tremendous achievement is but one of the 
many reasons why Philco today is first in 
Public Demand all over America. Through the 
years, the countless engineering advances from 
Philco Laboratories, world’s largest devoted to 
home television research, have made Philco the 
leader by every count. 


P H I LC O yamous fer Quality te / fold (: Ye 
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Another Major Engineering Achievement 
Conceived and Developed in the 


World Famous PHILCO Laboratories 





REJECTS 
GLARE 


Optic-Engineered 
Light beams are rejected scientifi- 
cally, by curving the face of the 
tube around a vertical axis... 
providing true eye comfort. 





FOCUS 


Iso-Focus Beam 
True focus in all parts of the pic- 
ture—on the edges as well as in 
the center of the picture! Blurs 
and smears banished 








Just Like a Boost in Station Power 
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CONSUMER APPLIANCE PURCHASES AND 
WILL THEY GET TOGETHER AGAIN? 


Income 
in 
Billions 


$250 


200 


150 


100 & 


50 
INCOME 





1929 1931 1933 1935 1937 1939 


Industry sales this year will closely approximate 
1952 totals, but the pattern will be different — high 
in the first and last quarters, low in the middle. 


As business and government spending slow down, 
personal disposable income becomes the important 
barometer and once again may become closely 
related to appliance and radio-TV sales 


By the McGraw-Hill Department of Economics 
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YOU can expect appliance and 
y radio-I'V_ sales in 1953 to hold 
ibout even with 1952. ‘Ther 
vill be plenty of ups and downs in the 
coming year, just as there were in the 
ist. But the two sales vears will aver 
ige out about the same, with perhaps 
1953 holding a slight edge. Our best 
is that consumer purchases of 
ipphance vhich wert $2 7 billion in 
195 vill be $2.8 billion in 1953 
Seasonal sales will be different in 
1953 than they were last year. Sales 
during 1952 were low in the first half 
vear and high in the second half, In 
1953, first quarter sales should be 
‘trong, followed by a dip in the sec 
ond and third quarters; then some 
upturn may be seen toward the year 
end. With this pattern of sales, and 
with no large growth in sales likely, 


DISPOSABLE INCOME: 


Appliance 
Purchases 
In Millions 


$2,500 


2,000 


1,500 


1,000 


500 





1941 1943 1945 1947 1949 1951 1953 


the appliance dealer should keep a 
selective stock of fast selling items but 
not be long on inventory. 


APPLIANCE SALES TIED TO INCOME 


[his outlook for sales is based on 
what is likely to happen to income 
\ppliance sales are closely tied to 
income, although this was more tru 
before World War II than it is now. 
You can see the relation of consumer 
to disposable in 
come in the chart above. See how 
closely the two moved together from 
1929 through 1941. After the war, 
consumers needed to stock up on new 
ippliances This accounts for the 
booming sales of 1947 and 1948. In 
1950 came a wave of scare buying, 
which shot appliances purchases to a 

(Continued on next page) 


appliance purchas« 
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THE YEAR AHEAD cnn. 
A Slowly Expanding Market 








new peak, Still you can see some 
tendency in 1949, 1951, and 1952 for 
appliance purchases to get back close: 
to normal compared to income. 

Appliance purchases are growing in 
the consumer budget. This can be 
seen in the chart. A study of consumer 
spending shows the same thing. Only 
two kinds of purchases are now a big 
ger part of consumer spending than 
they were in 1929. One is food. The 
other is durable consumer goods other 
than automobiles. The percentage of 
money spent on peoned eon is about 
the same now as in 1929. Less is 
spent on housing, clothing, and serv 
ices as a percent of the family budget 

Buying appliances has become the 
main way for consumers to increase 
their standard of living. This is the 
meaning of the new spending pattern 
Electrical equipment in the home 
raises living standards by easing the 
drudgery and increasing the recreation 
in the home. This is why consumers 
are willing to spend a larger portion 
of their income on appliances. Growth 
in appliance purchasing is encourag 
ing for the future of the appliance 
dealer 

It indicates an expanding market 

perhaps slowly expanding, but at 
least this is more than can be said 
for most consumer goods. When in 
come rises, appliance dealers will see 
buoyant sales 

But there is a price to be paid for 
being in this growing, high-standard 
of-living business. ‘That is, when in 
comes fall, consumer purchases drop 
even more rapidly. This is clearly seen 
in the chart bor 1932, 1937 and 1949 
Appliance dealers have a pointed con 
cern in consumer income. What makes 
consumer incomes change? 


BUSINESS AND GOVERNMENT 
SPENDING CHANGE INCOMES 


Incomes change with the produc 
tion of goods. This is easy to see, since 
income is the pay for making goods 
Nevertheless, incomes may run ahead 
of or behind the available consumer 
goods. This happens because incomes 
come from defense production and 
from the building of plants and factory 
machines, as well as ean making con 
sumer goods. When spending for de 
fense or for plant and equipment is 
rapid, incomes rise faster than the 
goods available to consumers. When 
the increased capacity of new plant 
and equipment is in place, consumer 
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goods can flow out of the factories 
faster than incomes rise. This is espe 
cially true if defense and business 
spending fall off. 

Incomes rose rapidly during 1950 
and early 1951 because defense spend- 
ing and business investment soared. 
Personal income climbed at an aver- 
age rate of $1.5 billion a month be- 
tween June of 1950 and September of 
1951. Since then, income has grown 
by about $500 million a month, or 
slowed down to only one-third as 
much as in the early stages of the 
defense boom. The increase in income 
during the past year was matched by 
price increases. Net gain in consumer 
purchasing power was practically noth 
ing 

We shall see presently that reper- 
cussions from the pinch on purchasing 
power were felt in consumer credit. 
But first let us see what is likely to 
happen to income arising from de- 
fense and business spending during 


1953 
DEFENSE SPENDING NEAR PEAK 


Defense spending did not rise either 
as high nor as fast as expected. ‘Two 
stretch-outs have seen to that. A 
stretch-out is a recognition that it is 
hard to spend a lot of money very fast. 
Production, without the goad of war, 
just does not gear up in a hurry. The 
two stretch-outs of defense spending 
have both put off and flattened down 
the peak of government expenditure 

Defense spending is now at a rate 
of about $52 billion a year. It is likely 
to rise to a peak of about $56 billion 
by the middle of 1953, barring any 
new or larger wars. This estimate is 
somewhat lower than the official hopes 
ind expectations, but it is in line with 
the way the defense program has been 
going 

We can conclude from this that any 
further growth in income to consum 
ers arising out of the defense program 
will be small. 


BUSINESS INVESTMENT TO HOLD 
LEVEL 


Business spending for plant and 
equipment has already hit its peak and 
will level off. One by one, manufac- 
turing industries have completed their 
capita! expansion based upon military 
needs. The present high level of busi- 
spending is being carried by 
fewer industries, by fewer firms, and 


ness 


mainly by the large firms. What expan- 
sion there was in consumer soft goods 
is over. Even so crucial an industry as 
machine tools is planning less new ex- 
penditure for plant and equipment. A 
few of the manufacturing firms, such 
as steel, aluminum, chemicals, and pe 
troleum, wiil make large expenditures 
in 1953 to complete their plans for 
bigger and better plants. But even they 
will taper off when these plans are 
completed. 

The capital spending in manufac- 
turing as a whole is likely to be down 
slightly from 1952. But this will prob- 
ably be offset by some increases in 
spending by the electric utility com- 
panies, by metal mining companies, 
and for commercial construction. ‘Tak- 
ing all business together, capital spend- 
ing is likely to be about level through- 
out 1953. This is encouraging, but 
again it does not point to any increase 
in consumer income available for ap- 
pliance purchasing. 


CONSTRUCTION TO HAVE ITS 
UPS AND DOWNS 


New construction next year will 
run slightly higher in 1953 than last 
year. Total construction, both public 
and private, was about $32 billion in 
1952. It is likely to reach $33 billion 
in the coming year. But this total cov- 
ers up a lot of shifting around. 

Building of new homes, a key fact 
to appliance sales, is likely to be off a 
shade, from 1,100,000 housing starts 
in 1952 to about 1,000,000 in 1953. 
Reason is tighter consumer finances. 
Builders have not been successful in 
lowering building costs much, and 
mortgage money—while more plentiful 
than it was last year—is not likely to 
be any cheaper 

Commercial construction we have 
already mentioned is on the upgrade. 
Some commercial building was held 
up during the past year or two by 
shortages of materials. As materials 
become available there is some catch 
ing up to be done. Industrial con 
struction, on the other hand, is headed 
downward with lower plans for busi 
ness spending on plant and equip- 
ment. 

Public move for 
ward strongly as much delayed and 
much needed public building gets un- 
der way. Highways are on the list of 
expansion, as are schools, municipal 
utilities, and public buildings. All in 
all, it adds up to a slightly bigger year 
for construction. But the increase to 
consumer income will be tiny. 


construction will 


THE CONSUMER: HOW IS HE 
FIXED? 


Where do all these income changes 
leave the consumer, who is after all 
the guy that buys appliances? The 
consumer can expect very modest in 
creases in income from defense spend- 
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ing and construction. However, in- 
come is likely to grow at a still slower 
rate in 1953, just as increases in in- 
come were lower in 1952 than in 
1951. From where the consumer 
stands, his ability to buy is slowing 
down. Consumer savings have also 
run down over the past five years. 
This is the reason why many consum 
ers have been going more and more 
into debt. 

Consumer instalment credit surged 
upward about the middle of 1952, just 
when the appliance business picked 
up. 

During the second half of 1952, 
instalment credit zoomed upward at 
a record rate. If consumer income 
does not continue to rise, consumer 
debt cannot increase without halt. 
The halt in consumer debt is likely to 
come around the spring of 1953, 
judged by past relations between con- 
sumer income and debt. This is why 
we expect appliance sales to remain 
strong through the first quarter, but 
begin to lag sometimes in spring and 
summer. 


CAN CONSUMERS USE THEIR OWN 
BOOTSTRAPS? 


Another upturn in consumer spend 
ing and in appliance sales is likely 
toward the end of 1953, though it is 
hard to be very positive about these 
more distant events. Only small in 
creases in consumer income are likely 
from government, business, or con 
struction expenditure. The only re 
maining place where more income can 
be generated is within the consumer 
industries themselves. This gives us 
a round-robin affair of expecting con- 
sumer spending to be so high as to 
encourage more consumer goods pro 
duction, which in turn creates more 
income, which in turn creates more 
spending on appliances and other 
goods. ‘This is perilously near being a 
case of consumers pulling themselves 
up by the bootstraps. 

Consumer goods industries can ex- 
pand their markets and build up con 
sumer income unassisted, but it is a 
slow and hard process. It has to be 
done by cutting costs, by more selling, 
and by better products. This is also 
the prescription for a more competi 
tive market. A more competitive mar 
ket can be expected as we progress 
into 1953. Out of it should come a 
slowly expanding market and a slowh 
growing consumer income from con 
sumer goods industries 

A second source of increased in 
come, and hence appliance sales, is 
from cuts in personal income taxes 
Present tax rates on personal income 
are not due to expire until early 1954. 
But the prospect of some tax reduction 
in early 1954 will probably help to 
increase appliance sales toward the 
end of 1953. 


End 
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INDEX OF SATURATION... . January 1, 1953 


All figures except radio and oil space heaters, based on 42,306,600 Domestic and Farm 
Electric Customers. Radio and Oil Space Heaters Based on 45,464,000 Total Homes. 


NUMBER AND PERCENTAGE OF WIRED HOMES WITH 
560,100 or 1.3 
3,628,000 or 8.6 
1,474,500 or 3.5 
2,813,000 or 6.6 
34,248,500 or 80.9 
21,570 Uae 
1,253,000 or 3.0 


1,524,300 or 3.6 























1,379,300 or 3.3 
4,885,000 or 11.5 
9,672,700 or 22.9 
12,938,000 or 30.6 
8,964,500 or 21.2 
3,910,000 or 9.2 
37,890,000 or 
8,252,000 or 19.5 
12,565,200 or 29.7 
7,260,000 or 
43,720,000 or 
10,200,000 or 
37,750,000 or 
3,762,000 or 8.9 
13,322,500 or 31.5 
13,507,500 or 31.9 
19,751,200 


5,145,000 or 59.4 


12,231,200 or 28.9 






32,217,000 or 76.2 


5,821,400 or 13.8 





NUMBER AND PERCENTAGE OF WIRED HOMES WITHOUT 








AIR CONDITIONERS 41,746,500 or 98.7 


(room) 


BED COVERINGS 38.678.600 or 914 


BLENDERS 40,832,100 of 96.5 
(liquefiers) 

BROILERS 39,493,600 or 93.4 
CLOCKS 8,058,100 or 





COFFEE MAKERS 20,736,600 
DISHWASHERS 41,053,600 
DRYERS, CLOTHES 40,782,300 
{electric and gas) 
FOOD WASTE DISPOSERS 40,927,300 
FREEZERS 37,421,000 
HEATERS 32,633,900 


(convector and radiant) 


HEATING PADS 29,368,600 


HOTPLATES 33,342,100 
IRONERS 38,396,600 
IRONS 4,416,600 





IRONS, STEAM 34,054,600 


MIXERS 29,741,400 


OIL SPACE HEATERS 38,204,000 


*RADIO RECEIVERS 1,744,000 






RANGES 32,106,600 


4,556,600 





REFRIGERATORS 


ROASTERS 38,544,600 
SANDWICH — WAFFLE 28,983,500 

combinations) 

SHAVERS 28,799,100 

TELEVISION 22,555,400 

TOASTERS 12,306,600 





VACUUM CLEANERS WATS 000 or 40.6 


71.1 


23.8 


30,075,400 
10,089,600 


WAFFLE IRONS 





WASHERS, ELECTRIC 


WATER HEATERS 36,485,200 86.2 


Projected from Jan. 1, 1952 estimate compiled by joint radio networks — ABC, CBS, MBS, NBC. 
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-10-Year Sales and Retail Value of APPLIANCES, 





1939 








1940 1941 1946 1947 
PRODUCT Number Retail Number Retail Number Retail Number Retail Number Retail 
Sold Value Sold Value Sold Value Sold Value Sold Value 

AIR CONDITIONERS, Room 8,800 11,450 33,000 29,840 42,900 $19,734,000 
BED COVERINGS, Electric 200,000 $8,000,000 630,000 26,460,000 
BLENDERS 
BROILERS 800,000 9,800,000 255,000 3,442,500 
CLEANERS, VACUUM 

Floor Type ** 1,084,600 $62,840,000 1,340,600 $73,156,000 1,670,000 $93,600,900 2,289,500 155,228,100 3,801,000 285,368,000 

Hand Type 312,000 4,939,000 358,600 5,348,000 383,000 5,726,000 80,000 1,505,880 186,400 4,827,000 
CLOCKS 3,227,000 15,490,000 3,600,000 17,600,000 5,400,000 27,000,000 6,500,000 40,950,000 9,729,000 69,076,000 
COFFEE MAKERS 1,674,300 5,600,300 1,873,000 6,000,000 1,941,250 6,783,300 5,000,000 43,150,000 2,963,000 29,516,000 

Automatic 200,000 4,000,000 

Non- Automatic 2,763,000 25,516,000 
DEHUMIDIFIERS 
DISHWASHERS, Motor-Driven 120,000 30,000 000 
DRYERS, Clothes, Total 58,000 12,180,000 

Electric 38,000 

Gas 20,000 
EVAP. AIR COOLERS 
FANS 

Attic 125,000 15,625,000 

Desk and Bracket 1,502,000 10,589,000 1,681,900 10,663,000 1,985,000 14,587,200 1,239,450 13,680,000 3,555,000 65,767,500 

Hassock or Floor 

Ventilating, Wall & Ceiling 84 580 1,704,300 107,000 1,924,000 116,800 2,044,000 203,080 2,877,000 265,000 9,142,500 

Window Ventilating 
FLOOR POLISHERS 185,000 9,250,000 
FOOD WASTE DISPOSERS 100,000 12,500,000 
FREEZERS, HOME 210,300 80,000,00C 607,000 200,310,000 
FRYERS, DEEP FAT 
HEATERS, Electric Total 525,000 2,194,500 528,000 1,975,000 564,000 2,312,400 2,000,000 25,000,00¢ 1,850,000 26,825,000 

Fan-Forced & Fan-Heaters 

Convector & Radiant 

(Non-Fan-Forced) 

Wall Type... , 
HEATING PADS 904,000 2,666,800 931,500 2,776,000 1,117,800 3,633,000 2,900,000 17,400,000 2,140,000 13,910,000 
HOTPLATES 432,200 1,063, 20 415,000 1,033,000 547,800 1,430,000 2,000,000 11,560,000 1,453,000 13,803,500 
IRONING MACHINES 127,000 8,700,000 175,500 10,219,000 259,000 14,489,000 175,000 13,146,000 599,300 75,821,800 
IRONS: Total 4.993.000 17,568,000 5,171,000 18,853,500 5,585,000 21,100,000 9,600,000 82,959,000} 11,004,000 121,215,000 

Automatic 2,340,000 11,412,000 2,597,000 12.959,00C 2,900,000 14,790,000 7,000,000 67,645,000 8,495,000 93,645,000 

“Ave ‘excita 2,653,000’ 6,156,000 2574000° 5,894,500 2,685,000’ 6,310,000 2,600,000 15,314,000 1,353,000> $8,118,000 

rave } 

Steam 1,156,000 19,652,000 
KITCHEN CABINETS, Steel + 1,347,500 60,000,000 2,790,000 104,600,000 
LAMP BULBS & TUBES: Total] 975,505,000 148,608,000}1,115,476,000 1,322,135,000 1,304,545,000 285,405,000] 1,705,044,000 392,077,000 

Fluorescent 6,500,000 21,931,000 50,573,000 48,818,000] 79,073,000 79,524,000 

Incandescent 533,687,000) 107,508,000 568,026,000 675,383,000 726,105,000 149,287,000] 831,241,000 174,477,000 

Photo 19,720,000 29,289,000 43,049,000 7,202,000] 78,791,000 13,702,000 

Miniature 441,818,000 41,100,000] 285,469,000 339,773,000 329,271,000 70,143,000] 444,911,000 102,773,000 

Chattienn Tree 236,041 000 255,759,000 155,547,000 9,955,000] 271,028,000 21,601,000 
LAWN MOWERS, Power 34.900 3,000,000 42,000  5,000,00¢ 53,500 6,000,000 139,000 17,000,000 362,000 54,000,000 
MIXERS, FOOD—Standard 400,000 7,000,00C¢ 460,000 10,120,000 510,000 11,220,000 1,500,000 47,265,000 1,220,000 43,310,000 

Portable 
OIL SPACE HEATERS 358,115 18,411,250 390,000 21,060,000 471,393 28,260,000 1,006,174 69,778,200 2,004,249 165,079,970 
RADIO 

Home Radios 10,538,000 355,000,000] 11,860,000 355,532,600] 13,700,000 469,636,000] 14,031,000 701,550,00C] 14,484,500 838,720,000 

Portable Radios 2,476,000 87,420,000 

Clock Radios 
RANGES 335,000 49,245,000 450,000 62,775,00¢ 728,000 103,376,000 576,700 107,266,200 1,210,000 278,300,000 
REFRIGERATORS 1,900,000 321,100,000 2,700,000 410,400,006 3,500,000 542,500,000 2,100,000 434,700,000 3,400,000 867,000,000 
ROASTERS 235,000 5,475,500 260,000  6,084,00C 290,000 7,366,000 150,000 4,500,000 410,000 15,375,000 
SHAVERS 1,200,000 18,000,000 900,000 11,700,00C 1,100,000 15,950,000 2,115,000 35,955,000 2,500,000 43,750,000 
TELEVISION 6,500 2,100,00C 178,570 83,500,000 
TOASTERS: Total 2,437,000 16,778,000 2,307,000 15,425,00C 2,640,800 17,945,500 3,500,000 41,489,000 5,019,000 62,015,000 

Automatic 960,000 12,864,000 995,000 12,040,00C¢ 1,237,000 14,225,500 1,400,000 26,138,000 2,840,000 51,120,000 

Non- Automatic 1,477,000 3,914,00€ 1,312,000  3,385,00C 1,403,800 3,720,000 2,100,000 15,351,00C 2,179,000 10,895,000 
WAFFLE IRONS--SAND 

WICH GRILLS 1,426,800 6,572,600 1,545,000 7,073,000 1,646,400 7,899,800 3,600,000 45,529,000 3,567,000 50,537,500 
WASHING MACHINES: Total 1,433,200 100,519,000 1,552,600 113,156,10C 2,014,400 159,329,970 2,123,980 256,283,580 4,281,000 575,814,000 

Electric (Standard Size) 1,329,300 91,354,800 1,454,800 104,486,000 1,892,400 148,556,150 2,047,380 247,303,000 3,657,000 541,236,000 

Gas Engine 103,900 9,164,200 97,800 8,670,100 122.000 10,773,820 76,600 8,980,580 126,000 18,144,000 

Small 11,000 200,000 498,000 16,434,000 
WATER HEATERS, Storage 102,270 9,024,300 125,000 10,125,000 205,000 17,015,000 488,000 58,560,000 1,100,000 143,000,000 
WATER SYSTEMS 211,145 258,500 347,055 625,700 57,083,650 730,000 84,000,000 




















** Vacuum cleaner figures, include new and manufacturers’ reconditioned models for prewar, but from 1946 on represent new models only. 
not included. Oil space heaters based on Dept. of Commerce figures. Radio, Television figures since 1947 represent production, estimated by Radio-Television Mfrs. Assn 


Air Conditioner Unit Figures from A.C.R.M.A. 
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t So-called portable metal cabinets 


1952-3 


1953—ELECTRICAL MERCHANDISING 








RADIO and TELEVISION 





Manufacturer's Sales, Including Exports, 


In Units and Retail Dollar Value 














1948 1949 1950 1951 1952 
Number Retail Number Retail Number Retail Number Retail Number Retail PRODUCT 
Sold Value Sold Value Sold Value Sold Value Sold Value 
76,500 $32,512,500 95,500 $39,155,000 195,000 $72,150,000 237,500 $86,687,500 341,000 $122,760,000JAIR CONDITIONERS, Room 
675,000 29,025 ,00C 440,000 16,500,000 800 000 31 600,000 716,000 32,980,000 830,000 35,275, 000JBED COVERINGS, Electric 
215,000 8,170,000 175,000 6,562,500 225,000 8,437,500 290,000 11,455,000 425,000 17,637,500/BLENDERS 
280,000 5 026,000 260,000 4,667,000 295,000 7,360,000 312,000 7,200,000 434,700 13,172,100/BROILERS 
CLEANERS, VACUUM 
3,360,800  257,542,70C 2,889,500 221,794,300 3,529,400 280,305,000 2,729,100 234,893,600 2,855,000 261,289,600] Floor Type 
289,920 7,106 ,40€ 191,000 5,355,100 230,300 6,614,200 176,000 5,313,500 153,000 4,720,000} Hand Type 
9,995,000 74 962,500 5 280,000 33,200,000 8,100,000 54,000,000 7,500,000 52,125,000 6,700,000 48,575,000/CLOCKS 
2,700,000 33,870,000 2,450,000 39,300,000 2,975,000 54,101,250 2,825,000 59,409,750 3,000,000 60,185, 500/COFFEE MAKERS: Total 
600,000 12,000,000 800,000 900,000 25,155,000 1,695,000 43,646,250 1,950,000 48,652,500] Automatic 
2,100,000 21,870,000 1,650,000 2,075,000 28,946,250 1,130,000 15,763,500 1,050,000 11,533,000] Non-Automatic 
25,000 45,000 6,300,000 75,000 10,875,000 90,000 12,870,000/DEHUMIDIFIERS 
225,000 61,875,000 160,000 44,000,000 230,000 66,700,000 260,000 78,000,000 210,000 63,000 ,000/DISH WASHERS, Motor-Driven 
92,000 20,720,000 105,700 24,317,200 318,500 70,449,400 492,000 120,679,500 610,000 157,100,000/DRYERS, Clothes, Total 
76,700 84,560 250,980 53,378,400 354,000 82,039,500 440,000 107,800,000} Electric 
15,300 21,140 67,520 17,071,000 138,000 38,640,000 170,000 49,300,000] Gas 
175,000 15,137,500JEVAP, AIR COOLERS 
FANS: 
85,000 11,050,000 76,500 9,562,500 95,000 12,302,500 90,000 12,325,500 80,000 11,200,000] Attic 
3,470,000 60,725,000 2,776,000 51,356,000 2,450,000 42,262,500 2,225,000 41,162,500 1,570,000 29,751,500] Desk and Bracket 
180,000 7,110,000 145,000 6,452,500 210,000 10,489,500] Hassock or Floor 
240,000 9,000,000 255,000 9,817,500 495,000 17,745,800 345,000 12,592,500 295,000 10,177,500] Ventilating, Wall & Ceiling 
320,000 16,640,000 480,000 26,376,000] Window Ventilating 
240,000 13,800,000 275,000 16,500,000 287,000 17,492, 650/FLOOR POLISHERS 
175,000 21,000,000 155,000 20,925,000 320,000 43,200,000 352,000 47,520,000 275,000 35,750,000/FOOD WASTE DISPOSERS 
690,000 220,800,000 485,000 162,475,000 890,000 289,250,000 1,050,000 378,000,000 1,140,000 421,800,000/FREEZERS, HOME 
500,000 12,475,000 725,000 20,662,500 1,250,000 37,437, 500]FRYERS, DEEP FAT 
1,300,000 16,900,000 835,000 9,602,500 1,115,000 15,364,700 930,000 12,393,000 1,202,000 31,203 OOOJHEATERS, Elect ic,-Total 
605,000 9,468 ,000 690,000 12,075,000] Fan-Forced & Fan-Heaters 
325,000 2,925,000 270,000 2,430,000] Convector & Radiant, 
(Non-Fan-Forced) 
242,000 16,698,000] Wall Type 
1,600,000 10,800,000 1,350,000 9,112,500 1,725,000 11,988,750 1,450,000 10,077,500 1,500,000 10,425, OOOJHEATING PADS 
1,225,000 10,964,000 820,000 6,519,000 1,160,000 9,454,000 940,000 8,695,000 905,000 8,597,500}; HOTPLATES 
477,000 71,550,000 307,350 43,028,300 409,200‘ 59,465,900 283,840 49,572,700 207,500 43,367, 500/IRONING MACHINES 
7,360,000 94,392,500 6,310,000 81 639,500 7,475,000 101,188,500 7,585,000 104,166,800 6,135,000 95,203,250]/IRONS: Total 
5,850,000 75,757,500 4,850,000 62,807,500 5 235,000 67,793,250 4,950,000 60,637,500 2,965,000 38,396,750] Automatic 
; ' 236,400 1,046,900 210,000 875,250] Non-Automatic 
700,000 4,865,000 495,000 3,440,250 595,000 3,867,500 298,600 2687 400 285,000 2,565,000] Travel 
810,000 13,770,000 965 000 15,391,750 1,645,000 29,527,750 2,100,000 39,795,000 2,675,000 53,366,250] Steam 
3,236,400 124,776,700 2,132,000 83,852,800 2,969,000 125,848,300 2,672,100 119,930,900 2,910,000 154,000,000]KITCHEN CABINETS, Steel 
1,837,294,000 406,605,000}1,756,665,000 389,980,000}2,006,880,000 466,400,000]2,012,132,000 518,100,000]1,838,000,.000 484,000,000]/LAMP BULBS & TUBES Total: 
79,400,000 80,059,000] 72,068,000 72,700,000] 88,439,000 95,500,000} 86,652,000 102,600,000] 75,000,000 85,500,000] Fluorescent 
845,083,000 179,411,000} 814,401,000 173,000,000] 933,523,000 204,600,000} 950,408,000 228,000,000] 900,000,000 217,500,000] Incandescent 
143,602,000 24,125,000] 155,066,000 26,080,000} 229,230,000 37,400,000] 295,848,000 51,000,000} 350,000,000 65,800,000] Photo 
390,546,000 87,908,000] 330,102,000 80,600,000} 467,728,000 98,500,000} 415,624,000 107,500,000] 340,000,000 96,000,000] Miniature 
378 663,000 35,102,000] 385,028,000 37,700,000} 287,960,000 30,400,000} 263,600,000 29,000,000] 173,000,000 19,200,000] Christmas Tree 
397,000 57,000,000 529,000 65,000,000 1,080,000 100,000,000 1,241,000 121,000,000 1,155,000 110,000,000]LAWN MOWERS, Power 
1,550,000 58,105,000 1,375,000 51,562,500 1,700,000 67,150,000 1,475,000 65 687,500 1,375,000 60,500 ,000]MIXERS, FOOD Standard 
20,000 339,000 150,000 2,542,500 145,000 2,602,750 125,000 2,312,500 355,000 6,127,250] Portable 
1,234,865 103,305,100 741,500 60,064,000 886,400 73,480,000 763,500 69,478,500 755,000 70,215, OOOJOIL SPACE HEATERS 
RADIO: 
10,465,500 613,470,000 6,619,900 304,990,000 8,174,600 382,653,000 6,751,400 231,235,500 3,601,770 123,360,600] Home Radios 
2,642,700 78,170,000 1,351,300 40,470,000 1,674,700 50,994,600 1,332,990 41,322,700 1,367,310 42,386,600] Portable Radios 
777,000 30,691 ,500 1,630,300 64,396,800} Clock Radios 
1,600,000 376,000,000 1,056,000 242,880,000 1,830,000 424,623,000 1,400,000 350,000,000 1,060,000 270,300,000JIRANGES 
4,166,000 1,239,160,000 4,450,000 1,134,750,000 6,200,000 1,602,266,000 4,075,000 1,120,625,000 3,570,000 1,017,450,000jREFRIGERATORS 
675,000 25,312,500 350,000 13,125,000 400 000 15,580,000 442,000 18,541,900 460,000 18,377, OOOJROASTERS 
1,650,000 32,175,000 1,725,000 37,087,500 2,150,000 50,525,000 2,200,000 53,900,000 2,550,000 63,622,500ISHAVERS 
975,000 383,500,000 3,000,000 970,000,000 7,463,800 2,235,408,000 5,384,800 1,658,500,000 6,000,000 1,691,988 OOO|TELEVISION 
4,850,000 78,315,000 4,200,000 73,290,000 4,525,000 80,142,700 3,725,000 75,763,700 2,991 700 63,187, 850/TOASTERS, Total 
3,650,000 71,175,00C 3,450,000 68 827,500 3,795,000 76,127,700 3,350,000 73,532,500 2,836,100 62,265,600] Automatic 
1,200,000 7,140,000 750,000 4,462,500 730,000 4,015,000 375,000 2,231,200 155,000 922,250] Non-Automatic 
WAFFLE IRONS--SAND- 
3,670,000 57,114,000 1,960,000 30,205,000 2,535,000 42,968,250 1,875,000 33,656,300 1,570,000 32,165,500} WICH GRILLS 
4,616,000 756,184,800 3,200,000 534,178,000 4,405,610 791,216,000 3,488,400 720,790,400 3,217,800 689,118,300]WASHING MACHINES: Total 
4,195,600 726,404,400 3,065,000 525,188,000 4,272,580 784,563,600 3,384,700 715,663,000 3,145,000 685,574,400] Electric (Standatd Size) 
114,400 17,846,400 35,000 5 390,000 18,650 2,774,900 12,300 1,961 ,300 8,800 1,415,900] Gas Engine 
306,000 11,934,000 100,000 3,600,000 114,380 3,877,500 91,400 3,166,100 64,000 2,128,000} Small 
1,040,000 137,800,000 695,000 90,350,000 990,000 131,175,000 845,000 114,075,000 720,000 95,040, OOO|WATER HEATERS, Storage 
650,000 89,050,000 600,000 78,900,000 723,000 112,065,000 625,000 96,875,000 680,000 110,160,000/WATER SYSTEMS 




















All other figures compiled by ELECTRICAL MERCHANDISING from sales reports of associations and manufacturers, from estimates made by association executives and leading manu- 


facturers, from ' 


Lamps and Bulbs do not include exports. 
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Domestic an 


d Farm Electric Customers 








STATE 


Maine 

New Hampshire 
Vermont 
Massachusetts 
Rhode Island 


Connecticut 
New England 


New York 
New Jersey 
Pennsylvania 


Middle Atlantic 
Ohio 


Indiana 
Illinois 
Michigan 


Wisconsin 
East North Central 


Minnesota 
lowe 
Missouri 
North Dakota 
South Dakota 
Nebraska 


Kansas 
West North Central 


Delaware 

Maryland 

District of Columbia 
Virginia 

West Virginia 
North Carolina 
South Carolina 
Georgia 

Florida 


South Atlantic 


Kentucky 
Tennessee 
Alabama 
Mississippi 


East South Central 


Arkansas 
Louisiana 
Oklahoma 


Texas 


West South Central 


Montana. . 
Idaho 
Wyoming 
Colorado 
New Mexiso 
Arizona 
Utah 

Nevada 


Mountain . 
Washington 


Oregon 
California 


Pacific.... 
TOTAL UNITED STATES 


280 241 
190,291 
113,837 
1,391,232 
236,995 
621,137 


2,833,733 


4,250,668 
1,491,785 
2,874,387 


8,616,840 


2,311,455 
1,193,193 
2,420,877 
1,899,238 
1,040,081 


8,854,844 


917,596 
763,309 
1,117,900 
159,350 
171,264 
371,069 
573,550 


4,074,038 


99,745 
627,167 
166,113 
794,506 
494,959 

1,101,637 
508,117 
820,124 
813,143 


5,425,511 


705,175 
825,552 
713,136 
445,563 


2,689,426 


445,716 
651,827 
617,177 

2,052,516 


3,767,236 


169,214 
177,385 

78,847 
400,356 
174,360 
199,002 
192,269 

47,787 


1,439,220 
709,961 


459,041 
3,436,748 


4,605,750 


42,306,598 


Total Residential and Urban 
Rural Electric Customers 
January 1, 1953 


141,748* 
98,898" 
41,308* 

1,225,601 

213,327 
419,447 


2,140,329 


3,588,702 
1,200,149 
2,075,589 


6,864,440 


1,704,606 
757,824 
1,906,152 
1,331,871 
641,640 


6,342,093 


562,496 
375,155" 
716,406 
46,792* 
63,541* 
174,747 
301,094 


2,240,231 


64,505* 
607,541 


428 665 
206,173°* 
482,806 
167,296" 
428 ,269* 
574,747 


2,960,002 


323,131" 
448,973 
361 898 
165,914* 


1,299,916 


196,059 

410,877 

361.520* 
1,318,795 


2,287,251 


82,391 * 
82,914" 
44,784* 
257,325 
100,854 
127,374* 
127,025* 
28,961 * 


851,628 


439,234 
271,591 
2,639,847 


3,350,672 


28,336,562 


Electric Customers 
January 1, 1953 


Rural Non-Farm 
Electric Customers 
January 1, 1953 


111,826" 
78,211* 
54,535* 

145,011 
21,201 

186,865 


597,649 


542,416 
267,564 
659,408 


1,469,388 


413,443 
270,431 
329 804 
401,885 
235,876 


1,651,439 


188,099 
188,733* 
202,888 
56,708" 
50,948" 
96,557 
155,178 


939,111 


28,455* 
152,455 


224,688 
217,528" 
355,254 
223,399" 
217,395" 
192,811 


1,611,985 


197,712* 
173,908 
179,056 
110,241* 


660,917 


101,270 
133,980 
142 551* 
445 243 


823,044 


58 858* 
55,576* 
23,236* 
103,833 
57,646 
62 368* 
42,522” 
16,783* 


420,822 


202,639 
130,468 
666,574 


999,681 


9,174,036 


Farm 


Electric Customers 


January 1, 1953 


26,667 
13,182 
17,994 
20,620 

2,467 
14,825 


95,755 


119,550 
24,072 
139,390 


283,012 


193,406 
164,938 
184,921 
155,482 
162,565 


861,312 


167,001 
199,421 
198,606 
55,850 
56,775 
99,765 
117,278 


894,696 


6,785 
33,284 


141,153 
71,258 
263,577 
117,422 
174,460 
45,585 


853,524 


184,332 
202,671 
172,182 
169,408 


728,593 


148,387 
106,970 
113,106 
288,478 


656,941 


27,965 
38,895 
10,827 
39,198 
15,860 

9,260 
22,722 

2,043 


166,770 


68 088 
56,982 
130,327 
255,397 


4,796,000 





Totals estimated by Edison Electric Institute on basis of 8 mos. 1952 customer data 


as of June 30,1952. The urban customers and rural non-farm customers follow ratios established in 1940 Housing Census, 
asterisk; these have been established on the basis of the 1950 Housing Census 
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Farm figures, estimated by ELECTRICAL MERCHANDISING on basis of REA data 


* with the exception of the states marked by an 


This term “Domestic Electric Customers’’ and this tabulation, issued periodically, is 
presented in preference to the Census figures on Occupied Dwelling Units Using Electricity because it maintains a continued yearly base for state as well as national market 
computation, These figures are used throughout all ELECTRICAL’ MERCHANDISING calculations"on saturation. 


JANUARY, 


1953—ELECTRICAL 





MERCHANDISING 










Appliance | 
and 
Radio 


Exports 






ELECTRICAL 














Vacuum Radio & Washing 
Cleaners Clocks lrons Television Refrigerators Machines Ranges 
1952 Units 11,841 105,084 99,551 290,294 236,992 31,878 6,152 
Dollars $513,788 $518,608 $561,775 $14,716,106 $38,553,255 $3,923,693 $885,718 
(7 Mos) 

1951 Units 18,089 241,544 206,725 304,968 343,622 62,440 13,208 
Dollars $688,752 $980,612 $1,154,835 $22,897,066 | $55,005,023 $7,603,392 $1,859,652 

1950 Units 19,966 315,303 241,471 422,958 199,558 52,582 5,841 
Dollars $691,900 $1,094,432 $1,095,984 $15,830,662 | $29,736,971 $6,012,104 $769,360 

1949 Units 27,841 259,840 243,727 523,898 166,242 56,887 6,496 
Dollars $841,610 $899 328 $1,027,889 $17,075,828 $26,814,489 $5,989,422 $978,796 

1948 Units 51,511 192,831 354,964 710,490 271,353 10,594 13,469 
Dollars $2,161,647 $791,928 $1,580,783 $28,132,276 | $41,469,892 $7,308,072 $1,955,840 

1947 Units 14,221 410,673 563,947 1,520,818 273,624 118,821 15,508 
Dollars $2,799,209 $1,623,013 $2,927,886 $53,537,043 $39,628,246 $10,984,534 $1,767,755 

1946 Units 14,124 140,134 286,454 832,377 102,798 30,304 4,663 
Dollars $488,745 $495,134 $1,331,820 $23,232,973 $11,639,487 $2,052,329 $451,263 

1945 Units 1,470 27,306 53,762 38,547 7,134 1,109 1,158 
Dollars 3,565 $111,014 $215,198 $4,272,613 $530,412 $53,193 $86,482 

1944 Units 1,597 3,635 1,187 10,092 2,970 138 1,056 
Dollars $45,976 $30,973 $6,461 $15,065,520 $248 046 $11,210 $69,902 

1943 Units 1,363 5,259 20,341 158,511 17,704 652 882 
Dollars $37,748 $29,036 $47,539 $12,515,428 $1,805,681 $44,549 $78,416 

1942 Units 3,861 60,562 82,323 453,150 12,364 5,131 2,354 
Dollars $101,466 $149,795 $154,998 $12,992,237 $1,181,395 $306,838 $142,589 

1941 Units 13,368 O04 05,258 648 425 126,471 20,540 11,770 
Dollars $338,241 417 32,203 $13,487,434 $10,281,136 $929,110 $551,304 

1940 Units 9,964 86,686 162,587 558,398 102,082 29,657 7,302 
Dollars 484 18, 92( $249,982 $10,157,423 $8,073,763 $1,196,947 $402,500 

1939 Units 19 98 164,705 551,846 124,031 55,239 6,636 
Dollars 16 21,07 $280,211 $10,448,017 $9,534,978 $2,148,199 $379,180 

1938 Units 29,7719 138,866 175,061 449,163 141,008 66,207 6,210 
Dollars 8,662 $283,699 $319,200 $10,553,547 $10,767,512 62,629,207 $350,410 

1937 Units 27,990 196,538 199,229 618,710 167,862 56,921 6,807 
Dollars $529,398 $436,566 $342,099 $16,128,572 $12,754,616 $2,100,562 $399,939 
TOTAL Units 327,724 2,399,842 3,061,285 8,152,645 2,295,815 659,100 109,512 
Dollars) $10,440,167 $8,186,539 $11,628,863 $281,042,744 $298,024,902 $53,293,361 11,129,106 


Prepared by Market Analysis Department,” Electrical Merchandising, from figures of the U.S, Bureau of Foreign & Domestic Commerce 
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1953 





HOW THE APPLIANCE MARKET 





STATE 


Maine 

New Hampshire 
Vermont 
Massachusetts 
Rhode Island 


Connecticut 
New England 


New York 
New Jersey 
Pennsylvania 


Middle Atlantic 
Ohio 


Indiana 
Illinois 
Michigan 
Wisconsin 


East North Central 


Minnesota 
lawa 
Missouri 
North Dakota 
South Dakota 
Nebraska 
Kansas 


West North Central 


Delaware 

Maryland. . 

District of Columbia 

Virginia 

West Virginia 

North Carolina 

ee Carolina 
oorple 


Florida 
South Atlantic 


Kentucky 
Tennessee 
Alabama 
Mississippi 


East South Central 
Arkansas 


Louisiana 
Oklahoma 


Texas 
West South Central 


Montana 
Idaho 
Wyoming 
Colorado 
New Mexico 
Arizona 
Utah 


Nevada 
Mountain 

Washington 

Oregon 


California 


Pacific 


TOTAL UNITED STATES 


Residential & Rural 
Electric Customers 


% of 

Jan. 1,1953 U.S. Total 
280,241 66 
190,291 45 
113,837 27 
1,391,232 3.29 
236,995 56 
621,137 1.47 
2,833,733 6.70 
4,250,668 10.05 
1,491,785 3.53 
2,874,387 6.719 
8,616,840 20.37 
2,311,455 5.46 
1,193,193 2.82 
2'420.877 5.72 
1.889.238 4.47 
1,040,081 2.46 
8,854,844 20.93 
917,596 2.17 
763,309 1.80 
1,117,900 2.64 
159,350 38 
171,264 40 
371,069 88 
573,550 1.36 
4,074,038 9.63 
99,745 24 
627,167 1.48 
166.113 38 
794,506 1.88 
494,959 1.17 
1,101,637 2.60 
508,117 1.20 
820,124 1.94 
813.143 1.92 
5,425,511 12.82 
705,175 1.67 
825,552 1.95 
713,136 1.69 
445,563 1.05 
2,689,426 6.36 
445,716 1.05 
651.827 1.54 
617.177 1.46 
2,052,516 4.85 
3,767,236 8.90 
169,214 40 
177,385 42 
18,847 19 
400 ,356 95 
174.360 41 
199,002 47 
192'969 45 
47.787 1 
1,439,220 3.40 
709 961 1.68 
459,041 1.09 
3,436,748 8.12 
4,605,750 10.89 
42,306,598 100.00 


Home Washers 
Shipments * 


First 8 Months 
1952 


7,524 
5.766 
3,000 
58,877 
10,771 
25,030 


110,968 


150,990 
54,035 
119,795 


324,820 


105,368 
43,669 
92,439 
74,390 
34,424 


350,290 


25,857 
25,527 
49,522 

6,023 

7,504 
14,203 
18,900 


147,536 


4,224 
24,854 
22,391 
32,797 
24 665 
44 666 
19,529 
44,350 
42,086 


259,562 


26,658 
42,030 
29'657 
19,322 


117,667 


17,575 
34 588 
18,589 
106,287 


177,039 


6,799 
6,854 
2,747 

15,479 
6,817 

10,732 
9,778 
3,827 


63,033 
29,565 
99.155 
168,792 
220,512 


1,771,427 


of 


U.S. Total 


1.07 
8.33 


24 
1.40 
1.27 
1.85 
1.39 
2.52 
1.10 
2.50 
2.38 


14.65 


1.51 
2.37 
1.67 
1.09 


6.64 


99 
1.95 
1.05 
6.00 


9.99 


38 
39 
15 
87 
39 
61 

55 


22 
3.56 
1.67 
‘2s 
9.53 

12.45 


100.00 


lroner 
Shipments * 
First 8 Months of 
1952 U.S. Total 
327 .32 
164 16 
111 11 
2,597 9.54 
517 51 
1,273 1.25 
4,989 4.89 
9,256 9.08 
3,185 3,12 
8,980 8.80 
21,421 21.00 
8, 31 5 M 16 
2.754 2.70 
6,989 6.85 
10,563 10.36 
1,440 1.41 
30,061 29.48 
2,526 2.48 
1,712 1.68 
3,037 2.98 
6719 66 
525 51 
1,953 1.23 
1.077 1.06 
10,809 10.60 
405 .40 
1,770 1.74 
1,724 1.69 
1,084 1.06 
1085 1.06 
708 .10 
195 19 
1,075 1.05 
1,084 1.06 
9,130 8.95 
694 68 
993 97 
293 29 
325 32 
2,305 2.26 
396 39 
709 69 
1,369 1.34 
3,872 3.80 
6,346 6.22 
648 63 
425 41 
208 20 
1,039 1.02 
445 43 
468 46 
1,008 1.01 
175 17 
4,516 4.33 
1,787 1.75 
1190 1.17 
9,529 9.35 
12,506 12.27 
101,983 100.00 


D 


ryer 


Shipments* 


First 8 Months 


1952 


521 
473 
210 
4,722 
979 
3,395 


10,300 


18,163 
5,694 
22,921 


46,778 


32,152 
10,698 
19,896 
16,873 

8,502 


88,121 


6,870 
6,828 
7,151 
2,505 
1,689 
3,658 
2,416 


31,117 


540 
2,008 
2,729 
1,343 
2,321 
1,198 

438 
1,283 
1,604 


13,464 


1,585 
1,765 
851 
473 


4,674 


536 
1,465 
923 
3,964 


6,888 


1,678 
1,662 
615 
1,332 
212 
320 
1,695 
385 


7,899 
10,584 
8,736 
19,795 
39,115 


248,356 


ot 


U.S. Total 


21 
19 
09 

1.90 

39 

1.37 


4.15 


7.32 
2.29 
9.23 


18.84 


12.95 
4,31 
8.01 
6.719 

3.42 


35.48 


2.77 
2.75 
2.88 
1.01 

68 
1.47 

97 


12.53 


99 
81 
1.10 
54 
93 
48 
18 
52 
64 


5.42 


3.18 
4.26 
3.52 
7.97 
15.75 


100.00 


Refrigerator 
Shipments * 


First 9 Months 


1952 U.S. Total 
11,776 49 
7,003 29 
3,799 16 
60,832 2.52 
18,178 | 75 
31,320 1.30 
132,908 5.51 
261,055 10.81 
80,489 3.33 
149,822 6.20 
491,366 20.34 
128,364 5.31 
64,164 9 66 
118,795 4.92 
96,417 3.99 
40,500 1.68 
448,240 18.56 
33,974 1.41 
32,146 1.33 
77,687 3.22 
9,381 19 
8.612 35 
18,650 17 
27,119 1.12 
207,569 8.59 
5,543 23 
37,959 1.57 
30,908 1.28 
48,969 2.03 
34,561 1.43 
68,576 2.84 
36,199 1.50 
64,533 2.67 
71,930 2.98 
399,178 16.53 
43,169 1.79 
64,305 2.66 
45,843 1.90 
34 886 1.44 
188,203 7.79 
12,179 1.33 
46,457 1.92 
40,667 1.69 

134,713 5.5 

254,016 10.52 
7,305 30 
5,589 23 
3,118 13 
20,686 86 
8,600 35 
13,197 55 
8,973 37 
3,604 15 
71,072 2.94 
26,181 1.09 
21,025 87 
175,397 1.26 
222,603 9.22 
2,415,155 100.00 


of 
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* The state sales figures represent the volume of only those manufacturers reporting on a state basis 
even full association figures 


JANUARY, 


They do not represent industry, nor 
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MERCHANDIS 


ING 


S DIVIDED Manufacturers’ Appliance Shipments by States, in Units and 
Percentages, Compared with Number of Electric Customers 








Freezer Range Water Heater Television Radio 
Shipments * Shipments * Shipments* Shipments Shipments 
STATE 
First 9 Months °% of First 9 Months ©> of First 9 Months &% of First 9 Months of First 9 Months % of 
1952 U.S. Tota 1952 U.S. Total 1952 U.S. Total 1952 U.S. Total 1952 U.S. Total 
1,460 38 3,922 57 1,833 63 5,752 16 42,270 92 Maine 
811 21 2,727 40 1,085 37 12,816 .36 12,282 M3 , New Hampshire 
587 15 1,262 18 580 20 4,269 12 10,735 Rb Vermont 
3,864 1.00 22,675 3.31 7,675 2.64 142,309 4.02 137,366 2.99 Massachusetts 
767 20 5,319 78 1,074 37 21,490 61 18,310 40 Rhode Island 
2,643 68 10,935 1.60 4,289 1.48 75,979 2.15 51,139 1.11 Connecticut 
10,132 2.62 46,840 6.84 16,536 5.69 262,615 7.42 272,102 5.92 New England 
22,744 5.89 34,680 5.06 14,347 4.93 433,564 12.25 495,946 10.79 New York 
10,331 2.67 10,816 1.58 5,983 2.06 139,734 3.95 157,807 3.43 New Jersey 
19,376 5.01 45,795 6.68 24,831 8.54 291,235 8.23 354,747 7.71 Pennsylvania 
52,451 13.57 91,291 13.32 45,161 15.53 864,533 24.43 1,008,500 21.93 Middle Atlantic 
19,439 5.03 35,841 5.23 16,741 5.76 267,429 7.56 270,117 5.87 Ohio 
10,247 2.65 19,544 2.85 11,108 3.82 134,186 3.79 101,391 2.21 Indiana 
17,164 4.44 19,546 2.85 9,727 3.34 200,065 5.65 259,279 5.64 Illinois 
12,064 3.12 28,030 4.09 11,946 4.11 147,356 4.17 163,386 3.20 Michigan 
8585 2.22 14,328 2.09 10,063 3.46 53,694 1.52 88,808 1.93 Wisconsin 
67,499 17.46 117,289 17.11 59,585 20.49 802,730 22.69 882,981 19.20 East North Central 
8,614 2.23 9,602 1.40 6,779 2.33 50,462 1.43 69,536 1.51 Minnesota 
10,534 2.72 8,924 1.30 7,689 2.64 59,909 1.69 65,032 1.42 lowa 
12,350 3.19 14,677 2.14 8,291 2.85 93,253 2.65 123,373 2.68 Missouri 
3,605 93 4,764 .70 1,847 64 199 .00 24,708 54 North Dakota 
3,540 92 3,364 AD 2,762 95 505 01 24,062 52 South Dakota 
7,033 1.82 7,393 1,08 3,002 1.03 31,011 .88 40,127 87 Nebraska 
6,484 1.68 5,707 .83 1,052 36 22,071 .62 68 663 1.49 Kansas 
52,160 13.49 54,431 7.94 31,422 10.80 257,410 7.28 415,501 9.03 West North Central 
777 2 1,465 21 847 .29 12,435 35 13,120 .29 Delaware 
5,452 1.41 7,149 1.04 4,591 1.58 61,198 1.73 66,794 1.45 Maryland 
3,920 1.01 6,005 .88 2,205 .16 34,405 97 48 637 1.06 District of Columbia 
6,092 1.58 21,259 3.10 10,526 3.62 63,862 1.81 81,368 1.77 Virginia 
3,411 88 13,091 1.91 4,197 1.44 39,661 1.12 58,881 1.28 West Virginia 
10,570 2.73 40,003 5.84 18,561 6.38 67,982 1.92 109,820 2.39 North Carolina 
4,919 1.27 19,067 2.78 9,210 3.17 15,691 44 49,444 1.07 South Carolina 
8,680 2.25 29,798 4.35 11,968 4.12 68,129 1.93 116,777 2.54 Georgia 
5,632 1.46 30,087 4.39 16,381 5.63 61,184 ee 119,199 2.59 Florida 
49,453 12.79 167,924 24.50 78,486 26.99 424,547 12.00 664,040 14.44 South Atlantic 
4,911 1.27 15,254 2.22 4,860 1.67 47,344 1.34 68,902 1.50 Kentucky 
7,401 1.92 37,903 5.53 10,005 3.44 48 281 1.37 82,054 1.78 Tennessee 
EB 1.49 20,953 3.06 5,595 1.93 42,945 1.21 83,691 1.82 Alabama 
5,732 1.48 6,623 97 1,316 45 | 10,358 29 44,217 96 Mississippi 
23,819 6.16 80,733 11.78 21,776 7.49 148,928 4.21 278,864 6.06 East South Central 
4,841 1.235 4,242 62 934 32 9 447 27 41,348 90 Arkansas 
8,267 2.14 3,220 47 670 23 38,458 1.09 86,612 1.88 Louisiana 
6,374 1.65 3,631 53 457 16 62,481 1.77 71,475 1.56 Oklahoma 
23,908 6.18 16,662 2.43 3,562 1.22 162,613 4.59 264,863 5.716 Texas 
43,390 11.22 27,755 4.05 5,623 1.93 272,999 7.72 464,298 10.10 West South Central 
2,745 71 4,163 61 984 34 133 .00 17,900 39 . Montana 
2,339 60 6,273 92 1,884 65 190 01 19,560 42 Idaho 
1,541 40 1,251 18 256 09 725 02 10,846 23 Wyoming 
4,651 1.20 5,194 76 2,503 86 41,002 1.16 43,176 94 Colorado 
1,825 47 2.111 31 557 19 4,899 14 19,777 43 New Mexico 
2,999 78 1,615 24 580 .20 14,993 42 32,081 70 Arizona 
5,051 1.31 7,330 1.07 3,276 42.5 17,810 50 21,106 46 Utah 
1,070 28 2,717 39 2,226 76 32 00 7,700 AT Nevada 
22,221 5.75 30,654 4.48 12,266 4.22 79,784 2.25 172,146 3.74 Mountain 
5,545 1.43 24,987 3.65 6,691 2.30 53,696 1.52 72,800 1.58 Washington 
5,835 1.51 19,519 2.85 5,955 2.05 2,095 06 48 443 1,05 regon 
54,127 14.00 23,877 3.48 7,290 2.51 368 643 10.42 319,408 6.95 California 
65,507 16.94 68,383 9.98 19,936 6.86 424,434 12.00 440,651 9.58 Pacific 
386,632 100.00 685,300 100.00 290,791 100.00 3,537,980 100.00 4,599,083 100.00 _TOTAL UNITED STATES 





Prepared by Market Analysis Department of Electrical Merchandising, on Basis of Figures Compiled by Edison Electric Institute, the 
National Electrical Manufacturers Association, and the American Home Laundry Manufacturers Association. 
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2 OW pangs 


etail Sales by Months 


Our second annual study provides the dealer with a new yardstick for charting his 


seasonal sales trends and for comparing a booming 1950 with a boom-end 1951 


N the ratist i} issu if Janua 
I 1952, ELECTRICAL MERCH 

ANDISING published t first 
study showing on a national scale th 
monthly trends tal n retail sales of 
electrical appliances. Covering the 
1950, this first stu vas based 
reports of a basi 


mtn 


ampling of publi 


utilities in variou parts of the nation 
who were then compiling records not 
only of their own monthly ipplian 

sales, but also those of reta n th 


areas which they served. While in gen 
eral it is the belief of the edito that 
the monthly sales publi hed at 
that time 
tional sales picture, it must be 
bered that certain factors 
which made the 1950 an unusual 
one. Most prominent of these was th 
intrusion of the Korean conflict upon 
the national 
tendant upsurgs 
during the spring and 
months More 
on monthly 
from what might be considered a m 

natural buying period as illustrated on 
the following « omparative t ibles chart 
retail during the 


curves 
] 
correcti\ 


mirrored the na 
remem 
were pr ent 


yeal 


cene, and with it an at 


in buying, especialh 
midsumm«e 
definitive conclusion 


iles trends may be drawn 


ing monthly sales at 


years 1950 and | | 
Reporting Utilities Grow 


cntation mong portin 


Re Pp 


utilities w present from the nin ( 
graphic ubd ion thin the Unit 
States ind clude i ] i] 
eral compan t ly | 

vears study. Tl 

ties served heavil ulated area f 
the count 

public buying p it 

sidered th 
resentative i 

Equalls m t 

tate int tt 

vere mecluded f f 
harting sales 

of such strict] 

the electric blanket th Da heater 
Reporting utilit ! | tt 
included hy 
sales of both hor vares and the major 
appliance vithin§ th i I] 
companies were in a minority | 

ind it may reasonably be assumed that 
the complement of appliance dl 
bv the entire TrOU va xtens! 
enough to assure a correct picture of 
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this il Th imiuth which 


| report in luded the 


Powel Board f Chattan 

Dallas Power & Light 

Electric Institute of Washington 
lorida Power Corp 

I lorida Power & Light Co 

Kansas Gas & Electric Co 

New Jersey Power & Light 
Nebraska-lowa Electric Council 
Pacific Gas & Electric Co 
Pennsylvania Power & Light Co 
Southwestern Gas & Electric Co 
l’exas Electric Service 
United Illuminating Co 
port, Conn 

United Illuminating Co 
Haven, Conn 
Washington Water Power Co 
West Penn Power Co 

Union Electric Company of Mo 
Central Hudson Gas & Electric 
Nashville Electric Service 
Niagara-Mohawk Power Corp 


Ilectrical Assoc. of Philadelphia 


Bridge 


Ne W 


Gift Giving Sparks Housewares Sales 
No matter what the pattern taken 


Vy major appliance the traditional 
easons for gifts continued to account 
the greatest percentage of iles in 
maller housewar lhus toaste 
hich had fairly even sales for the first 
ne months of 195] 5 to 9 percent) 


d indi 


itions of sales strength in 
) tober by Ca hed 


November had 


ind climaxed th 


in Decemb with a high sal 
irk of slightls ) per nt. Waf 
ns, too, w onsid | by tl 
iVIn pul to | in imp tanta 
to Santa’s Ch mas ] k. Re 
f th it t pi 
lumped id sum 
m1) t D k 
i 
» in Oct it of tl 
ile | 
) i ht " etarle 
iring Decem! vil ita 
yroachin ) t. Both tl 
{ ind th waffl n n | 
tl ro th h h ifages 
| during Janua hen sales tallied 
» to Y perc } Z 
nt. reshectivel 
The versatile mix n which inte 
t has increased so steadily over the 
ears, began 1951 with sales of approxi 


ft over the spring months and 
i low of 5.24 percent in July 
By September, sales were on the in 
more and by D 


tapered 
re iched 

ise onc cembet 
ind the Christmas season, purchas« 
reached the yea 


Among the bal 


1 
family enjo' 


onsumers had 
peak of 24.19 percent 
in vf the 
ing stepped-up-popularit 
October, November and 
buying period 


hou CWale 
during th 
Decemb« 
several appliances wer 
utstanding. Electric clocks registered 
iles ranging from slightly over 7 per 
cent in October to over 18 percent in 
December, while one of the more im 
portant adjuncts to the average Ameri 
in’s, morning good humor, the cof 
fee maker, rose from § to more than 
20) percent during the same period 


Sales and the Weather 


[he summer doldrums brought with 
them an 
iny appliance which might bring with 

elief from the heat. Window venti 
iting fan sales, which sank almost to 
(less than 2 
months, 
bounced back into popularity at the 
first hint of summer weather. Sales in 
June reached 19 percent, rocketed to 
ilmost 31 percent in July and were be 
rinning their steady 
by August Air conditione1 
ke pattern, 


overwhelming demand for 


point 


ent) during the 


the van hing C1 


mid-winter 


de line 
; followe a 


although, because 


easonal 


. ¢ 


th it ersatility iles over the 
riod followed a mo ubdued 
( i I im 
i t | t l th 
t fa dual I 1 c fo th 
SUI duru most f the ea 
itl Basicall i 
tem: th ip] in | \ 
t l 
! 1] th ) 
f ked up ng Jun 
n Deceml | c<'4 
percent, marking it 
' | } the d 
1 h I th hig] t 
nonth e fF tered DY an 
iT p| m ) ] ¢ covered in the 
tudy [wo other cold weathe1 ippl 
inces, the electric space heater, and 
heating pads (including sunlamp 
ilso enjoved notabl ictivity from 
October through Decembe with 
JANUARY, 1953- 


irhier activity during 1951 in January 


ind lebruary. Heaters, as an example 
old over 13 percent of their yearh 


total during January, declined steadil: 
thereafter until the advent of fall. Du 
ng October sale v locked at 
lightly than 14 percent, fol 
ywed by 18 percent and close to 20 


ent during November 


7 
re pectively 


OTC 


ind Decem 


The Majors Show Their Stuff 


[he washing machine was m 
sought after in 1951 during January 
tapering off during 
l'ebruary and March, and beginning a 
sales climb once again during earl 
fall, with the third highest monthly 
sales figure (9.41 percent) showing up 
during October. Following a distincth 
different pattern, the dryer showed it 
most impressive sales in October when 
13.78 percent of the year’s total was 
old, although the entire fall and earh 
winter months were almost equally im 
pressive, and ranged from 9.39 percent 
n September to 12 
ember. Low point for the year showe 
up in June (4.84 percent 

Refrigerators greatest 
trength during 1951 in January. Du 
ing that month refrigerators registered 


of liohth 


‘ 


10.25 percent 


73 percent in L) 
| 


showe | 


} WW percentage ove! 1] 
pe ent. Other highs dur 


showed up in Februar 


ng the vea 


March and 


August, when the percent just 
failed t hurdle th ] ip ent var] 
| fry] iim t fi 
} th } | + 
S ual 1 ' 
+ ? 
} August it 
iy 2 } 


he majorit t rr t 
television and rad | little I 
thusiasm for buying ig any of th 

ring or summer mont) | 

] for exal | t un t 
’ it during | | July, p 

" o 6 percent } August } 
held firm during the balance of th 

iv with percent holding t 
lightly better than 11] nt. Rad 
followed a fairly stati yurse durin 
the vear, with a low 5.56 percent 
showing up in August, and December 
ushering in a high of 17.22 percent 
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Retail Sales by Months 


1951 RETAIL SALES 1950 RETAIL SALES 





PM Re bow Roe ee 


ROASTERS B TOASTERS 








IRONS B REFRIGERATORS 
16° | 
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Retail Sales by Months 


1951 RETAIL SALES 1950 RETAIL SALES. . — — — — — 





— = owe oN od AO Oe ee 


HEATING PADS & SUNLAMPS 











~ 
T "Saha cake 


SPACE HEATERS ae BTELEVISION RECEIVERS | 


4 





| 
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Nearly half the refrigerators 





owned by farmers were bought 






since 1948—which is just one 






proof of the fact that farmers, 










growing more products for 






more people, on fewer farms, 


are now prime prospects for 






home appliances 







TOBACCO FARMER John Mulcahy buys an electric water heater from Hartford Electric Light Co. salesman 


James Havens. (An article on how Havens and the utility sell water heaters will run in an early issue 


Selling the FARMER in’ 


By J. T. MILLER, Director of Research, Meredith Publishing Co. 


Ts 1950 Census of Agricultu ) ur just o a) i) mu) farms a nceentrated ntion trom 1} wok at tl n 


report 382.162 farms in the little more than ¢ | the families wh iutactu Ta f prod wir OWN area S rm 
U.S his is a reduction of | m them lhe job of teeding th n the farm \\ th ) i vell | n Much 
proximately 715,000 tarm nce 1940 t bulk of our p pulation falls on t i " thes n ‘ 
and the nation expected to | the should of prising nal trib 1 of th " ng then ly 
mother 400.000 farms by 1970 Al iumber of ethcient produ tlire hout th iti U.S | continue t rh) 
thi ime time th ize of the farm h Let's examine th Litt< non Let Nn } t cl \' l t t 
been imecreasin imi now iverag ir nation’s farm t saying th i | ta i | 
wound | lenant yperated Considering the higu 1 lable Il } ir total of a litt QUU,U00 e talkin i 
farms have eclined great un thre ne qui kly recogen that th nore not buy any elk l juIpme¢ t to 
mid 30 Ih trend toward vn fheient farm th which w \lan tf them do t t nore efh icutel \ , 
operation en ulture as a d America and tl vorkl and th tp xducers are tl t Tha th pro now of filling then 
market as well the whole st t vhich will buy most of th xluct l‘hese a the farm vh in b 
of the farm itse!] f America’s industri viach find th ected ‘to al in f the pl | Ownership of Household Equipment 
vay to farm homes and farm famili ucts with which p] ice dealers and Do farme rea vant modem 
CHANGING FARMS In fact, a little ove OU0,000 mm nanufacturers al ncerned. They household conveniences? Th ) 
Average Full or Part nercial” farms who make up the top e the farm families you can’t afford deed! 
umber Size st'farme Synerbie four classes of this broad census desig- to miss in your selling Sulleitist Reniing comepicted's 
nation accounted for 88 cents of ever ey last March amon 
1940 6,096,799 174.0 60.7 dollar from th ile of farm product Better Farm Families Demand n whicl fai : ‘ pe 
1945 5,859,169 194.8 67.6 1 1949 Better Living i WaAicn 1s reported Ownership Of ap 
1950 5,382,162 2153 72.7 unt pliances ind the 1 muurchased The 
Each one of these top-ranking farm What have these more efficient are presented here (Table III) because 
America’s business farme las COMM old products valued at more than farmers been doing with the high in we believe thev show the enthusiasm 
to be an efficient producer. He’s had $2,500 during the vear. These are th come they have been getting during with which better farmers have boucht 
to, because a very substantial number cream of the crop” farms which d« the past decade? Continued on page 2 
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TABLE | 


FEWER AND FEWER FARMERS ARE 
PRODUCING MORE AND MORE 


Farm output in 1952 is expected to be 45% greater than in 
1935-39, and 4% above 1951 


Indexes 1935-39 equal 100 


1945 1950 1951 1952* 





Farm Output Going Up 129 136 139 145 
Total Man-Hours Going Down 95 83 86 83 
Output per Man-Hour Almost 

Doubled 136 164 162 175 
Acres of Cropland Static 100 99 101 101 


*indications for 1952 based chiefly on July, 1952, report of the 
Crop Reporting Board. 
Source: ‘The Agricultural Situation,’’ U.S.D.A., August, 1952. 


TABLE Il 


HOW FARMS 
DIVIDE THE BUSINESS 


COMMERCIAL FARMS* 


Value Farm Number of 

Cleiss Products Sold Farms 

1 $25,000 or more 105,512 

2 10,000 — 24,999 386,124 

3 5,000 — 9,999 725,557 

4 2,500 — 4,999 882,322 
2,099,515... .39% 

5 1,200 — 2,499 895,889 
2,995,404... .56% 

6 250— 1,199 707,728 
Total commercial farms .......... 3,703,132... .69% 


OTHER FARMS: 


Part time’ 642,114 

Residential? 1,032,365 

Abnormal? 4,551 

Total other forms. 05 ic hh ei cs 1,679,030....31% 
TOTAL U.S. PARAS iis SSCS 5,382,162. .100% 


*$1,200 or more products sold. 
$250-$1199 farm products sold if operator worked less than 100 
days off the farm, or if farm-family income from nonfarm sources 
was less than the value of farm products sold. 
'$250-$1199 farm products sold and operator worked 100 or 
more days off the farm, or farm family nonfarm income was more 
than the value of farm products sold. 
7Farms with less than $250 sales of farm products. 
*Public and private institutions, experiment-station farms, commu- 
nity enterprises, etc. 
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A REGIONAL BREAKDOWN 
OF FARMS AND PRODUCTION 





Commercial farms in economic classes |, ll, lll, IV, i.e., those farms 
selling products valued at more than $2500 yearly, by number 
and percent of the total of 2,099,515 farms in these classes 


TABLE Ill 


FARM OWNERSHIP 
OF APPLIANCES 


Of Those Who Own, 


These Families Percent This Percent 
Own Own Bought Since 1948 

Electricity (power line) 95% 22% 
Running water in home 70 = 
Refrigerator 94 47 
Freezer 30 25 
Water heater for home 57 32 
Range, electric or LP gas 78 46 
Washing machine, 

electric or gas 93 40 
Television 16 50° 
Hand iron, electric 91 34 
Electric mixer 55 37 
Electric toaster (auto.) 45 33 
Electric waffle iron &/or grill 48 23 
Vacuum cleaner 66 38 
Sewing machine 87 19 


*Bought 1951 or 3 months, 1952 


TABLE IV 


APPLIANCE PURCHASES 
SINCE 1948 


(Successful Farming subscribers) 


Percent of Families Who Purchased 
During the 3 Years Ending May, 1951 


Washing machine 36% 
Electric hand iron 30 
Steam iron 5 
lroner 6 
Kitchen range 51 
Mechanical refrigerator 42 
Home freezer 21 
Food mixer 31 
Automatic toaster 28 
Waffle iron 15 
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The Kind of Lighting They Want Includes 
TYPES THE APPLIANCE DEALER CAN PROVIDE* 


1. Floor lamp for reading 

2. UNDERCABINET FIXTURE IN KITCHEN * 
3. WALL AND CEILING FIXTURES IN BATHROOM 
4. Table lamp for reading 

5. CEILING LAMP OVER KITCHEN SINK 

6. CEILING FIXTURE OVER WORK BENCH 

7. WALL FIXTURE FOR STOVE OR SINK 

8. Table lamp for desk 

9. Lighting for television viewing 


12. Vanity lamps 


15. WALL VALANCES 


23. Torcheres for piano 


25. Dresser lamps 





*Order of preference compiled from G.E.’s study of 
consumers who requested light conditioning recipe 
booklets. Totals include recipes carried ovt and 
“would like” 





recipes consumers 


10, KITCHEN LIGHT CONDITIONING RECIPE 
11. Pin-up lomp for bed reading 


13. Floor lamp for sewing 
14. Fluorescent lamp for desk 


16. CEILING FIXTURE OVER LAUNDRY TRAYS 
17. Table lamp for bed reading 

18. Fluorescent wall lomp for bed reading 

19. Dining room light conditioning recipe 

20. CEILING FIXTURE FOR HAND IRONING 
21. Living room light conditioning recipe 

22. Wall lamp for reading 


24. Bedroom light conditioning recipe 


26, Wall lamp for reading 
27. CEILING FIXTURE FOR MACHINE IRONING 


fo carry ovt. 


< 


> 














Opportunity in Lighting 


The home owner is more interested in good lighting than ever before and 
much of this interest centers on better lighting for utility areas like the 
kitchen and laundry, places where the appliance dealer is right at home 


FU ANHE year just ended was not a 
completely happy one for the 
lamp industry. 

Che nation’s lamp 
manufacturers in many other lines 
found their 1952 sales suffering as 
an aftermath of the record-breaking 
business they enjoyed in the months 
following the outbreak of hostilities 
in Korea. 

Unlike many other trades, however, 

the lamp industry took its 1952 

lumps in relative silence. The 75 


makers—like 
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By TED WEBER 


vear-old industry had long ago proved 
itself to be a hardy competitor, mor 
resistant to economic ills than many 
other industries, and able to suffer 
through them when they came with 
out the violent reactions characteris- 


tic of many other lines. As a result, 
one had to be fairly close to the 
trade to realize that domestic lamp 
shipments fell from 1951's record 


breaking 2,012,132,000 units to an 
estimated 1,838,000,000 in 1952. 
Even now, lamp men are not in 


clined to dwell too long on what hap 
pened last year. Their attention 1s 
trained instead on 1953—and on the 
strong possibility that factory ship 
ments during the coming year will 
hit a record-breaking 2,050,500,000 
units 


Sober Appraisal 


Nor is the industry whistling in the 
dark when it hints at a new record 
hard on the heels of the 1952 set- 
back. Marketing experts like Genetal 


JANUARY, 


Electric’s Ralph Humbert, manager of 
marketing for the firm’s lamp di 
vision, are emphatic in their belief 
that the industry will have to “sell” 
this year’s stepped-up output. Steady 
expansion during the post-war years 
has given the industry a set of pro- 
duction impressive that 
from here on out (barring suddenly 
worsened international conditions) 
it’s going to be the salesman’s job to 
keep up’ with the factory rather than 
the factory’s mission to attempt to 


muscles so 
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keep pace with unfilled orders. Year 
by year the types of bulbs in short 
supply have been whittled down until 
now there are no serious shortages in 
any of the lamps that consumers use. 
Two of the most persistent of such 
shortages—Christmas tree bulbs and 
photo lamps—have disappeared com- 
pletely within the last three years. 
Now, the industry, faced with heavy 
imports of Christmas tree bulbs, is 
definitely in a buyers’ market in that 
business. And supplies of photo bulbs 
ire at least adequate to meet the 
steadily increasing demand. 

The industry's growth in quantity 
has not been at the expense of qual 
itv. It is, in fact, something of a 
paradox that a good share of last year’s 
falling off in sales can be attributed 
to the industry's continuing effort to 
better its products. The drop in ship 
ments of fluorescent tubes, for ex- 
ample, from 86 million in 1951 to 75 
million in 1952 becomes more under- 
standable when one remembers that 
today’s fluorescent has a life span 
of 7500 hours compared to 2500 hours 
for earlier types. The longer they 
burn, the fewer replacements are 
needed. In the long run, the im- 
provement of the product will build 
bigger market But, for the time 
being, it’s having an unfortunate ef 
fect on sales figures 

| he r¢ 


ing away the 


can, however, be no explain 
onclusion that the 1952 
slump was to a good extent a product 
of the good business which the indus 
try enjoyed in late 1950 and 195] 
Over-buying after Korea resulted in 
reduced buying during 1952 

[he industrv’s optimistic estimates 
of 1953 business are not tempered by 


threats of material shortages. Onc 
executive pointed out recently that 


even in the past two vears materials 
shortages were “‘more anticipated than 
actual.”’ Manufacturers in every busi 
ness—and the lamp business is no 


look 


from 


increased 
restrictions 


forward to 
materials 
vear ahead 


exception 
freedom 
during the 


Dollar Volume Going Up 


It is not only in unit-volume that 
1953 is expected to reach record 
levels. Dollar volume will be high, 
too. In the lamp business, retail sales 


totals are nothing but estimates sinc« 
many lamps are sold at quantity dis 
counts from list. Nevertheless, com 
parison of dollar figures with preced 
ing vears gives idea of the year 
fluctuations in industry vol 
ume. In 1951 estimated retail value 
of lamps shipped reached $518,100,- 
000. Last vear it slid off to approxi 
mately $454,000,000, but during 
1953 it is « xpected to reach $518,000, 
000 again—just short of 1951’s all time 
record 

There will be tremendous upward 
pressures On prices during the months 
head. Materials, labor and transporta 
tion costs are all pointing upward 
What happened to fluorescent prices 


some 
by vear 


last fall may give some clue to the 
price trends ahead for the industry 


In September, fluorescent prices were 
raised by about five percent, restor 
ing cuts made about a year before. 
The industry’s price structure today 
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is at 1941 levels—and in the face of 
rising costs it seems fairly reasonable 
to assume that some price hikes may 
be forthcoming. 


The Big Picture 


No part of the lighting industry has 
greater growth opportunities ahead 
of it than does the residential light 
ing field. Industrial and commercial 
lighting is, generally speaking, fat 
ahead of residential lighting. And 


as in the air-conditioning field—thes¢ 


advances at the commercial and in 
dustrial levels have whetted the pub- 
lic’s appetite for good lighting in the 
home. There is no visible saturation 
point limiting the industry’s growth 
in residential lighting. Once lighting 
levels have been generally improved 
to correspond with the standards 
specified in G-E’s light conditioning 
recipes, for example, a whole new 
set of “lighting plusses” can be added. 
The recipes, while a reasonable goal 
for present day efforts, are little more 
than a comfortable minimum when 
one considers the entire long range 
picture, 


Role Unknown 


That’s the industrv’s outlook for 
tomorrow and the dav after. The role 


that the appliance trade can or will 
play in it is still largely undetermined. 
Lamp makers are unable now, as they 
were unable last year and the year be- 
fore, to say with any conviction that 
appliance dealers are playing any sub- 
stantial role in the industry’s mer- 
chandising pattern. They all agree 
that the appliance store would be a 
most desirable outlet and all can argue 
convincingly that the lamp business 
could be a profitable one for the ap- 
pliance trade. No one is prepared 
to say definitely that appliance dealers 
are not beginning to listen to these 
arguments; but, just as definitely, no 
one can produce very much tangible 
proof that their interest really is in- 
creasing. 

What does seem definite, however, 
is the fact that there has seldom been 
a more propitious time for a dealer 
to make a start in the lighting busi- 
ness. 

Certainly, G-E’s light conditioning 
program was launched with broader 
objectives than to provide a spring- 
board for a dealer's entry into the 
lighting field. But that’s been an im- 
portant by-product. And results now 
at hand indicate that the lighting 
recipes which an appliance dealer 
might most logically be expected to 





handle are just those in which the 
public is most interested. 


The Dealer's Role 

Before going on, however, it might 
be well to define the dealer's place 
in the lighting business. Obviously, 
he isn’t going to cut into the volume 
being done by food stores, drug stores 
and variety chains on the “A” line 
of bulbs. Equally obvious, also, is the 
fact that the dealer can’t begin to tap 
the profit possibilities latent in the 
lighting field by handling only these 
high demand (but low unit price) 
items. 

Outlets like grocery stores and 
supermarkets have one important limi- 
tation insofar as the lamp market is 
concerned—a limitation that the ap- 
pliance dealer can easily capitalize on. 
These high-trafic outlets cannot and 
will not “sell” a bulb. They ignore 
the specialty lamp, the newer types 
of bulbs, and, in many cases, the mul- 
tiple bulb cartons, even though these 
items carry a higher price tag. The 
specialty dealer who carries these 
lamps in addition to a good stock of 


the “A” line bulbs should be able to 
build a healthy volume in lamps 
alone 


(Continued on page 288) 


WONDERING ABOUT THE LAMP BUSINESS? 


FLSEWHERE on this page the appliance 
dealer’s place in the lighting field—lamps, 
fixtures and accessories—is discussed. 
interested in more details about the lamp busi- 
ness alone (and who may have missed detailed 
articles on it in the January 
issues of ELECTRICAL MERCHANDISING), 


here’s a quick run down on the facts of life in 


the lamp business. 


THE PRODUCT. 


percent of sales. Dealers 


1951 


Retailers need worry about 
only a handful of the over 10,000 types of bulbs 
the industry turns out. Ten lamps—the 15, 25, 
40, 60, 75, 100 and 150 watt bulbs, the 50-100- 
150 medium and mogul base and the 1-2-3 mogul 
base three-light lamps—account for at least 75 
also 
100 watt diffused white bulbs and the mushroom- 
shaped types for pan-type ceiling fixtures. Dealers 
might also be expected to stock 15, 20, 25 and 
40 watt fluorescents in both the standard and 
the deluxe cool and warm shades. Specialty bulbs 


For dealers lamps. 


and 1952 


include sun and heat lamps, reflector and pro- 
jector spots and floods and ozone-producing 


THE MARKET, In 1946 the average home, 
according to G.E. surveys, had 18.0 lamp sockets. 
In 1951 that had risen to 18.6 and in a survey 
completed last fall the figure shot up to 19.5. 
There’s also a market among small commercial 


establishments in the dealer’s own neighborhood. 


handle 60 and 


DOMESTIC LAMP SHIPMENTS 


FLUORESCENT 
LARGE INCANDESCENT 


MINIATURE (Incl. “'L’’) 
CHRISTMAS TREE... 


Because many lamps are sold at quantity discounts, retail sales values are estimates only. 


Bureau of Census Report M328. 


1953 


, Quantity 


1951 Revised 


Value Y 


—— 


THE PROFIT. 
percent and increase as volume increases. A two 
percent cash discount also applies. 


THE PROSPECTS. G.E.’s latest survey shows 
the average home has 2.5 burned out lamps 
and/or empty sockets. 
would produce considerable volume. Appliance 
dealers should find it easy to pyramid this figure 
by actively merchandising specialty bulbs such 
as heat and sun lamps and ozone-producing lamps 
which counteract household odors. 


1952 Estimated 


Minimum discounts are 30 


Just filling those up 


1953 Estimated 





Qvantity Value Quantity Value 

(000) (000) (000) (000) (000) (000) 
86,652 102,600 75,000 85,500 73,500 92,200 
950,408 228,000 900,000 217,500 910,000 221,800 
295 848 51,000 350,000 65,800 425,000 74,000 
415,624 107,500 340,000 96,000 414,000 107,200 
263,600 29,000 173,000 19,200 228,000 22,800 
2,012,132 518,100 1,838,000 484,000 2,050,500 518,000 


1951 figures revised on 
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Washers 











3,1450,000 units sold in 
“52 for dollar volume of 
$685,574,400. Automatics 
outsell conventionals for 
first time. Replacement 
business now 73 percent of 


total 


ASHING machine busines 
W in 1952 got under way after a 

late start in the first half and 
ended up with sales to 1951. It 
was a year, too, when automatics for 
the first time in post-war his 
tory outsold conventional type ma 
chines. 

Results for the year showed a total 
of 3,145,000 units sold, at an averag: 
price of $217.99 for a total dollar vol 
ume of $685,574,400. This compares 
with 1951’s 3,384,700 units (revised) 
at an average price of $211.44, worth 
at retail $716,663,000. Record year 
in the washer business was 1950 when 
4,272,580 machines were sold 

Breakdown by types for 1952 show 
1,645,000 automatics sold at an aver 
age retail price. of $279.72 for a 
total dollar volume of $460,139,400 
Wringer and spinner types combined 
iccounted for 1,500,000 units, at an 
average retail price of $150.29 for a 
dollar volume of $225,435,000. Auto 
matics, therefore comprised 52.30 per 
cent of the total business in units and 
67.12 percent of the busine 
lar 

The small, portable type of electri 
Wil her 


close 


thei 


in dol 


continued to decrease in im 


portance Onlv 64.000 units wer old 





FIVE YEAR WASHER SALES IN UNITS AND DOLLARS 





TWO YEARS STATISTICAL SUMMARY WASHING MACHINES (Standard Size) 














1952 1951 1952 1951 
3,145,000 ELECTRIC Units Sold . 3,384,700 8,800 ; ...GAS ENGINE Units Sold 12,300 
$217.99 : Average Retail Price .. $211.48 $160.90 .. . .Average Retail Price $159.46 
$685,574,400 Retail Value $7 15,663,000 $1,415,900 Retail Value... $1,961,300 

Van. 1953) Jan. 1952) Gan. 1953 Jan. 1952 
32,217,000 Homes Owning 30,100,000 1,297,900 . ..*"Homes Owning 1,292,000 
10,089,600 Homes Without 10,867,000 44,166,100 *Homes Without 43,272,000 

*Based on Total Homes 
in 1952 which, at an average price ing, dual ownership, dealer inven- percent) were junked and the third 
of $33.25, amounted to $2,128,000 tories, etc. But the big percentage of largest (23.6 percent) were resold “‘a 
Back in 1947, just after the war, 
nearly half-a-million of these little 
machines were sold—mostly to G.| 


families living doubled up with rela 
tives or in makeshift housing. Gas 
engine washers continued to 
decline in importance as rural electrifi 
cation brought most of the 
familie 


also 


country’s 
within reach of power line 
Present Saturation 


Ihe 1952 figure of 3,145,000 unit 
sold 


tion of washers to 


of washers brings present satura 
76.2 percent ot the 
+2,306,598 total wired homes 
country. ‘The figures have been 


ted ot OUuTse to illow to 


in the 


(Standard Size Conventional and Automatic) 


| 
1952 <1 tt 
| ]$685,574,4 | 





3,384,700 
1951 = ad | 
} $ 715,663,00 





427 @) 
1950 ‘hed ate | 
$ ’'84 5636 





19.49 3,065,000 
$525.18 8 00 





Nya 4,195,600 
i 
$ 726,404,000 











GE Units Sold 
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} Retail Value 


eee 


ownership is not surprising in view 
of the fact that close to 24,000,000 
washers have been sold in the 
post-war years alone. 


seven 


Replacement Markets 


Once again, in 1952, our survey on 
placements and trade-ins revealed 
ignificant data on market trends. Of 
the 246 dealer. supplying figures, 232, 
x 94.3 percemt sold washers—higher 


han any other appliance. During the 
month period on which they r 
ported they sold a total of 9,990 
vashers, or an average of 43 per dealer 
1 total exceeded only by refrigera 
te 59) and television t 64 On 
the matter of i] to hom not 
idy ownimn md ha | 
! t tN hy 
nt nt to hon 
nd 7 rcent 
I] 1. ' 
i i] i the ret 
\ Nl of this 7 
, . A i 
bs] +] { 
D { 
} +} ; 
Yb 
ic ] " n } ] 
nt owners who villin 
trade an old machine for a new 
nd in much the same rati¢ th 
t rcrator business 
Trade-In Disposition 
What did dealers do with the ma 


hines they took in trade? The largest 
proportion (33.9 percent) were rebuilt 
ond largest (26.8 


ind resold: the sec 
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is’. Dealers also reported that 15.7 
percent were still on hand in thei 
hops. In other words, over half th 
washers taken in trade returned to the 
market; 
worth salvaging 


one out of every four is not 


The Replacement Market 


The growing importance of thi 
placement market in the washer busi 
ness cannot be over-empha d. No 
planning in the years ah 1 afford 
to ignore it. In 1946, for instance, r 
placement iccounted for only 25.3 

nt yt the t ] } et 
\ h hae { ] ibout 
19] | 7 Third 
nt t ) } t( 
n iv t 1 
t t 
nt ft 3 | t 
i 
\ ly } 
; 
| 
{ ) 
' 
Seasonal Sales Factors 
Q)ur se ond 
t the retail le 195] 
the business f divided 
mong the four quarte! hereas in 


1950 ire buving 
vear’s business in 
In 195] 
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WASHING MACHINE SALES by STATES, 1946-1951 






































































TOTAL 
STATE 1946 1947 1948 1949 1950 1951 Six 
YEARS 

Maine 994 24,574 23,331 12,797 17,797 13,883 106,376 52 
New Hampshir< 7,311 9,170 7,211 7,737 11,864 8,717 52,010 25 
Vermont 5,013 10,270 9,333 4,761 6,356 4,520 40,253 20 
Massachusetts 68,510 123,973 115,382 92,554 135,172 111,387 646,948 3,17 
Rhode Island 10,652 20,540 19,513 16,070 25,000 19,372 111,147 54 
Connecticut 27,989 50,983 54,722 38,986 58,052 51,657 282,389 1.38 

New England 133,469 239,510 229,492 172,905 254,241 209,536 1,239,153 6.06 
New York 183,181 337,441 330,028 225,879 387,717 332,546 1,796,792 8.79 
New Jersey 52,636 107,468 87,809 87,792 141,527 113,647 590,879 2.89 
Pennsylvania 180,674 275,455 339,360 247,603 336,446 269,265 1,648 803 8.07 

Middle Atlantic 416,491 720,364 757,197 561,274 865,690 715,458 4,036,474 19.75 
Ohio 159,578 240,244 268,094 173,501 258,902 213,410 1,313,729 6.43 
Indiana 70,181 102,700 113,262 83,030 111,442 85,235 565,850 2.77 
iinois 165,636 242,077 246,460 152,669 225,851 174,022 1,206,715 5.90 
Mtchiean 104,436 169,821 180,285 126,182 185,172 149,484 915,380 4.48 
Wisconsin 65,376 93,163 86,961 58,925 82,628 65,218 452,271 2.21 

East North Central 565,207 848,005 895,062 594,307 863,995 687,369 4,453,945 21.79 
Minnesota 55,560 86,194 88,658 50,592 67,374 56,823 405,201 1.98 
“eee 51,802 78,125 16,780 54,758 70,764 52,949 385,178 1.88 
Missouri 18,327 129,841 159,075 93,447 126,697 94,921 682,308 3.34 
North Da 11,070 15,038 18,241 11,904 13,560 11,623 81,436 40 
South Dakota 11,279 17,606 19,513 13,690 15,254 13,237 90,579 44 
Nebraska 26,109 41,080 44,541 27,379 39,407 29,380 207,896 1.02 
Kansas 28,616 50,616 51,328 30,355 44,916 32,286 238,117 1,17 

West North Central 262,763 418,500 458,136 282,125 377,972 291,219 2,090,715 10.23 
Cp 4,386 6,602 6,787 6,845 9,146 7,749 42,115 21 
Maryland 24,438 42,914 58,116 35,712 58 475 41,972 261,627 1.28 
District of Colu 16,919 35,578 36,481 31,843 51,272 38,743 210,836 1.03 
Virginia 30,495 55,018 78,901 48,211 61,331 46,492 320,448 1,09 
West Virainia 26,109 42,914 76,780 44,343 61,553 46,169 297,868 1.46 
North Car 26,109 60,519 107,747 80,352 90,679 63,926 429 332 2.10 
South Car 9,190 22 007 25,876 31,248 39,831 27,766 155,918 76 
Cenoeatn 25,900 63,454 97,142 70,829 89,832 58,115 405,272 1.98 
Florida 22.976 49 882 70,841 60,115 76,696 54,563 335,073 1.64 

South Atlantic 186,522 378,888 558,671 409,498 539,415 385,495 2,458,489 12.03 
Kentucky 29,242 46,948 82,295 49,402 57,628 38,097 303,612 1.48 
eS 40,521 86,928 134,471 81,840 97,459 60,698 501,917 2.46 
Alabama 17,963 38 880 59,388 49,104 64,831 43,586 273,752 1.34 
Mississippi 9,399 21,273 25,876 29,760 37,289 27,443 151,040 14 

East South Central 97,125 194,029 302,030 210,106 257,207 169,824 1,230,321 6.92 
peo 12.950 25,675 42,420 36,605 41,102 28,412 187,164 92 
| oui 22,976 57,952 81,447 63,389 82,205 52,626 360,595 1.76 
Oklat 27,153 49,516 52,601 29,760 44,492 26,474 229,996 1.13 
Texa 14,567 156,983 225,250 163,382 238,139 150,453 1,008,774 4.93 

West South Central 137,646 290,126 401,718 293,136 405,938 257,965 1,786,529 8.74 
Montana 9 16,87 16,544 11,011 14,831 12,269 80,926 40 
Idak 848 13,150 12,499 17,373 10,977 11,584 35 
Wy 1 515 4,761 7,203 5 489 31,236 15 
( 4 55,994 27,379 45,340 30,995 215,389 1.05 
New bh 1,59 ),536 1,636 9,821 15,254 10,654 57,496 28 
Ariz 6,139 16,968 14,285 22,458 16,143 93,721 46 
Utat 0, 54( 45 15,773 24,577 17,435 115,892 57 
Nev 4 4,242 5,952 8,051 6,134 31,705 15 

Mountain 66,212 119,572 145,561 101,481 155,087 110,096 697,949 3.41 
Washir 8,224 10,78' 64,903 54,758 18,815 60,375 367 864 1.80 
Oreg 3,394 45,848 12,538 36,307 53,390 39,712 271,189 1,33 
Califorr 161,667 342,210 356,752 260,103 385,599 301,551 1,807,882 8.84 

Pacific 223,285 458,847 494,193 351,168 517,804 401,638 2,446,935 11.97 

UNITED STATES 2,088,720 3,667,841 4,242,000 2,976,000 4,237,349 3,228,600 20,440,510 100.00 

rojected to Industry Totals by ELEC 
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TRICAL MERCHANDISING from State Figures Reported to American Home Laundry Manufacturers Assn.) 


1953 
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Clothes Dryers 





610,000 clothes dryers sold in ‘52 for $157,- 
100,000 volume at retail—a gain in units of 24.0 per- 


cent over 195] 


year ago we pointed out in this 

A vee that in 1951, when most 
major appliances were taking 
nose-dives saleswise, newcomer! 
blithely ignored th 
tered gains-—freezer 
ers. Well, they did it again in 1952 
A total of 610,000 dryer sold, 

at an average retail price of $257 for 
a total dollar volume of $157,100,000 
Che figures 
increase in 


two 
trend and regi 
ind clothes dry 


we're 


represent a 24.0 percent 
units over the 492,000 
sold in 1951 and a 30.18 percent in 
crease in dollar volume over the $120 
679,500 registered in 1951. A mea 
ure of the rapid growth of the clothe 
drvetr business 1S provided macom 
parison of the figure for the first vear 
58,000 units, and 1952 610.000 
units, a ten-fold gain in six year 

The figures ¢e for the total 
industry—they include both gas and 
electric models. A breakdown of the 
two shows 440,000 electric models 
and 170,000 gas dryers. Electrics sold 
at an average price of $245 for a total 
dollar of $107.800.000 and 
the gas dryers sold at an average price 
of $290 for a total dollar volume of 
$49,300,000. Electric dryers ther 
fore, comprised 72.13 percent of the 
total business and showed 
crease over the previous year of 


above 1 


volum¢ 


1 unit m 
24.29 
percent; gas dryers comprised 27.87 
percent of the business and showed 
an increase of 23.19 percent 
1951's total. Gas dryer business has 
benefited from the interest of the gas 
utility from the start 
They have put far more vigorous pro 


OvVCI 


compan s 


1952 


195! 





1949 105,700 
$ 24.317 
1948 92,000 
$ y , 
GE Units Sold 
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; 
} 

} 

| 

j 


| \ 
300 


than 
( le tri il 


effort behind dryers 
counterparts in the 
industry. 


motional 
their 

Figures for the past year's sales 
bring total ownership of clothes dry 
ers to 1.524.300 
of about 
the country 


Figured on a basis 
+2,306,600 wired homes in 


saturation is therefore 3.6 


percent 
Seasonal Factors 
kor the second consecutive year, 
I. LECTRICAI MERCHANDISING com 


pleted its new survey of sale 
ipphances at the 
ttort to obtain more 


of mayor 
retail level im an 
data on 
the seasonal movement of goods. ‘The 
complet 
wher 


iccurate 
survey is published els 
in this issue 
here, however, it i 
that while 44.77 of sales by manufa 
fell in the first half of the 
that only 39.54 percent of sales wer 
made at the retail level during the first 
half. And while 55.2 


ufacturers’ sales were 


lor our purpos¢ 
interesting to note 


turer ycal 


3 percent of man 
made in the se 
ond half, a total of 60.46 percent of 
retail sales were made in that period 
Che figures are for 1951. The year pre 
viously, an unusual one due to scare 
buying, showed 29 percent of retail 


iles in the first half and 71 percent 


in the second. At any rate, it is ob 
vious that the second half of the vear 
ces the most business done. Figures 


for the last quarter, incidentally, show 
just under 40 percent of the total 
vear’s business is concentrated in thos« 
three months of October, November 
ind December. 


FIVE YEAR ELECTRIC & GAS DRYER SALES 
IN UNITS AND DOLLARS 


610,000 


ee 


+ gq 7 ' 
2000 


.! 
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Retail Value 

















TWO YEARS STATISTICAL SUMMARY 
CLOTHES DRYERS, Electric and Gas 














1952 1951 
610,000 ..... Units Sold............. 492,000 
$257.54 Average Retail Price $245.28 
$157,100,000 Retail Value $120,679,500 
Ulan. 1953 Jan. 1952 
1,524,300 Homes Owning 997 ,800* 
40,782,300 Homes Without 39,969,200 
*Revised 
Where have clothes d ld best rcographic factors in the sale of dr 
in the country? crs mav be found in our annual sui 
Figures are now available for the vey of utility compan published 
six post-war years averaged and for the clsewhere in this issue under the tith 


first eight months of 1952. The first 
ten states in the order of their im 
portance as dryer markets are as fol 
lows: Olio, Pennsylvania, l[linois, 
Michigan, Califorma, New York, 
Washington, Indiana, Oregon and 
Wisconsin Regionally the East 
North Central group of states with 


34.40 percent of the business is easily 
he Middle Atlantic states with 
18.46 percent are second and the Pa 
cific states with 15.58 percent arc 
third. Only the West North Central 
group with 12.24 percent rates inclu 
sion among the groups doing 10 per 
over of the total business 
Figures for the first cight months of 
'52 show no noticeable variation from 
this six-year pattern. 


tops 


cent or 


Geographic actors 


Further light on this matter of 
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‘“Apphance Markets 

total of 145 utilities 
on dryers that showed 
age of nine units 
customers 


Regions \ 
upphed figures 
1 national aver 
sold pel 1.000 do 

Projected, that 
would work out to a total of 380,759 
not far off from th 
actual figure of electric unit sales. Here 
again the East North Central group 
of states, with 14 sales per 1,000 cus 
tomers, led the parade. The Midd 
Atlantic group ond with 12 
per 1,000 customers and the Pacific 
Coast and West North Central states 
were tied for third with 11 sales per 
1,000. 

And while we are on the subject of 
utilities, we might repeat some re 
marks we made in this space a year 
igo because they are still pertinent 
today 


mestic 


drvers nationally 


Was Sec 


(Continued on page 296 
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CLOTHES DRYERS SALES by STATES, 


(Manufacturers’ Shipments) 


1947-1951 








1947 


229 
141 
122 
1,885 
295 
1,266 


3,938 


5,109 
2,040 
4,516 


11,665 


3,661 
1,925 
4,727 
3,708 
2,742 


16,763 


1,853 
961 
1,586 
927 
189 
510 
691 


6,017 


105 
630 
572 
612 
421 
680 
394 
1,069 
639 


5,122 


539 
976 
542 
428 


2,485 


356 
702 
411 
2,141 


3,610 


207 
235 

94 
455 
128 
130 
284 

80 


1,613 
1,698 

926 
3,949 
6,573 


57,786 


1948 


385 
206 
161 
1,611 
268 
1,110 


3,741 


7,259 
1,172 


‘ 


7,769 
16,200 


6,211 
3,947 


‘ 


5 406 
9,138 
2,775 
27,477 


3,007 


850 


644 


3,347 
52 
1,495 


1,020 
3,177 


3,204 
3,866 
3,213 
5,970 
13,049 


89,500 


1949 


338 


34,327 


3,977 
2,788 
3,598 
1,056 
881 
1,794 
1,240 


15,334 
205 


523 
1,712 


584 


605 
338 


2,747 


451 


1950 


1,232 
740 
277 

5,823 

1,479 

3,266 


12,817 


20,181 
7,548 
28,068 


55,797 


32,874 
13,094 
25,110 
20,181 

9,582 


100,841 


9,952 
7,302 
9,890 
2,311 
2,341 
4,683 
3,297 


39,776 


1,787 
18,701 


2,064 
3,451 
1,510 

801 


7,826 


924 
2.989 
1,294 
5,977 


11,184 


9,187 
9,557 
109 
1,664 
216 
246 
2,280 
401 


10,260 
17,377 
11,954 
21,567 
50,898 


308,100 


1951 


1,250 
914 
288 

8,947 

2,405 

5,580 


19,284 


34,391 
11,929 
45,984 


92,304 


62,193 
20,731 
40,452 
38,336 
16,258 


177,970 


14,093 
10,967 
14,911 
3,608 
2,838 
5 868 
3,463 


55,748 


962 
9,091 


1,010 
3,511 
1,780 
7,071 


13,372 


2,597 
2,838 
914 
2,261 
289 
433 
2,982 
577 


12,891 
23,521 
16,594 
35,450 
75,565 


481,000 


191,751 


115,711 
44,586 
83,106 
79,092 
34,883 


357,378 


32,882 
23,763 
32,384 
7,650 
6,705 
14,019 
9,702 


127,105 


6971 
10,014 
5,338 
3,173 


25,496 


3,269 
9,681 
4977 
20,764 


38,691 


6,121 
7,423 
2,202 
5,884 

895 
1,166 
6,875 
1,338 


31,904 
51,669 
36,931 
73,291 

161,891 


1,038,886 


33 
09 
1.88 
.48 
1.19 
4.18 
6.93 
2.40 
9.13 
18.46 
11.14 
8.00 


7.61 
3.36 


2.45 
31 
93 
48 
2.00 


3.72 


3.07 
4.97 
3.56 
7.05 
15.58 


100.00 


STATE 


Maine 


New Hamp 


shire 


Vermont 
Massachusetts 
Rhode Island 


Connecticut 


New England 


New York 
New Jersey 
Pennsylvania 


Middle Atlantic 


Ohio 


Indiana 


inots 


Michigan 
Wisconsin 


East North Central 


Minnesota 


Mis 


lowa 
souri 


North Dakota 
South Dakota 


Neb 


raska 


Kansas 


West North Central 


Dela 


ware 


Maryland 


District of Colu 
Vir 
West Vir 


mbia 
ginia 
ginia 


North Carolina 
South Carolina 
Georgia 
Florida 


South Atlantic 


Kent 


ucky 


Tennessee 
Alabama 


Mississippi 


East South Central 


Arkansas 
Louisiana 
Oklahoma 


Texas 


West South Central 


Montana 


Idaho 


Wyo 


ming 


Colorado 
New Mexico 


Ari 


zona 


Utah 


Nevada 


Mountain 


Washington 
Oregon 
California 


Pacific 


UNITED STATES 
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lroners 











207,500 units sold for a dollar volume of $43,- 
367,500, off 26.9 percent in units and 12.5 percent in 


dollars from 1951 


rrsalll ct 
| continu on vhich 
it desired. Aft 


leaves m 

World War II, it in to lool 
though the ir ibout to ) 
places Sales p | ( nevel FOR 
much over the a million m 
ind when, in 194 the hit close to 
600,000 unt ! ome justih 
cation for the feel that the ironer 
vas about to to its own. Yet 
1950. record \ Te 1] major d 
vices, saw the fi rop to a littl 
wer 400,000 ar t veal busine 
va only ibout | f that 07,500 


units which, at rage retail price 


of $209, meant a total dollar volum 
ot $43,367,500 

It is true that the ironer suffered 
ilong with all major appliances when 
the “buyers’ strike’ of a year-and-a 
half duration existed. It has suffered 
too, from war-born metal shortag 
which saw manufactures witching 
much needed steel more popular 
items such as washers and refriger 
itors. But the fact remains that 195 


iles of 207,500 units is off 
ent from thi 
1951 and is onh 


6 9 per 
183,840 units sold in 

tbout a third of the 
610,000 units of cloth Id 
last year. And the ironer i 
sales baby; the been 
1 long time. It the old story; th 
ironer is still not a push-button de 
vice. It intelligent, persuasive 
demonstration to create sales and th 
alibre of the selling has left a good 
deal to be desired 

At anv rat 


dry 
no po t\ 


ioner ha ound 


needs 


1 
tandard siz ma 


56,000 


ided foll 

hine iccounted for | unit 
orth at retail $41,970,000, at an 
cr¢ rice of $225.65 Portabl 


ld 
nodels sold 21,500 units, which at 


n average price of $65, meant a total 
dollar volume of $1,397,500. Stand 
d-sized units, therefore, captured 


).64 percent of the market and port 

ibles 10.36 percent In the 
w of 1951, 
ounted for 

ive Price ot $19 
ume of $46,840,200 


previou 
tandard models a 
7,130 units, at an aver 
7 1 total dollar 


Portabl old 


3 tor 


16.710 units in 1951 at an average 
tail pri of 58.50 for a dolla 
Olume of $2,732,500. Percentage 


vise, 1951 standard business was 83.54 


percent and portable 16.46 percent 


The Replacement Market 
As might be 


elatively low 


expected from the 
picture 
ompared to washing machines, the 
replacement market is of less im 
portance than the sales to non-owner: 
of ironers. Our customary annual sur 
vey on the subject showed that, of 246 
dealers supplying figures, that 141 
5 “handled” ironer 

Compare that with the 94.3 percent 
washers, or the 9 


1ronel sales 


or 57.3 percent 


elling 3 percent 


elling refrigerator Dealers them 
elves, obviously, have not been sold 
on the merits of the ironer. To con 
tinue, of the 141 dealers selling iron 


ers in 1952, their S-month sales total 
was 825 unit or 6 machines per 
dealer. At th ime time thes Wm 
leal elling ) refrigerator 
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1950 


1949 


1948 
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| 


| 


207,500 


283,840 


- 


409,200 


, 


307,350 


| 


477,000 


| 


$ 
Retail Value 








TWO YEARS STATISTICAL SUMMARY 


Ironing Machines 


1952 1951 
207,500 . “Units Sold 283,840 
$209.00 Average Retail Price $174.65 
$43,367,500 Retail Value $49,572,700 


Jan. 1953 Jan. 1952 











3,910,000 Homes Owning 3,725,000 
38,396,600 Homes Without 37,242,000 
t ‘T'\ i i lro Kn | 
A tota f l34d ble te Ou ond annual study of sales at 
uppl ngu iF I th etail level | mil to 
yacen ! lh that CT ( 1 I ( 
nt i t usi th il \ ) 
nt Te th | 
\\ +} d 
t th is Jum 
efore, Ju \ugu 
Ch Geographical Factors 
More ( 
! i than an 
4 iA i it ol ti { { 
1e-11 epted t QO] { t 
) percen Wa d refn vith 8.5 pe | 
ws involve trade-ins at id tl New York 1 cl 
ercent mark. All of which makes it reent. Regionall | Nort 
iirly academic to find out hat d Central states rai vith 27 
rs did with the ironers taken in trad percent of the busine Phe Midd 
) percent were junked; 25 percent Atlantic group with 15.87 t 
vere resold and 25 percent were still cond; the Pacif tat t] } 


i t l i hs 
West North Central 


on the premises third and th 
When ar most bought Continued on pas 
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IRONER SALES by STATES, 


(Manufacturers’ Shipments) 


1947-1951 

















TOTAL 
STATE 1946 1947 1948 1949 1950 1951 Six % 
YEARS 

Maine 735 3,379 2,270 1,031 1,397 846 9,658 44 
New Hampshire 308 1,600 662 583 1,038 573 4,164 21 
Vermont 205 771 710 491 559 382 3,118 14 
Massachusetts 3,728 14,345 12,203 10,192 14,212 8,873 63,553 2.87 
Rhode Island 821 3,142 2,129 1,289 2,595 1,884 11,860 53 
Connecticut. 906 34,915 6,527 3,806 6,746 5,351 58,251 2.63 

New England 6,703 58,152 24,501 17,392 26,547 17,909 151,204 6.82 
New York. 13,868 43 688 38,739 24,130 36,846 26,372 183,643 8.29 
New Jersey 3,882 15,353 7,331 6,784 11,976 9,910 55,236 2.49 
Pennsylvania. 14,860 46,415 38,455 23,118 32,814 23,560 179,222 8.09 

Middle Atlantic 32,610 105,456 84,525 54,032 81,636 59,842 418,101 18.87 
Ohio 20,007 59,634 35,759 23,915 28 8292 20,912 189,049 8.53 
Indiana 9,029 19,206 13,149 8,350 10,659 7426 67,819 3.06 
Ilinois. 24,436 38,531 29,421 20,998 25,229 17,144 155,759 7.03 
Michigan 12,090 37,345 32,826 19,709 24,990 22,031 148,991 6.72 
Wisconsin 7,114 12,923 10,406 5,955 7,305 4,859 48,562 2.19 

East North Central 72,676 167,639 121,561 78,927 97,005 72,372 610,180 27.53 
Minnesota 3,711 12,271 11,872 8,012 7,665 5,897 49,428 2.23 
lowa 3,027 13,634 8,183 6,692 7,984 5,569 45,089 2.03 
Missouri 4,685 16,124 13,906 9,302 13,932 8,927 66,876 3.02 
North Dakota 616 2,134 2,696 1,781 1,517 1,501 10,245 46 
South Dakota 598 1,719 2,791 1,719 1,836 1,338 10,001 A5 
Nebraska 1,505 6,343 5,061 3,684 4,591 3,085 24,269 1.10 
Kansas 1,659 5,453 5,298 3,561 4870 3,467 24,308 1.10 

West North Central.. 15,801 57,678 49,807 34,751 42,395 29,784 230,216 10.39 
Delaware 154 830 757 460 798 792 3,791 3 
Maryland 1,402 5,394 4,446 3,499 4,511 3,986 23,238 1.05 
District of Columbia 1,333 4,624 4,068 4,205 5,190 4,559 23,9719 1.08 
Virginia. 1,146 5,809 4,493 2,517 2994 1,829 18,788 85 
West Virginia 2,052 7,232 6,291 3,438 4,950 2,976 26,939 1.21 
North Carolina 1,402 5,987 5,723 3,100 3,553 1,938 21,703 98 
South Carolina 547 2,430 2,176 1,166 1,158 737 8,214 37 
Georgia 838 6,876 6,480 3,714 4,231 2,211 24,350 1.10 
Florida 1,060 7,529 5,440 3,315 5,150 3,167 25,661 1.16 

South Atlantic 9,934 46,711 39,874 25,414 32,535 22,195 176,663 7.97 
Kentucky 1,402 5,335 4,541 2,241 2,555 1,829 17,903 81 
Tennessee 2,377 9,129 7,048 3,315 4,511 2,566 28,946 1.31 
Alabama 855 3,794 3,453 1,536 2196 1,092 12,926 58 
Mississippi 291 2,608 1,892 1,596 1,357 847 8,591 39 

East South Central. 4,925 20,866 16,934 8,688 10,619 6,334 68,366 3.09 
Arkenses 906 3,320 2,176 1,657 9 116 1,119 11,294 51 
Louisiana 1,265 5,394 5,818 3,192 3,992 2,320 21,981 99 
Oklahoma 1,642 5 632 5,818 3,562 5,030 3,167 24,851 1.12 
Texas 3,779 18,376 21,710 14,336 19,361 9,364 86,926 3.93 

West South Central 7,592 32,722 35,522 22,747 30,499 15,970 145,052 6.55 
Montana 393 1,897 3,264 2,149 2,236 1,611 11,550 52 
Idaho 205 1,126 1,987 2,087 2,036 983 8,424 38 
Wyoming 120 533 757 736 878 628 3,652 16 
Colorado 1,214 4,446 6,385 3,162 5,110 3,085 23,402 1.06 
New Mexico 342 1,245 1,088 1,442 1,796 1,092 7,005 32 
Arizona 462 1,778 2,270 1,229 2,156 1,310 9,205 41 
Utah. . 923 2,905 4,872 2,670 3,832 2,239 17,441 19 
Nevada 103 1,719 1,088 583 958 409 4,860 22 

Mountain 3,762 15,649 21,711 14,058 19,002 11,357 85,539 3.86 
Washington 2,394 14,049 14,142 7,890 9,940 5,160 53,575 2.42 
Oregon... 1,419 8,773 12,109 4819 6 866 4.231 38,217 1.72 
California 13,184 65,088 52,314 38,282 42,156 27,846 238,870 10.78 

Pacific. 16,997 87,910 78,565 50,991 58,962 37,237 330,662 14.92 
UNITED STATES. 171,000 592,783 473,000 307,000 399,206 273,000 2,215,983 100.0 

(Projected to Industry Totals by ELECTRICAL MERCHANDISING from state ship t figures ted to American Home Leundry Manufecturers’ Assn.) 
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Refrigerators 








Steel strike, big inventories and slow market 


push sales down 12 percent to 3.5 million units. 


Re- 


placement and trade-in sales jump sharply. Producers 


see no sales decline in 1953 


ESPITE the tact that the retrig 
ID erator industry went into 1952 

with the heaviest inventories in 
history it manufactur listribute 
dealer levels and faced a « 
of the pre ; 
the industr 


retail 


ontinuation 

buyel trike 

with th 
billion 


Ou VCalr § 
ended the vear 
volume still over the 
dollar mark. Complicating the picture 
further 
materials 
iteel strike 
Results for the vear showed 3,570, 
000 units shipped, at an average price 


were allocation of raw 
ettects ot 


cven 


and a prolonged 


of $285 for a total volume at retail 
prices of $1,017,450,000 his com 
pares with 1951's volume of 4,075,000 
units, sold at an average price of $275 
for a volume of $1,120,625,000. Com 


pared to 1951, therefore, refrigerators 
were off 12.39 percent in units and 
9.2] percent in dollars 

At this point it might be interesting 
to point out that 195 
little lume 


racked up in 1950, refrigeration’s re 


business wa 
more than half the 
ord vear, when 6 700 O00 
worth 


VCal Va 


unit vi 

UOUU at re 
nearly com 
1941 sales of 


unit except for the fact 


hipped $1 60?.266 


tail he 


parabl 
Par apn 


most 

vith pre-wal 
UUUO0U 

that the dollar volume roughly 

double that vear It should also be 

noted that the 1952 busin wa 

despite the fact that over 25 


don 
million 


refrigerators ha been sold since 
World War I 
The 1952 busin igs total vn 


rship of refrigerators to 37.750.000 
of the domestic electric customers in 
the U.S., or 89.2 percent of the na 


tional total 
The Replacement Market 


Obviously, with post-war sales alons 
eaching some two-thirds of the poten 
tial customers and with present satura 
tion reaching close to the 
mark, the importance of the replace 
ment market cannot be over-estimated 


As usual, we que tionnaired 5,000 in 


40) percent 


their sales and 
of trade-ins to arrive at a 
fairly accurate picture of the present 
tatus of the replacement market. Re 
plies with complete information wer« 
eceived from 246 dealers, representing 
1 good national sample of experience. 


~ 


dependent dealers on 


perce ntage 


Of the 246 dealers responding, 2 
wr 92.3 percent old refrigerators (sec 
ond highest of all major appliance 
Uhey reported ales of 13,306 reftrigera 
tors, or 59 per dealer for the 8-month 


veriod covered by the survey. Onl 

IV sets, with 64 sales per dealer, ex 

eded this figure A total of 225 dea! 
upplied us with data on new 


] ] 
replacement sales of retng 


howed that 
went to homes 
that 73.4 percent were replacement 

his replacement ratio compares to 6( 
percent in 1951, 52 percent in 1950 
+] percent in °49, 36 percent in ’48 
ind about 24 percent for the two prey 


rators. They 
of total sal 
not already owning and 


26 .) pe reent 


IS Veal The present 73.4 percent 1 





1952 


| 


‘FIVE YEAR REFRIGERATOR SALES IN UNITS AND DOLLARS 


570,000 
$ |,017,450,000 





1951 


| 


4,075,000 
$ 1,120,625,000 





1950 


| 


,200,000 
$ 1,602,266,000 





1949 


| 


4,450,000 
$ 1,134,750,000 





1948 


| 


4,766,000 
$ 1,239,160,000 





GH Units Sold 





{—) Retail Value 








PAGE 94 








TWO YEARS STATISTICAL SUMMARY 














Refrigerators 
1952 1951 
3,570,000 ..............Units Sold 4,075,000 
$285 .. Average Retail Price $275 
$1,017,450,000 Retail Value $1,120,625,000 
Gan. 1953 Jan. 1952 
37,750,000 Homes Owning 35,500,000 
4,556,600 Homes Without 5,467,000 
about equal to the percent for 26.5 percent were resold “as is”; 20.3 


W ishers. 
On the matter of trade-ins accepted, 


is compared to total volume, the 2 
said they sold 11,814 
8-month period and ac 
trade, or 59.3 


= 
5, with 62.3 per 


reporting deal 
DOXeSs In the 
7.00] 


cepted units in 


percent. Only washer 
cent trades, exceeded this percentage 
refrigerator trade-in percentage 


‘he 

rose sharply from the year before when 
only 37 
those 


should 


+ percent were turned in. For 
unfamiliar with the 
be pointed out that the dis 
between 73.4 percent of the 
representing 


percent 


figures, it 


crepancy 
total 
ments and 59.3 


business replace 


involving 


trade-ins is accounted for by the fact 
that many people sold their original 


refrigeratot retained 
the old “stand-by” in the 
home, and many were too old to wat 
rant even trade-in offers by the dealer. 

Of the 59.3 percent of trades deal 
ers did accept, the largest portion 
(36.7 percent) were rebuilt and resold; 


privately, some 


box as a 
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percent were junked and 16.5 percent 
were still on hand in dealer shops at 
the time they reported 


two-thirds of the trad 


In other words, 
found 
owners and one-third wer 

junked, or of dubious 


new 
¢ the I 


market value 
Seasonal Sales Trends 


lor the second consecutive 
have made a movement 
of appliances at the retail level by 
months, compared to manufacturers 
shipments for the 
1951, th< 


in chart form elsewhere in this issue, 


year, we 


study of the 


yATNIC period | oT 
latest study, which is shown 
dealers sold 29.95 percent of their re 
frigerators in the first quarter; 23.87 
percent in the second; 
in the third and 19.96 percent in the 
fourth quarter. Manufacturer's ship 
ments, on the other hand, showed 
39.60 percent made in the first quai 
ter; 29.05 made in the second; 15.87 
percent made in the third and 15.45 
(Continued on page 298 


26.22 percent 
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REFRIGERATOR SALES by STATES, 1946-1951 


(Manufacturers’ Shipments) 












TOTAL 
STATE 1946 1947 1948 1949 1950 1951 SIX % 
YEARS 
Maine. : 9,786 17,182 26,970 26,131 33,712 16,789 130,570 54 
New Hampshire 6,590 11,559 17,530 15,850 19,866 10,447 81,842 35 
Vermont 3,994 5,623 9,889 10,281 10,836 5,969 46,592 20 
Massachusetts 66,500 96,844 128,557 104,523 162,540 96,260 | 655,224 2.77 
Rhode Island 17,174 26,241 39,556 33,413 48,762 28,356 193,502 82 
Connecticut 35,946 53,733 64,279 46,693 71,036 54,846 326,533 1.38 
New England....... 139,990 211,182 286,781 236,891 346,752 212,667 1,434,263 6.06 
New York 278,581 328,957 467,031 376,113 606,816 475,702 2,533,200 10.71 
New Jersey 17,574 122,461 155,527 125,514 200 466 142,524 764,066 3.23 
Pennsylvania 162,356 239,611 311,953 253,170 391,902 263 409 1,622,401 6.86 
Middle Atlantic. 458,511 691,029 934,511 754,797 1,199,184 881,635 4,919,667 20.80 
Ohio 143,185 203,685 254,417 178,632 291,970 201,474 1,273,363 5.38 
Indiana 57,913 92,158 129,456 111,806 146,286 88,798 626,417 | 2.65 
illinois. 135,596 208 371 267,902 209,475 297,990 209,309 1,328,643 5,62 
Michigan 99,850 153,388 182,497 146,933 226,954 151,852 961,474 4.06 
Wisconsin 43,535 68,728 100,688 86,532 | 114,982 72,008 486,473 2.06 
East North Central 480,079 726,330 934,960 733,378 1,078,182 723,441 4,676,370 19.77 
Minnesota 42,736 63,417 98 441 79,678 108,962 57,830 451,064 1.91 
lowa 35,746 58,106 89,450 85,675 105,350 54,473 428,800 1.81 
Missouri 67,099 97,781 140,244 139,650 199,864 122,377 767,015 3.24 
North Dakota 5,991 10,934 19,778 22,704 27,014 17,536 103,957 44 
South Dakota 6,590 10,934 22,026 23,132 27,166 15,297 105,145 45 
Nebraska 18,372 30,928 47,647 47,550 63,210 35,444 243,151 1.03 
Kansas 18,373 29 366 48 546 53,118 66,822 37,310 253,535 1.07 
West North Central 194,907 301,466 466,132 451,507 598,388 340,267 2,352,667 9.95 
Delaware 3,994 7,185 8,990 9,424 15,050 10,820 55,463 .24 
Maryland 30,954 45,610 66,976 58,259 88,494 55,219 345,512 1.46 
District of Columbia 26,360 37,800 53,940 44,551 81,270 52,234 296,155 1.25 
Virginia 27,359 47,172 71,920 75,822 98,126 61,935 382,334 1.62 
West Virginia 25,162 38,738 58,435 65,970 79,464 47,010 314,779 1.33 
North Carolina 32,951 52,796 88,551 118,660 163,142 88,798 544,898 2.31 
South Carolina 15,776 24,680 40,006 54,404 75,250 41,041 251,157 1.06 
Georgia 30,354 55,607 86,753 100,668 133,644 76,112 483,138 2.04 
Florida 29,556 54,358 92,597 110,092 150,500 95,514 532,617 2.25 
South Atlantic 222,4€6 363,946 568,168 637,850 884,940 528,683 | 3,206,053 13.56 
= ea 
Kentucky 25,162 40,612 62,031 86,103 97,524 54,846 | 366,278 1.55 
Tennesse 35,147 57,194 97,991 135,367 157,724 76,485 560,508 2.37 
Alabama 20,769 35,926 62,930 85,247 110,166 55,593 370,631 1.57 
Mississippi 12,781 22,493 38,657 62,114 73,444 36,190 245,679 1.04 
East South Central 93,859 156,825 261,609 368,831 438,858 223,114 1,543,096 6.53 
Arkansas 14,978 24,680 44,500 79,678 84,280 39,549 287,665 1.22 
Louisiana 22,366 37,800 66,976 102,810 117,992 63,427 411,371 1.74 
Oklahoma 19,171 35,614 62,031 717,964 99,932 49,249 343,961 1.45 
Texas 82,476 145,266 241,381 301,148 376,852 182,446 1,329,569 5.62 
West South Central 138,991 243,360 414,888 561,600 679,056 334,671 2,372,566 10.03 
Montana 7,389 10,622 17,081 16,278 19,264 11,939 82,573 35 
Idaho 7,389 11,246 17,980 14,136 18,662 9,327 78,740 33 
Wyoming 2,796 4,374 6,742 7,282 8,428 5,970 35,592 15 
Colorado 19,371 27,491 43,602 46,265 63,812 33,206 233,747 99 
New Mexico 4,593 6,560 12,586 16,707 20,468 11,939 72,853 31 
Arizona 7,189 14,683 24,722 23,561 30,100 18,655 118,910 50 
Utah 10,384 17,182 23,824 17,563 27,692 15,297 111,942 Al 
Nevada 3,595 5,936 8,091 4,712 9,030 5,970 37,334 16 
Mountain 62-706 928,094 154,628 146,504 197,456 112,303 771,691 3.26 
Washington 39,341 55,607 75,965 51,405 77,658 45,145 345,121 1.46 
Oregon 26,560 40,299 55,738 42,838 66,220 35,444 267,099 1.13 
California 139,590 235,862 341,620 298,149 453,306 293,630 1,762,157 7.45 
Pacific 205,491 331,768 473,323 392,392 597,184 374,219 2,374,377 10.14 
UNITED STATES 1,997,000 3,124,000 4,495,000 4,283,750 6,020,000 3,731,000 23,650,750 100.00 
(Projected to Industry Totals by ELECTRICAL MERCHANDISING from State Shipment Figures Reported by NEMA Refrigerator Membership) 
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Freezers 





1,140,000 units sold for a retail volume of 
$421 ,800,000—a gain of 8.57 percent in units and 
11.6 percent in dollars. Bigger models most popular. 
Uprights gain as food-freezer plans spark sales 


HILE sales of most major 
Wi oppiiances declined in 1952, 

home freezers continued to 
show a healthy disregard for the gen 
eral trend. Spurred, perhaps by the 
rapid spread of the food plans, sales 
of freezers totalled 1,140,000 
which, at an retail 
$370, meant a dollar volume at retail 
of $421,800,000. ‘The 1952 busine 
compares with unit sales of 1,050,000 


units 


average price of 


in 1951, at an average price of $360 
for a $378,000,000 total Sales in 
1952, therefore, were 8.57 percent 
over 195] 

With over 5,000,000 home freezers 


sold in the seven post-war years, satu 
ration now satnds at 11.5 percent of 
the 42,306,600 wired homes in the 
country. 

Not only were the public buying 
more freezers in 1952—they were buy 
ing bigger ones. During 1948, the 7 
8.9 cu. ft. boxes accounted for the 
largest share of the total 
26.6 percent Last year this size 
accounted for only 11.3 percent (based 
on 9-month NEMA figures). The 
8.9 freezer was superseded by the 11 
12.9 cu. ft. size which hit 32.3 percent 
of the total business in 1950 and held 
30 percent of it in 1951. Now there 
is a new champ. The 13-169 siz 


business, 


11-12.9 size slipped from 30 to 23.7 
percent of the total. Incidentally, 
freezers up to 11 cu. ft. account for 
ibout 20 percent of the total and 
those over 17 cu. ft. take another 
20 percent slice. ‘The moral is 
in freezers as in refrigerators, 


plain 
the pub 
more and still more 


lic want torage 


capacity 


Few Replacements 


Unlike the older refrigerator and 


washer industries, freezers are sold 
chiefly to homes not already owning 
them. ‘This fairly obvious conclusion 


is revealed in our annual trade-in and 
replacement survey. Of the 246 deal 
ers supplying figures, 205 reported 
they were selling freezers, or 83.3 per 
cent. They sold 2,110 units in the 
8-month reporting period for an aver 
age of 10 per dealer, better than they 


did with ironers or water heaters, 
but below their efforts on other 
majors. A total of 93 percent of their 


already own 
7 percent were replace 
Compare this with the 
refrigerators and washers 
73 percent of the business was 
replacement. Sales involving trade-in: 
amounted to only 3.2 percent of the 

percent replacement business. Of 


ales went to homes not 
ing and only 
ment sales. 
hgure for 


whe re 























freezer which climbed from less than the trade-ins accepted by dealers, 47.5 
10 percent of the business in 1948, percent were resold “as is”; 22.4 per 
accounted for a whopping 33.5 per cent were rebuilt and resold; 19.4 
cent in 1952. In the meantime the percent were still on hand in th 
—eiliieaiaiteiitilaihit teaitnandintias sincaleai —— 
FIVE YEAR FREEZER SALES IN UNITS AND DOLLARS 
1952 
$421, 800,000 
1,050,090 
1951 
890,000 
1950 Re 260.000 | 





yt 000 
2,475,000 


Z 690,000 
! | 
atten $ 220,800,000 





GH Units Sold c 
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Retail Value 











TWO YEARS STATISTICAL SUMMARY 


Home Freezers 

















1952 1951 
1,140,000 ..... . .Units Sold .... 1,050,000 
$370 Average Retail Price $360 
$421,800,000 Retail Value $378,000,000 
Jan. 1953 Jan. 1952 
4,885,000 Homes Owning 3,800,000 
37,421,000 Homes Without 37,167,000 
lcaler store and 10.4 percent the air conditioner or the space heatei 


eady for the junkpil 
Seasonal Sales Factors 


When are freezers sold? Our 
innual survey of retail sale 
overing the 1951, 
fairly evenly divided 
quarters of the year 
ing contrast to 1950 when the bulk 
of the business was concentrated in 
the third quarte: In 1950 (an un 
usual year due to buying) the 
business was divided as lirst 
quarter, 12.52 percent; second quar 
ter, 22.63 percent; third quarter 41.8] 
vercent and fourth quarter 23.04 per 
ent. In 1951, the 
26.25 percent; the second 23.67 per 
ent; the third 26.69 percent and the 
fourth quarter 23.39 percent. In a 
fairly normal vear, therefore, freezers 
vould appear to sell well throughout 
the vear and not be subject to seasonal 
fluctuations such as the dealer has 
come to expect of such appliances as 


second 
by months, 
shows sale 
among the four 
This is in strik 


yCcal 


SCAaTC 
follows 


first quarter was 
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Best Markets 


What are the best market for 


freezers Well, the first ten stat in 
the order of thei lnportance are a 
follows lexas, California, Olnio 


Illinois, Pennsylvania, N« York 


Indiana, Michigan, Missouri and lowa 
Most important of the nine regions 
is the East North Central which 
iccounted for 22.42 percent of all 
sales in the past four years Next 


is the West North Central with 14.78 
percent; next the Middle Atlantic 
with 13.37 percent and next the West 
South Central with 12.59. The Paci 
fic Coast did 10.17 percent of the 
business and the other «re 
accounted for only about 5 percent 


y 
Zions 


each. Figures for the first nine months 
of 1952 do not materially alter the 
picture except in the case of the 


Pacific Coast which jumped from a 
four vear average of 10 
Continued on page 304 


percent to 
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FREEZER SALES by STATES, 1948-1951 


(Manufacturers’ Shipments) 











STATE 


Maine Be 
New Hampshire... 
Vermont. . 
Massachusetts 
Rhode Island 
Connecticut 

New England 
New York. 
New Jersey 
Pennsylvania 


Middle Atlantic. 
Ohio 

Indiana 

Illinois 


Michigan 
Wisconsin 


East North Central... 


Minnesota 
lowa 

Missouri 
North Dakota 
South Dakota 
Nebraska 
Kansas 


West North Central... 


Delaware 

Maryland 

District of Columbia 
Virginia 

West Virginia 
North Carolina 
South Carolina 
Georgia 

Florida. 


South Atlantic 


Kentucky. 
Tennessee 
Alabama 
Mississippi 


East South Central 


Arkansas 
Louisiana 
Oklahoma 


Texas 


Montana. . 
Idaho. 
Wyoming 
Colorado 
New Mexico 
Arizona 
Utah 

Nevada 


Mountain 
Washington 
Oregon 
California 

Pacific 


UNITED STATES. 


West South Central 


1948 


3,967 
2,189 
1,368 
9,439 
2,394 
8,345 


27,702 


39,125 
12,585 
42,887 


94,597 


42,750 
27,634 
41,245 
25,513 


21,272 


19,015 
17,852 
20,657 
7,319 
4,583 
9,371 
7,798 


86,595 


1,163 
7,934 
5,951 
8,824 
9,166 
12,722 
8,755 
9,781 
11,149 


75,445 


8,071 
12,654 
8,277 
6,908 


35,910 


8,619 
16,895 
10,609 
52,394 


88,510 


5,130 
4,788 
1,710 
8 618 
2,463 
4,378 
5,130 
1,778 


33,995 
12,586 
11,833 
58,413 
82,832 


684,000 


158,414 


1949 


2,914 
1,528 
1,003 
5,350 
1,194 
4,586 


16,575 


23,979 
8,455 
29,186 


61,620 


20,253 
31,335 
15,716 
13,327 


14,617 
17,435 
14.235 
6,114 
5,971 
7,834 
7,022 


73,228 


1,099 
6,067 
4,013 
7,308 
5 684 
11,225 
5,541 
9,410 
8646 


58,993 


6,353 
10,318 
5 828 
5,923 


28,422 


7,595 
12,754 
a,ttd 
34,966 


62,432 


4,490 
4,108 
1,767 
6,974 
2,006 
2,436 
3,965 
1,051 


26,797 
7,308 
8,121 

27,419 

42,848 


477,675 


116,776 
26,129 


106,760 


1950 


4,862 
2,829 
2,033 

13,348 
2,564 
9,459 

35,095 

48,531 

16,531 

51,714 


54,631 
31,205 
50,830 
32,443 
22,631 


191,740 


23,249 


25,724 
29,968 
9,194 
9,105 
17,591 
12,730 


127,561 


2,033 
9,989 
9,194 
13,348 
9,370 
20,332 
9,813 
17,238 
15,647 


106,964 


10,254 
17,061 
12,907 
11,757 


51,979 


11,669 
25,548 
11,138 
65,062 


113,417 


7,426 
6,895 
2,652 

12,376 
4,332 
5,746 
6,216 
1,768 


47,471 


16,089 


15,470 
61,438 


92,997 


884,000 


1951 


138,562 


69,075 
33,556 
62,879 
36,654 
30,975 


233,139 


28,704 
32,937 
36,241 
14,145 
13,732 
24,367 
17,449 


167,575 


3,304 
11,667 
12,390 
15,591 

9,706 
24,883 
10,015 
20,237 
15,384 


123,177 


12,493 
19,617 
13,629 
11,564 


57,303 


12,700 
23,128 
15,075 
72,275 


123,178 


10,428 
5,989 
3,717 

13,836 
4,543 
4,543 

10,015 
2,684 


55,755 


14,248 
15,178 
64,944 


94,370 


1,032,500 


118,813 


171,417 
56,363 
183,775 


411,555 


192,585 
112,648 
186,289 
110,326 

88,205 


690,053 


85,585 
93,948 
101,101 
36,772 
33,391 
59,163 
44,999 


454,959 


7,599 
35,657 
31,548 
45,071 
33,926 
69,162 
34,124 
56,666 
50,826 


364,579 


173,614 


40,583 


78,325 
43,932 
224,697 


387,537 


27,474 
21,780 

9,846 
41,804 
13,344 
17,103 
25,386 

7,281 


164,018 
50,231 
50,602 

212,214 

313,047 


3,078,175 


11.84 


5.64 











































54 
31 
21 
1.41 


1.09 
3.86 


5.57 
1.83 
5.97 


13.37 
6.26 
3.66 
6.05 


3.58 
2.87 


22.42 


2.78 
3.05 
3.28 
1.20 
1.09 
1.92 
1.46 


14.78 


25 
1.16 


1.46 
1.10 
2.25 
1.11 
1.84 
1.65 


1.21 
1.94 
1.32 
1.17 


1,32 





7.30 
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Electric Ranges 











Sales reflect industry decline, but 1953 outlook 
is brightened by possibility of aggressive utility action 
and consumer willingness to spend 


dk line d 


1 row in 


NLECTRIC range sales 
kK, for the second year in 
1952 to 1,060,000 unit on 
24.3 percent from the 195] 
1,400,000 and off 42.1 percent from 
the all-time record of 1,830,000 set in 
1950, thus signalling the real end of 
two booms ind Korean 
indicating that for the first tim 


total ot 


| 


post-w il and 


nice 


1946 ranges were back in a “normal 
market 

However, the unit decline does not 
tell the whole story. Because of an 
mcrease in the average price to 255 
from the $250 figure of 1951, total 
retail value was $270.300.000. onh 


22.8 percent off from the 
year s $250,000,000 

Like manufactured 
product, range costs have been rising 
steadily since the end of the war. In 
1946 the price was $186 and 
in only 1949, 
regarded as the worst year the indus 
try has had 1946—did the up 
ward spiral show a temporary halt in 
a price of $230, five dollars less than 
the 1948 average and two dollars k 
than the 1950 average 

As in 1951, 
found it 
progress 
1.500.000 more 
added to the 
sales actually 


pre viou 


every other 


averag« 


one yeat generally 


nce 


range satura 
make 


whe 1 


electric 
dificult to 


pere entagewis¢ 


tion any 
one 
home 


wired wert 


nation’s total and range 


fell off 


out the year by 
behind the 


being 39 percent 


previous January and had 


their worst month in February when 
they were off nearly 48 _ percent 
Monthly sales hovered around the 40 
percent-off mark until June, when 
they were only 18 percent behind thx 
previous year. In July the tide turned 


exceeded the 
) +46 percent 
repeated the gain in August 


ind Talige al com 


ind 
(up 19 


parable month 


percent over 195] In September, 
however, sal vere off once again 
down 33 percent from th prior yeal 


ind off an average of 29 percent for 
Up until September 
were docilely playing fol 
low-the-leader with most other appli 
but the September downturn 
vas not typical of other major items 

I'his poor record of manufacturers’ 


the nine month 
range sales 


mc 


ile however, does not tell the whol 
ile tory, according to one leading 
manufacturer. Says he, “The retail 
movement of electric ranges did not 


severely as did the manu 
facturer’s sales Retail 

declined approximately 10 
whereas manufacturer's sales dropped 
particularly because of high January | 


it approximately all levels.” 


Why Sales Dropped 


ck line aS 
movement 


per cent, 


mventory, 


\nother manufacturer, without at 


tempting to draw any distinction be 


By comparison with 1951, range tween makers’ and retail sales, explain 
sales by month " reported by the decline like this There is no 
NEMA) during 1952 make a depress doubt that the sharp drop was due to 
ing show until July. They started the economic conditions of the coun 

FIVE YEAR ELECTRIC RANGE SALES 
IN UNITS AND DOLLARS 
1,060,000 
1982 
195! é ; 
j 
1,830,000 
1950 r 
1,056,000 
i949 ames 
; 


1948 
a 


GE Units Sold 
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1,600,000 
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Retail Value 








TWO YEARS STATISTICAL SUMMARY 











Ranges 
1952 195] 
1,060,000 Units Sold 1,400,000 
$255 Average Retail Price $250 
$270,300,000 Retail Value $350,000,000 
Jan, 1953 Jan. 1952 
10,200,000 Homes Owning 9,350,000 
32,106,600 Homes Without 31,617,000 
try during the first six months of 1952 _ respectivel Second and third be 
ind, of course, the first six months months for makers were January and 
range sales were compared with the lebruary, 10.43 and 9.75, respectivel 
ry favorable six months of 1951.” 
According to this magazine’s second Where Ranges Went 
imnual survey of monthh iles, both Of necessit | complet breal 
manufacturer and retail, the first half down of vearl iles by size of mar 
1951 certainly was favorable to ket isa vear late. In 1950 reported 
manufacturers, for in this period the that cities with populations of 10,000 
old 59.79 percent of the year’s to 25,000 bought the most rang 
volum« Retail sales, on the othe vith 12.5 percent of the total. In the 
hand, pursued a more level cours¢ 1951 study they slip to nd plac 
despite the depressive cffects of the vith 12.3 percent and towns of 1,000 
nd of the Korean boom. In the first to 2,500 again assume the leadership 
six months of 1951 retailers mad thev held in 1949 with a total of 12.5 
51.40 percent of their total range sale percent Ihe third best market in 
indicating that they were buving mor 1951 was provided by cities of 100,00 
heavily than they w clling during to 250,000 with 10.5 percent and 
this period Best month im 1951 for towns of 2,500 to 5,000 held fourth 
both retailers and manufacturers wa place with 10.4 percent Most of 
March with 10.48 percent of th these shift relatively small, but it 
vear’s volume for retailers and 12.78 is significant that the 1! percent 
percent for manufacturers. For retail total achieved by cities from 106,00( 
ers the second and third best sales to 250,000 shows a 1.3 percent in 
months in 1951 were January and crease from the 1950 proportion and 


October, with 9.51 and 9.25 percent 
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ELECTRIC RANGE SALES by STATES, 1946-1951 















STATE 


Maine 

New Hampshire 
Vermont 
Massachusetts 
Rhode Island 


Connecticut 
New England 


New York 
New Jersey 
Pennsylvania 


Middle Atlantic 
Ohio 


Indiana 
Illinois 
Michigan 


Wisconsin 
East North Central 


Minnesota 
lowa 
Missouri 
North Dakota 
South Dakota 
Nebraska 


Kansas 
West North Central 


Delaware 
Maryland. 

District of Columbia 
Virginia. 

West Virginia 
North Carolina 
South Carolina 
Georgia 

Florida 


South Atlantic 


Kentucky 
Tennessee 
Alabama 
Mississippi 


East South Central 


Arkansas 
Louisiana 
Oklahoma 


Texas 
West South Central 


Montana 
Idaho 
Wyoming 
Colorado 
New Mexi: 
Arizona 
Utah 
Nevada 


Mountain 
Washington 
Oregon 
California 

Pacific 


UNITED STATES 


1946 


4,797 
2,455 
1,827 

12,962 
3,368 
9,707 


35,116 


25,866 
9,536 
39,114 


74,516 


47,279 
20,556 
32,433 
42,082 
14,218 


156,568 


15,588 
12,448 
18,044 
2,798 
2,569 
6,281 
5,539 


63,267 


J43 533 
l ‘ 


11,363 
7,594 
15,074 
7,023 
12,334 
16,502 


83,423 


6,110 
19,357 


38,314 


2,969 
2,741 
2,683 
14,561 


22,954 


3,483 
5,367 
1,085 
5,082 

7199 
1,542 
6,681 
1,656 


25,695 
24,781 
19,243 
27,123 
71,147 


571,000 


1947 


69,500 


56,003 
91,431 
86,432 


163,866 


86,314 
44,400 
67,843 
71,987 
31,021 


301,565 


30,310 
24,272 


128,583 


2,647 
13,271 
10,840 
24,272 
16,576 
33,862 
14,682 
30,547 
35,047 


181,744 


11,366 
42,624 
22,614 

7,696 


84,300 


6,275 


7,933 
11,011 
1,895 
9,709 
1,302 
3,670 
13,379 
4,026 
52,925 
56,122 
39,427 
60,621 
156,170 


1,184,000 


1948 


10,788 
7,139 
3,490 

30,461 
7,774 

21,418 


81,070 


74,566 
23,797 
110,579 


208,942 


94,238 
58,383 
71,075 
71,393 
41,566 


336,655 


183,875 


3,173 
14,754 
10,630 
36,490 
26,653 
62,191 
31,413 
54,258 
53,465 


293,027 


25,067 
75,359 
38,710 
12,692 


151,828 


9,995 
5,235 
10,630 
38,552 


64,412 


10,471 
20,149 
3,014 
15,072 
2,221 
4 449 
16,341 
4,442 


76,152 
69,806 
54,417 
66,316 

190,539 


1,586,500 


1949 


7,241 
4828 
2,204 

26,657 
6,087 

15,428 


62,445 
52,895 
16,372 
68 ,322 


137,589 


54,994 


35,053 
38,621 
42,610 
25,398 


196,676 


19,101 
19,836 
26,447 
8,396 
7,346 
13,119 
9,236 


103,481 


2,414 
9,446 
6,717 
27,602 
18,051 
54,994 
26,552 
38,412 
43,029 


227,217 


19,521 
60,766 
32,010 
10,285 


122,582 


7,661 
3,568 
5,457 
24,944 


40,930 


6,507 
11,649 
1,889 
9,131 
1,784 
2,414 
9,550 
3,149 


46,073 
42,820 
32,115 
37,572 


112,507 


1,049,500 


1950 


121,050 


99,142 
33,412 
124,154 


256,708 


104,071 
54,956 
66,277 
82,709 
42,358 


350,371 


30,856 
28,482 
46,740 
10,955 
10,407 
23,188 
18,258 


4,565 
16,432 
13,876 
45,097 
31,221 
89,100 
43,454 
64,633 
77,962 


386,340 
31,404 
95,672 
51,305 
15,519 


193,900 


9,312 


73,032 


10,590 
18,806 
3,286 
15,154 
4,199 
4,382 
16,797 
5,478 


78,69% 
75,223 
53,861 
67,737 
196,821 


1,825,800 


168,886 


1951 


7,069 
5,682 
2,356 

45,738 

11,088 

28,829 


100,762 


86,348 
26,472 
98,545 


211,365 


81,497 
41,857 
49,064 
70,548 
33,541 


276,507 


22,730 
19,265 
32,017 

9,286 

7,623 
15,662 
12,613 


119,196 


292,030 
24,255 
60,568 
33,126 
10,256 

128,205 

6,930 
4,296 
5,683 
31,462 
48,371 


7623 


14,414 
4,297 


57,301 
52,668 
37,145 
62,370 


152,183 


1,386,000 


TOTAL 
SIX 
YEARS 


49,932 
33,999 
16,241 

197,015 
48,192 

124,634 


469,943 


394,820 
131,020 
527,146 


1,052,986 


468,393 
255,205 
325,313 
381,329 
188,102 


1,618,342 


157,137 
137,143 
205 406 
50,445 
45,840 
96,576 
74,741 


767,288 


17,742 
14,614 
62,929 

179,197 

124,350 

320,917 

154,863 

246,199 

282,970 


1,463,781 


117,723 
354,346 
186,729 

60,331 


719,129 


43,142 
28,372 
39,191 

184,341 


295,046 


46 607 
78,209 
13,802 
65,098 
13,770 
19,222 
77,162 
23,048 


336,918 
321,420 
236,208 
321,739 
879,367 


7,602,800 



























































6.18 


5.19 
1.72 
6.94 


13.85 


6.16 
3.36 
4.28 
5.02 
2.47 


21.29 


2.07 
1.81 
2.70 
66 
60 
1.27 
98 


10.09 


1.55 





2.46 
19 


9.46 





4.43 
4.23 
3.11 
4.23 
11.57 
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Electric Water Heaters 





Worst year since 1946 gives water heaters only 
680,000 units and a $90-million gross. Dealer share in 
the market also shrinks. Hope for 1953 lies in renewed 


utility activity 


Ss LECTRIC torage water heater 
kk sales slid down this past year to 
the lowest point ince 1946 

lotal unit sales of 720,000 (as com 


pared with 845,000 in 1951, 990,000 
im 1950), coupled with a $3 drop in 


the average price to $132, meant a 


gross return to the industry of only 
595,040,000 as compared with th 


1951 figure of $114,075,000 

If distribution continued to follow 
the trend begun in 1950, appliance 
dealers got an even smaller share of 
this diminished business than they did 
in previous years. In 1949 they 
accounted for 35.5 percent of sales, in 
1950 they had 31.2 percent and in 
195] Meanwhile, 
over the same years, plumbing and 
heating outlets increased their share 
from 19.7 percent to 28.4 percent, for 
the first time since the war capturing 
market leadership. Other types of out 


only 27.3 percent 


lets maintained relatively stable posi 
tions. In 1951, department stores had 
a 5.8 percent share, furniture stores 


had 5.4 percent utilities 8.3 percent, 
hardware stores 7.3 percent 
iles is reflected in 


utility reports from all but two sections 


he decline in 


of the country lor example, the 
Middle Atlantic States reported sales 
of 19 units per 1,000 customers in 


1951, only 16 in 1952. The South 
Atlantic States dropped from 30 in 
1951 to 27 in 1952. The two regions 
which showed gains were New Eng 
land, up to 13 units per 1,000 cu 
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tomers from the 1951 figure of 12, and 
the East South Central states (Ky., 


l'enn., Ala., Miss.) up from 21 units 
to 26 units per 1,000 customers The 
best individual state record was set 


by Idaho, which jumped from a 195] 
figure of 54 units per 1,000 customers 
to 75 units per 1,000 customers in 
1952. Oregon, leader in 1951 with 
72 units, dropped to second place with 
70 and third place was retained by 
North Carolina with 56 units as com 
pared to 1951’s 57 units 


Sales by Months 


As with most other major appliances, 


the first six months of the year were 
the worst, with manufacturer sales off 
5.6 percent from 1951 through June 
In July sales swung ahead by 5.57 pet 
ent and in September registered a 15 
percent increase over the same month 
of 1951. But it was too late to save the 
yearly total 
contrast to heater 
makers had their best sales months in 
the first half of the year. During 1951 
retailers, too, had many of their best 
‘ales months in the first half, doing 
3.88 percent of the year’s business in 
January, 8.39 percent in February, 
8.37 in March, 8.10 in April, 9.31 in 
May, and 8.66 in June—a half year 
total of 51.71 percent. The 1951 bal 
ance was even heavier for manufac 
turers. In the first half of that year 
they made 61.48 percent of their total 
sales, indicating that in 1951, at least, 


This record is in sharp 
1951, when water 


FIVE YEAR ELECTRIC WATER HEATER SALES 
IN UNITS AND DOLLARS 


720,000 
$ 9° 4 


wo 

a 

° 
wo 
wo 
So 
° 
° 
°o 


1,040,000 


Retail Value 








Two 


YEARS STATISTICAL SUMMARY 
Water Heaters, Storage 











1952 1951 
720,000 ... Units Sold. RSME 
$132 Average Retail Price $135 
$95,040,000 Retail Value $114,075,000 

Jan, 1953) Jan. 1952 
5,821,400 Homes Owning 5,230,000 
36,485,200 Homes Without 35,737,000 








their business was decidedly more sea 
sonal than dealers’. 

Among NEMA member sales the 
most significant change in the popu 
larity of various sizes was the gain 
made by the non-table top models in 
the 35-44 gallons classification, which 
jumped from 5.60 perecnt in 195] 
to 7.89 percent in 1952 (first nine 
months). ‘he jump represents a re 
covery to the status of 8.69 and 8.95 
percent held in 1950 and 1949. Sec- 
ond biggest gain was made by tanks 
in 55-69 gallons classification. ‘These 
went from a 1951 share of nearly four 
percent to 5.52 percent in 1952. 

Still the biggest sellers among wate 
heaters are 45-54 gallon tanks, which, 
including both table top and non- 
table-top models, accounted for 34.80 
percent (first nine months) of the 
market in 1952 as compared with 
39.42 percent in 1951. 

During 1952 (first nine months) 
tanks in sizes from 21 to 34 gallons 


j- 


accounted for 27.48 percent as com- 


JANUARY, 


pared with 25.58 percent in 195] 
Models in sizes from 35 to 44 gallons 
accounted for 18.72 percent of the 
first nine months of the 1952 market 
and those in the 70 to 84 gallons 
sizes accounted for 9.27 percent 


Sales by Size of Market 


Distribution of water heaters in 195] 
no 1952 figures yet available) stuck 
fairly close to the 1950 pattern by size 
of market area—with one notable ex- 
ception. Cities with populations of 
100,000 to 250,000 suddenly jumped 
into a tie for third place with a per 
centage of total sales of 10.8, better 
than a three percent increase over the 
1950 figure of 7.4. The best markets 
are still towns of 1.000 to 2.500. 
which accounted for 15 percent of 
total sales in 1951 as compared with 
14.7 percent in 1950. ‘Towns of under 
1,000 declined somewhat in impor 
tance, going to 12.3 percent in 1951 

(Continued on page 104) 
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WATER HEATER SALES BY STATES, 1947-1951 


(Manufacturers’ Shipment) 











TOTAL 
STATE 1947 1948 1949 1950 1951 FIVE 
YEARS 

Maine 6,942 10,352 5,407 6,496 5,969 34,716 
New Hampshire 3,246 5,195 3,217 3,445 3,399 18,432 
Vermont 3,246 2,665 1,164 1,476 2,155 10,706 
Massachusetts 8,656 11,992 16,976 28,247 17,575 83,446 
Rhode Island 2,164 3,178 2,601 3,346 3,316 14,605 
Connecticut 15,148 17,425 10,815 15,747 15,088 74,223 

New England 38,952 50,737 40,180 58,757 47,502 236,128 
New York 40,034 42,127 32,172 44,486 40,206 199,025 
New Jersey 22,722 17,835 13,553 19,290 15,917 89,317 
Pennsylvania 78,986 78,105 53,254 81,590 68,227 360 162 

Middle Atlantic 141,742 138,067 98,979 145,366 124,350 648,504 
Ohio 68 166 52,993 32,925 57,773 52,559 264,416 
Indiana 55,182 43,768 28,133 44,682 36,310 208,075 
Ilinois 58,428 44,075 29,707 40,352 32,082 204,644 
Michigan 42,198 41,410 24,710 32,282 31,999 172,599 
Wisconsin 38,952 39,360 27,859 37,695 32,497 176,363 

East North Central 262,926 221,606 143,334 212,784 185,447 1,026,097 
Minnesota 41,116 34,339 16,497 22,735 17,326 132,013 
lowa.. 34,624 32,082 23,684 31,298 24,787 146,475 
Missouri , 35,706 29,110 19,166 27,164 24,104 | 135,850 
North Dakota 4,328 8,098 4,723 6,102 5,803 29,054 
South Dakota 6,492 7,892 6,571 8,661 7,378 36,994 
Nebraska 16,230 14,555 9,104 11,909 9,451 61,249 
Kansas 8,656 7,277 4,312 5,019 4,062 29,326 

West North Central 147,152 133,353 84,057 112,888 93,511 570,961 
Delaware 2,164 2,768 2,053 2,953 2,901 12,339 
Maryland 11,902 9,942 6,366 12,499 11,855 52,564 
District of Columbia 8,656 5,228 3,902 5,610 4,394 27,790 
Virginia 25,968 28,700 21,972 29,329 22,714 | 128,683 
West Virginia 11,902 14,145 8.214 | 11,712 11,09 | 56,999 
North Carolina 35,706 46,432 39,222 58,461 48 662 228 483 
South Carolina 18,394 27,060 16,770 26,967 25,782 114,973 
Georgia 32,460 32,698 19,645 33,660 33,326 151,789 
Florida 45,444 47,253 31,008 54,328 51,481 229,514 

South Atlantic 192,596 214,226 149,152 235,519 212,141 1,003,634 
Kentucky 11,902 14,042 8,556 13,090 12,103 59,693 
Tennessee 40,034 37,310 23,204 33,266 26,279 160,093 
Alabama 22,722 21,628 14,854 21,062 15,171 95,437 
Mississippi 5,410 7,277 3,765 4,232 3,399 24,083 

East South Central 80,068 80,257 50,379 71,650 56,952 339,306 
Arkansas 5,410 5,330 3,902 3,937 3,233 21,812 
Louisiana 2,164 2,767 2,327 2,263 2,321 | 11,842 
Oklahoma 2,164 3,280 2,122 1,575 1,244 10,385 
Sous 15,148 16,605 10,131 14,763 | 11,440 68,087 

West South Central . 24,886 27,982 18,482 22,538 18,238 112,126 
Montana 5,410 5,535 | 3,560 4,035 2,653 21,193 
Idaho 14,066 13,838 8,556 8,956 5,471 50,887 
Wyoming ‘ 1,082 1,537 890 886 663 | 5,058 
Colorado 12,984 10,250 7,872 9,645 7,130 47,881 
New Mexic 1,082 1,333 1,232 1,476 1,492 6,615 
Arizona 5,410 3,690 1,848 2,067 1,658 14,673 
Utah 15,148 12,095 7,803 11,220 7,627 | 53,893 
+ eh 5,410 3,177 2,943 4,499 4228 | 20,187 

Mountain 60,592 51,455 34,704 42,714 30,922 220,387 
Washington 40,034 38,437 23,821 27,754 19,067 149,113 
Oregon 28,132 36,490 20,740 27,066 15,834 128,262 
California 64,920 32,390 20,672 27,164 25,036 170,182 

Pacific 133,086 107,317 65,233 81,984 59,937 447,557 
UNITED STATES 1,082,000 1,025,000 684,500 984,200 829,000 4,604,700 





.76 
40 
.23 
1.81 
32 
1.61 
5.13 
4.32 
1.94 
7.82 


14.08 


5.74 
4.52 
4.44 
3.75 
3.83 


2.87 
3.18 
2.95 
63 
.80 
1.33 
64 


12.40 


28 
1.14 

.60 
2.80 
1,24 
4.96 
2.50 
3.30 
4.98 


21.80 
1.30 


3.48 
2.07 





(Projected to Industry Totels from State Figures Reported by Portion of NEMA Water Heater Membership) 
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Vacuum Cleaners 





Sales compare favorably with 1951 total as 


new models and expanded advertising create public 


interest and channel more sales through dealers. Out- 


look for 1953 is for a further increase 


of the fe bright spots of 
ile Almost ever 


V \CUUM cleaners provide one 
/ a 1 195 


other dp 


uffered a more or | 


pliance eriou 
decline, but vacuum cleaner purred 
by the introduction of several radically 


in outburst of adver 
fising and promotion, actually went 
ihead to a total of 2,85 

vhich, compared with 1951's 2,729 


100 units, and coupled 


new models and 


5,000 units, 
with an in 
crease in the average price level, meant 
volume 


a substantial gain in dollar 


lhe rise m saturation, while not as 
tartling as 1951's gain from 52.8 pet 
cent of wired homes to 7, never 


theless moved upward another notch 
to 59.4 percent of the nation’s 42 
306,598 wired homes. In other words 


ome 25,145,000 cleaners are now in 
use, 

Sales thi past 
better by 
most other appliances, did not ap 
proach the record of 1950 when some 
3.529.000 unit 


homes or of 


although 
comparison to 


ycar, 


measurably 


passed into consumer 
1947 when 3,801,000 
units were sold. In fact, with the ex 
ception of 1951, 1952 gave the in- 


dustry the lowest total figure sinc 
1946, 
For vacuum cleaners, one of th 


oldest of all appliances, to go against 
the tide of decline that affected 
nearly all major items is one of the 
major merchandising feats of the year 
Several things prompted it. First and 


foremost were the introduction of 


| 1952 


195) 


1950 


1 


1949 


| 


2,889,518 
$ 221,794,30 


industi 


eral new ty Phe 
ck peratel needed omething new t 
talk about. They got it in the form 
of new designs introduced by, among 
others, Apex, Landers, rary & Clar! 
ind, near the Eureka. Part 


ind parcel of the introduction of n¢ 


vear’s end 


1 substantial increase in 
the advertising used to announce and 
them. ‘l’o 
least, this was a belated recognition b 
manufacturers of the fact that 
they could no longer count on dealer 
to do a “real, old-fashioned, specialty 
elling job” and that if they wanted 
consumers to become interested in 
ind buy their cleaners they were go 
ing to have to accomplish a great deal 
of it themselves through more adver 


leaners wa 
ome degree, at 


promote 


ome 


tising, and using more and_ better 
dealer displays. 

Still another factor in the 1952 
record was the effect of the first 


Vacuum Cleaner Conference, held in 
late 1951 for home economists, hom« 
demonstration agents and magazine 


editors. ‘These women, carrying back 
to their jobs a better understanding 
of the uses and abilities of cleaner 


materially increased public interest 
More Cleaner Dealers 


That dealers felt this heightened 
interest in cleaners is reflected in the 
fact that during 1952, according to our 
Replacement and ‘Trade-In Survey, 
72.4 percent of the respondents sold 


them, a slight increase over the 195] 


FIVE YEAR VACUUM CLEANER SALES IN UNITS AND DOLLARS | 
(Floor Units) 


2,855,000 
| : 


2,729,100 


at 





$280.3 





1948 


[ 


| 





GE Units Sold [ 
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—) Retail Value 


3,360,800 
$ 257,542,70% 
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*Floor Units Only 


















































































































TWO YEARS STATISTICAL SUMMARY 


Vacuum Cleaners 


1952 1951 

2,855,000 ...........FLOOR Units Sold........... 2,729,100 

$91.52 . . Average Retail Price. . $86.07 
$261,289,600 Retail Value. . $234,893,600 

153,000 HAND Units Sold 176,000 ; 
$30.85 . Average Retail Price ; $30.19 j 
$4,720,000 Retail Value $5,313,500 ' 
Gan. 1953 (lan. 1952 

25,145,000 *Homes Owning 23,640,000 
17,161,600 *Homes Without 17,327,000 











nt and the first up 
ward turn since 1949 

I'he increase in the number of deal 
ers found a parallel in an increase m 
the number of units sold per dealer. 
In 1951 we reported 24 sales per 


figure of 71 perc 


dealer In 1952, projecting eight 
months figures for the vear, dealer 


sold 28.5 cleaners 

Lhe percentage of sales which went 
to homes already owning cleaners was 
very the 1951 figure—69.4 
percent as compared with 67.6 percent 

but the percentage of trade-ins ac 
cepted to total units sold dropped 
substantially—from 38 percent in 195] 
to an even 30 percent in 1952. The 
figures indicate that, with the excep 
tion of refrigerators and washers, 
vacuum Cleaners are sold as replace 
ments to more homes than any other 
appliance and that trade-ins are in- 
volved in just as many cleaner sales as 
in range sales and are again exceeded 
only by washers (62.3 percent) and re 
frigerators (59.3 percent 


close to 
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Each year the figures show that the 
cleaners taken in trade are 
less valuable to the dealer. The fol 
lowing table shows what dealers did 
with trade-in cleaners in 1950, 1951] 
and 1952: 


less and 


Dispositions of Cleaner Trade-Ins 


Rebuilt & Resold On 

Junked Resold “As Is’ Hand 

1950 23.5% 31.2° 22.9% 22.4 
1951 34.7 £3 20.1 17.9 
1952 36.4 23.9 16.9 22.8 
[he proportion of cleaners thrown 
iway as useless shows a steady rise 


over the three-year period and the per 
centage which dealers were able to re 
build and resell has dropped con 
sistently, as has the percentage of 
cleaners in good enough condition to 
be resold as-is. The net result, of 
course, is that dealers have been -left 
with more cleaners on hand. 
According to the 213 utilities an 
(Continued on page 104 
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RETAIL 


SALES 
RECORDS! 


COAST TO COAST! 


Backed by the industry’s heaviest national adver- 
tising drive, Lewyt dealers rack up the biggest 
cleaner-sales in their history! 


“Sold 41 Lewyts in 30 days—Lewyt outsells every other cleaner in 
our store 3-to-1”’ hails Omaha dealer! From Cincinnati... “sold 62 
Lewyts with 2 small ads!” “1 ad sold 20 Lewyts” wires Cleveland 
dealer! 

No wonder—when Lewyt dealers have at their command the hottest 
merchandising plan in the entire appliance industry! No wonder— 
when Lewyt pours $1,000,000 national advertising into its Fall 
campaign alone! 

And no wonder dealers can count on even bigger profits in ’53! Lewyt’s 
piling on MORE ads in America’s top magazines! MORE radio, TV! 
MORE outdoor posters! MORE promotions! MORE newspapers! 
MORE of every advertising force known! Now is the time to... 


>:SLEWYT 


WORLD’S MOST WANTED 
VACUUM CLEANER 17TH FLOOR 


FURNITURE MART 















Q 


CHICAGO JAN. 5 TO 16 


LEWYT CORPORATION, Vacuum Cleaner Div., Dept. M-1, 60 Broadway, Brooklyn 11, N. Y. 
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Mr. Dealer: 


Chromalox “Supreme” 


“2.Units-in-]” 















































eee! 


(Cy he <== ao 
| ae» 


gives you all the 
selling features 


of 

modern 
electric 
surface 
cooking 




















INNER COIL HEAT that saves 
up to 45% of the electricity 
used in coffee percolators and 
small pans. 


OUTER COIL HEAT that 
allows uniform, economical 
cooking in large utensils and 
frying pans, 


UNIFORM OVERALL HEAT 
that goes evenly into the 
largest utensils for maximum 
cooking speed. 


\ 
EASIEST CLEANING—Only one part to 


removel Unit lifts up, pan comes out for 
thorough dishpan washing. Adaptor Rings 





f poe o 


LONG, EFFICIENT LIFE—Tests by Elec- 
trical Testing Laboratories prove that 
Chromalox Units maintain their efficiency, 








even after years of heavy use. wipe clean with a damp cloth. | 
a Se eS ae sie ieee 
porto errr e eee eres ow oee on ae as eae ee oes ow = 

1 

OZ. / " Range Unit Division, Edwin L. Wiegand Co. ' 
ROC; y 7525 Thomas Bivd., Pittsburgh 8, Pa. acco | 

1 

cas Ie f Please send me “The Switch is on” \ 

i 

Send for Name- — ‘ — me § 

: | 

this book Company —— on ' 

it's loaded with valu- Street — — : 
able information that j 
will help sell more City Zone State ' 
electric ranges. : H 
u ' 
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CHROMALOX 
Electric Cooking at its Bac 
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Water Heaters 





from the 1950 figure of 13.7 percent. 
l'owns of 2,500 to 5,000 also declined, 
to 10.8 percent in 1951 from 12.9 
percent in 1950 


Replacement Survey 


Of 246 dealers who replied to our 
qu¢stionnaire on replacement and 
trade-in sales, a total of 171, 69.5 per- 
cent, handle water heaters, a gain over 
last year’s 67.6 percent and only slightly 
under the 1950 percentage of 70.9. 

These dealers say that during the 
first eight months of 1952 they sold 
an average of seven units each. Pro- 
jecting this for all of 1952 brings an 
estimated total of 10.5 units per 
dealer, substantially less than the 1951 
total of 13 units, and even more un- 
favorable by comparison with the 24 
units per dealer sold in 1950. At an 
average $132 per unit, dealers in 1952 
realized a gross of only $1,386 on sales. 

However, water heater sales still in- 
volve fewer trade-ins than many other 
major appliances. During 1952 only 
18.9 percent of sales were replace- 
ments (20.5 percent in 1951) and only 
7.9 percent of sales actually involved 
a trade-in. During the same period, 
trade-ins were involved in 59.3 percent 
of refrigerator sales, 30 percent of 
range sales, 62.3 percent of washer 
sales, 30 percent of cleaner sales, and 
12.3 percent of television sales. 

The disposition that dealers made 
of the trade-ins accepted varies from 
the 1951 pattern most sharply in the 
percentages rebuilt and resold and 
those resold While the 1952 
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Vacuum Cleaners 





swering our survey, the East North 
Central states provided the best mar- 
ket with of 49 cleaners per 
1,000 customers, an average among 
these five states (Ohio, Ind., IIl., 
Mich., Wis.) which owes a great deal 
to the remarkable total of 108 clean- 
ers per 1,000 customers which was 
achieved in Michigan. Within the 
continental U.S. the Mountain states 
had the next best record with an aver- 
age of 39 sales per 1,000 customers. 
In this group Utah ranks highest 
with 60 sales per 1,000 customers. 
The Mountain states, which in 1951 
had an average of 34, were with the 
South Atlantic region, which boasts 
sales of 32 units per 1,000 customers 
as compared with 28 in 1951, the only 
areas to show an increase over 1951, 
according to the reporting utilities. 


sales 


1953's Bright Future 


The marketing success of 1952 has 
quite understandably engendered opti- 
mism about the prospects for 1953. 
One manufacturer says that cleaners 
really became a dealer item in 1952 
and that from now on they will control 
the majority of sales. “This,” he says, 
“was brought about by the increased 
number of vacuum cleaner manufac- 
turers who became national advertisers 


JANUARY, 


CONTINUED FROM PAGE 100 


CONTINUED FROM PAGE 102 


Topas ES eiae Ow oa 








hgure of the percentage junked, 46.9, 
compares very closely with the previ- 
ous year, 42.8, the percentage rebuilt 
and resold jumped from 6.5 in 1951 
to 19.8 in 1952 and the percentage 
resold as-is declined from 42 to 22.9, 


The Year Ahead 


Manufacturers agree that there were 
no major design changes in water 
heaters during 1952 and it is likely 
that no outstanding developments will 
be revealed this year. One maker says 
there were no significant changes in 
market trends, “other than an indica- 
tion that some of the electrical manu- 
facturers were recognizing the fact 
that plumbers continue to govern the 
replacement market and _ electrical 
dealers the new market.” 

“For 1953,” says this same maker, 
“we anticipate no great change in the 
water heater business other than a 
stressing of electric water heaters by 
many utility companies which should 
continue electric water heater business 
at a rate comparable to 1952.” 

The possibility of renewed utility 
interest in load-building appliances, 
as a result of pegged rates and a 
decline in power use for defense 
production, would have the same 
beneficial effect on water heater sales 
as it may have on electric ranges. An 
aggressive approach to marketing and 
promotion by the utilities could mean 
a sales differential of several hundred 
thousand units. Without such an ap- 
proach, it is likely that 1953 sales 
will be a close repetition of 1952. End 





and by the fairly large budgets which 
were appropriate d by these companies. 
The industry became engaged in an 
advertising battle which, of course, 
made it difficult for house-to-house 
salesmen to close order 

Another maker believes the out- 
standing marketing trend of 1952 was 
the effort by manufacturers to chan- 
nel sales through dealers with ex 
panded advertising programs and he 
offers the opinion that the success of 
the effort is evidenced by the entrance 
of house-to-house Electrolux into na- 
tional advertising as a counter measure. 

Speaking of his own company, this 
manufacturer says, “We plan to fur- 
ther expand our advertising in 1953 
and I have been told that several of 
our leading competitors contemplate 
doing likewise. I believe that this will 
mean two things in the coming year 
the number of cleaners sold through 
regular dealer channels will be accel- 
erated further and the added result of 
the heavy advertising at the consumer 
level will mean that the total unit 
business for all manufacturers will be 
increased. It has been my feeling 
right along that the cleaner industry 
should be selling from 4.5 to five mil- 
lion units and I believe you will see 
this happens in the near future End 
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All through 1952, dealers proved it over 
and over again— 

In side by side comparison, five out of six 
prospects were thrilled by the extra wide- 
angle viewing, the greater picture visibility 
of Panoramic Vision. 

With these new 521 models for 1953 you 
can bear down hard, too, on proved 





superior fringe area performance — new 
circuit refinements for greater picture 
clarity —even finer tone from a new and 
more highly efficient permanent magnet 
speaker. 


And again in ’53—you get more than stand- 
ard discounts with Stromberg-Carlson— 
your best start on a profitable year! 


*Patent applied for 
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The Invader II —521-CM— 
2l-inch cylindrical picture 
tube. Permanent magnet 
speaker. Tone control. Phono 
jack. Built-in antenna. Hand- 
some cabinet in mahogany 
finish Perma-veneer. 





The Panavue—521-T—21-inch 
cylindrical picture tube. Per- 
manent magnet speaker. Tone 
control. Built-in antenna. Com- 
pact cabinet in Honduras ma- 
hogany veneers. 


“There is nothing finerthana SPTROMBERG-CARLSON i 


Stromberg-Carlson Company, Rochester 3, N. Y. 
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Dishwashers and Focd Waste Units 





Second year of declining 
industry sales catches up 


with dishwashers and dis- 
posers. Utilities report 
sales of five to every 1,000 
customers and regional 
sales are higher in Pacific 
area. 


Y EITHER dishwashers nor dis 
N posers set any records in 1952 
Dishwashers, with 210,000 
units, were the poorer performer, off 
19.2 percent from the 1951 total of 
260,000 while the disposer total of 
275,000 units represented a 22 percent 
drop from the all-time high of 350, 
000. During 1951 both of these appli 
inces belonged in a small and exclusive 
group which actually made gains that 
year and it was felt then that this reluc 
tance to follow the general downward 
trend might signify that these two ap 
pliances were finally beginning to come 
in to their own. Now, it appears, this 
was an optimistic estimate 
Since there was no appreciable in- 
crease in the average retail price of 
either product, it follows that total 
retail sales value of $63,000,000 for 
dishwashers and $35,750,000 for dis 
posers also means substantially less in 
come for all levels of the industry 
Dishwashers now have a saturation of 
3.0 percent and disposers have a 3.3 
percent saturation, both of which fig 
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FIVE YEAR DISHWASHER SALES IN UNITS AND DOLLARS 
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TWO YEARS STATISTICAL SUMMARY 


TWO YEARS STATISTICAL SUMMARY 











Dishwashers Food Waste Disposers 
1952 1951 1952 1951 
210,000 . s+. Units Sold. .... 260,000 275,000 . . .Units Sold .. . 352,000 
$300 . Average Retail Price ... $300 i} ae Average Retail Price o 00s Bee 
$63,000,000 Retail Value $78,000,000 $35,750,000 Retail Value $47,520,000 
Gan. 1953) (Jan, 1952) Van. 1953 Jan. 1952) 
1,253,000 Homes Owning ‘ 1,050,000 1,379,300 Homes Owning 1,131,800* 
41,053,600 Homes Without 39,917,000 40,927,300 Homes Without 39,835,200 
“Revised 
ures represent a slight increas ord during the year. ind December (4.65 percent 


the 1951 percentages of 2.6 and 2.7 

A study of NEMA sales figures r 
veals that dishwasher sales were badly 
off in 1952 until July. In their worst 
month, March, they were off nearly 
74 percent from the previous year. In 
July they suddenly exceeded the pri 
vious year’s mark by 40 percent, in 
creased the comparison to 111 per 
cent in August and stayed ahead by 
nearly 22 percent in September. Food 


waste units had a somewhat similar 


260,000 
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Retail Value 


As for retail sales during 1951, Feb 
ruary, March and October, with 10.49 
percent, 10.45 percent, and 11.68 per 
cent, were the three best sales month 
Ihe three worst months were Jul 
(4.90 percent), June (5.39 percent) 
and August (6.19 percent 

Disposer sales hit their 1951 peak 


Sales by Months 


hese figures don’t agree at all with 
the 1951 pattern, according to this 
magazine’s second annual study of 
manufacturer and _ retail For 
example, in 1951, manufacturer sales 
hit their highest levels during the first 
‘ix months. July, with 5.44 percent it both the manufacturer and retail 
of total sales, was the third worst levels during the first three months of 
month of the year, exceeded in low the vear 

1 


volume only by August Continued on page 10 
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. 95 
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FIVE YEAR FOOD WASTE DISPOSER SALES 
IN UNITS AND DOLLARS 


RO SRE RM 
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Retail Value 
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' “ITS A TRUE 
: BLUE-RIBBON 





TUBE” 
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Only Sylvania tubes showed NO FAILURES 
after 1400 hours... at accelerated voltages 


Exhaustive tests conducted under 
the supervision of an outside impar- 
tial laboratory, the United States 
Testing Company, showed Sylvania 
Picture Tubes lasted longer than 
any others tested. 

These tests included the picture 
tubes of nine leading manufactur- 
ers. All tubes were placed in identi- 
cal test racks and tested under iden- 
tical accelerated voltages. At the end 
of 1400 hours, only the Sylvania 


MERCHANDISING—JANUARY, 


SYLVA 


Picture Tubes showed no failures. 

These tests definitely establish the 
outstanding dependability of Syl- 
vania Picture Tubes. They prove 
that these tubes will best uphold 
your reputation for fine performance 
in the sets you manufacture, sell or 
service. Send today for complete de- 
tails about Sylvania Picture Tubes. 
Sylvania Electric Products Inc., 
Dept. 3R-1101, 1740 Broadway, 
New York 19, New York. 


hig 
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SYLVANIA PICTURE TUBES 


Lasted Longer than others tested! 


' BEST IN 

:  OVER-ALL 

' POINT ‘ 
‘ QUALITY! | 


oe oe ae me ow oe mm we . | 


HAS cywania 


| Al " OUTLASTED 
Al 


Y % ALL TUBES 
> TESTED 


TESTS CONDUCTED 
BY U.S, TESTING 
COMPANY {/:# 








RADIO TUBES; TELEVISION PICTURE TUBES; ELECTRONIC 

PRODUCTS; ELECTRONIC TEST EQUIPMENT; FLUORESCENT 

TUBES, FIXTURES, SIGN TUBING, WIRING DEVICES; LIGHT 
BULBS; PHOTOLAMPS; TELEVISION SETS 
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SELL QUALITY 
IN QUANTITY 


WITH THE 


HURRICANE LINE 


: * 





90 model for big o* 
tate and sub 
Packed with 





power ac f 
mina. 

































You'll miss a golden opportunity if you don’t display the 
famous Hurricane line next spring. Dealers find Hurricane 
a cinch to sell. Customers are overwhelmed by the superior 
quality of these precision-built rotary power mowers . . 
quality that has never failed to prove itself in sales. 

The fact that Hurricane is a big-profit, big-volume line has 
been established again and again. Why else did Hurricane 
dealers double and even triple their orders last season? 

If you're interested in making more money on power mow- 
ers, it will pay you to stock the Hurricane line. Get the 
straight story on these easier-selling mowers today. Send the 
coupon below for complete details. 


“ay 






Hurricane Glider — the economy 
model. 2 h.p. engine — 18” cut- 
ting swath. A top-quality mower 
at a budget price. 


Hurricane Junior — 18” replica 
of the big Hurricane. Trim, light- 
weight — for small and medium- 
sized city lawns. 2 h.p. engine. 


Engineering Features That Gear Hurricane For Quick, Easy Sales 


@ 4-cycle, 2 h.p. gasoline engine © automatic governor control for 
constant engine speed e full-floating friction drive ¢@ adjustable 
cutting height — 4" to 34%" @4 large, equal-diameter wheels 
@ special hinged safety guard and grass throwout e folding handle 
for easy starting and storing © parts and service always available 





Parts Always Available 


Spare Hurricane parts are always in stock. Orders shipped the day 
received. All new modifications fit any model in the line — no matter 
what year it was produced. No Hurricane ever becomes obsolete! 


alttaateslite 


National Metal Products Co., Inc. 
Dept. E-9 2722 Cherry Street, Kansas City 8, Missouri 


























r ROTARY POWER MOWERS . macs 

| National Metal Products Co., Inc Show me how the Hurricane line 
| Dept. E-9 2722 Cherry Screet can make me more mower moncy 
, Kansas City 8, Missouri 

| Name 

j Address 

| City Stace 

! 
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According to the 208 utilities (in 
the U.S. only) responding to this 
year's survey, dishwashers were sold to 
five out of every 1,000 domestic power 
customers during 1952. The East 
South Central region (Kentucky, 
l'enn., Ala., Miss.) provided the high- 
est rate of the nation with an average 
of 12 sales per 1,000 customers. 
‘Tennessee and Alabama were respon- 
sible for the record with sales of 14 and 
16 sales per 1,000 customers. 

No other region even came close to 
this record, the next three highest be- 
ing the West South Central, Moun- 
tain and Pacific states with an average 
of six each. Among individual states 
Nevada led with a record of 26 sales 
per 1,000 customers, followed by 
North Dakota and Alabama, with 16 
each, Tennessee and Oregon with 14 
each, the District of Columbia with 
11, and Idaho and Wyoming with 10 
each. 

The best market for food waste dis- 
posers was the Pacific region, with an 
average of 12 sales per 1,000 cus- 
tomers, a record owed primarily to the 
13 sales per 1,000 customers made in 
California. The best individual score 
was attained by the District of Co- 
lumbia with 16, followed by Nevada 
and California with 13 each, and 
Michigan, with 11. 


The Trouble with Sales 


The sad sales story of 1952 reflects 
more than just a general decline. As 
some manufacturers have said, a short- 
age Of copper was partly responsible, 
but, more important, dishwashers and 
disposers are still pioneering items. 
And they didn’t get the sales push in 
1952 that they need to sell in volume. 
hat they can be sold is indicated by 
the experience of one metropolitan 
New York distributor. He placed his 
units in a chain store group where a 
competitive make of dishwasher was 
not producing good results. He also 
used his own men to set up action dis- 
plays, man the displays, and instruct 
dealer personnel. Within a very short 
period he had jumped the chain’s dish- 
washer sales several times. 

One of the biggest manufacturers of 
both dishwashers and disposers, Hot 
point, has recognized this need for 
an extra push in a study which says, 
“There is general agreement (among 
manufacturers) that a new approach 
is needed if this high profit item (the 
dishwasher) is to join the ranks of the 
big sellers. . . The factory should ini- 
tiate the planning, with the realization 
that the distributor salesman is a key 
link in any unified selling activity.” 

Hotpoint follows its own statement 
that it is spending five times more 
money advertising dishwashers, in 
proportion to sales, than any other 
appliance by wondering if perhaps 
makers are top-heavy on advertising 
and “short on the other elements 
of a well-rounded educational activity.” 

The company points out that 
dealers do very little dishwasher ad- 
vertising, even On a cooperative basis, 
that less than ten percent of dealers 
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sell dishwashers, and that an even 
smaller percentage is merchandising 
aggressively. 

To sell dishwashers, says Hotpoint, 
the first important step is to sell the 
distributor salesman. Once this has 
been achieved, usually through a 
manufacturer’s field specialist, the 
salesman and the specialist should set 
up a dishwasher sales program along 
the following lines: 

1. Completely canvass the area for 
dealer reaction on potential. 

2. Study local plumbing and elec- 
trical codes. 

3. Find out what plumbers charge 
for installations and try to sell them 
on doing the work on a flat-rate basis. 

4. Discover the city’s official atti- 
tude toward dishwashers and disposers 

5. Set up a plan by which both dis- 
tributor and dealer participate in a 
flat-rate installation program in order 
to sell dishwashers installed. 

6. Call on the dealer to present 
program and get it started. 

7. Follow through with close per 
sonal dealer contact. 

“Our experience,” says Hotpoint, 
“has shown that few dealers are suf- 
ficiently sold on dishwashers to put 
forth the effort to work out a satisfac 
tory installation arrangement. For 
this reason, the factory and distributor 
should accept this responsibility until 
sales are rolling.” 

On the side of the dealer, it must be 
admitted that installation obstacles 
make sales very difficult in many areas. 
As one manufacturer puts it, “Some 
plumbing situations complicate the 
sales picture.” Of course, if the dealer 
is big enough to employ his own 
plumbers and electricians he can 
pretty well lick the installation prob- 
lem, but mass distribution is not going 
to be achieved just through big dealers. 

From one maker’s report that 
under-the-counter models are by far 
the most popular of the three types he 
sells, it is apparent that at least a 
partial kitchen remodeling is included 
in the job more often than not. Here. 
iain, the small dealer without car 
penters, plumbers and electricians is 
at a disadvantage and the recommen- 
dation by manufacturers that he make 
some sort of permanent and/or flat- 


rate arrangements with these other 
trades is not always easily accomp- 


lished and is, indeed, difficult in the 
extreme unless the dealer can already 
boast sufficient volume to make it 
worth while 


What Will Happen This Year 


“The vear 1953,” declares one 
manufacturer, “Should bring increased 
business to the dishwasher industry, 
although it will not be a revolutionary 
change.” Manufacturer estimates of 
1953 sales run as high as 300,000 for 
dishwashers and 400,000 for disposers 
ind as low as 250,000 for dishwashers 
and 325,000 for disposers. Obviously, 
these estimates reflect confidence in 
the future and may indicate intensified 
sales effort in the 12° months ahead. 

End 
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FOR YOU! 
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models make old refrigerators 
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defrosting 


“de-frost-it 80° x Uy 4 


Sell it where outlet for 


refrigerator cord is unobstructed ~~ 
and out of reach of children and 4 ; 
animals. Plugs directly into outlet. ; 


@ You can sell every customer. 
$895 , oe 


& r . © 
es There's a model to suit any outlet 


location... to fit any purse .° 
@ 
°° 





“de-frost-it 90” 


top seller in the market 
Complete with safe refrigerator 
cord and plug. Sell it wherever 
outlet is behind refrigerator 
or awkward to reach 


$995 is 








* Guaranteed by © ge a 
Good Housekeeping Ea & @ & ae 


These features waive “de-frost-it selling easy! 


® Continuous, powerful national advertising support @ Fully guaranteed. Millions of satisfied users 
» Fresh, seasonal promotional advertising material @ Full line — to match any purse 

@ Good Housekeeping guaranteed. U.L. approved. 
Made by the company that specializes in the safe preservation of food. They 
must be good . . . 96% of the manufacturers making automatic defrosting re- 
frigerators for food stores specify Paragon defrosters as standard equipment. 








4 sensational new PARAGON timers for 3 big iiailiens | 














; NIGHTROL ATTIC AND WINDOW FAN TIMERS | 
; Tur heat down i 
at night up in MODEL PF-21 | GENERAL 
rning. Make C lL, AF-2 I ‘L re é 
the r at at truly 4 Fah big Plug-in type auto- ; PURPOSE TIMERS 


automatic. The 
first automatic ¥ 
day-night heat 
control thatevery- 
one can afford 


matic timer for 
window fans. Sell 
extra comfort and 
convenience with 
this dependable 
control. It's port- 


“2 : able shut-off 
on 
$1295 RETAIL \4 $895 RETAIL $995 $995 RETAIL 
SELL THE FULL LINE! Two traffic-building Paragon “de-frost-its’” — plus the practical new raragon timers that meet additional big market needs, 


Ask your distributor about PARAGON ELECTRIC COMPANY 1638 TWELFTH STREET 


the Paragon line, or write: y : TWO RIVERS, WISCONSIN 
World's largest exclusive manufacturer of time controls. 


1953 | 


swing to automat- 
ic home cooling. 
Wall-type timer 
for attic Tone sivate 
off attic fan at 
pre-selected time 


Automatically turns 
on engine heaters, 
radios, appliances, 
etc., at selected time 
between midnight 
and 8 A. M. Safety 





Easily attache to 
thermostat 





RETAIL 


| 
| 
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Featuring two new 
clocks and an 
established top-seller! 


NEW! 


TH F CAROUSEL tne 2H40) 


A brand-new kitchen clock 


with raised, easy-to-see nu- $ 
merals. Shatterproof crystal. > 
In white case with red, yel- 5 
low or white dial. A new 
beauty with plenty of buy- Rise 
appeal! 

Retail price... 


All wrapped up in a new, money-making deal! 


You buy 6 Carousels and 6 other G-E Kitchen 
Clocks. You get 1 Carousel at only half your cost! 























TH F N EW CU F (model 7H200L) 


A luminous alarm in a mod- 


ern, ivory-plastic case. Shat- % > 4 

terproof crystal. The lumin- 

ous feature combined with 

its low price make it a nat- 

ural for quick selling! Ra 
Retail price... 


There’s a good deal on this one, too! 


You buy 6 New Cues and 6 other G-E Alarm 
Clocks. You get 1 New Cue at only half your cost. 
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For a limited time only... A whiz of a pro- 
motion on G. E.’s fastest-selling kitchen 
clock! 


THE CLANSMAN (model 2H30) 


Regularly $6.50* $ * 
NOW SPECIALLY T5 
PRICED AT —7 


for extra-fast turnover! 


Even at $6.50, this popular G-E Kitchen 
Clock sold like blazes! But at this special 
promotional price, it’ll be a real humdinger of 
a seller! Deal starts Jan. 1, 1953. So get your 
order in now while there’s time—and make it 
a good one! General Electric Co., Small Appli 
ance Division, Bridgeport 2, Connecticut. 


Take advantage of these 
new, extra-profit clock 
deals! Call your 
distributor today! 


GENERAL @@ ELECTRIC 
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Get in the profitable G-E Clock business 
with one of these sell-’em-on-sight displays! 


CLOCK CENTE 


a 





Rotary Clock Center. Revolving fixture 


De Luxe Clock Shop. The permanent dis- 
play that is boosting G-E Clock sales for 
over 6000 dealers! Displays 20 clocks at a 
time, plus storage space for more. Shipped 
prepaid, $75.00 





Junior Clock Shop. With new hinged side panels to 
hold 4 kitchen clocks. Takes only three feet of space, 
displays 16 clocks at a time. Shipped prepaid, $27.00. 





that holds up to 14 clocks. It’s all wood 
with felt base—displays kitchen clocks in 
natural hanging position. Only 20 inches 
wide. Shipped prepaid, $10.95. 





3-Second Display. An eye 
catcher. You dare your cus 
tomers to find more than 3 
seconds’ difference. Winat a 
traffic stopper! First customer 
who finds over 3 seconds’ dif- 
ference in time on displayed 
clocks gets a new clock free! 
Get some excitement in your 
clock department for only 
$3.95! 


Your money back if any of these displays does not increase your clock business! 





*Manufacturer’s recommended retail or Fair Trade price. Plus applicable taxes. 
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Steel Kitchen Cabinets 





Despite shortages resulting from steel strike, 


cabinet sales increase $34-million in 1952. Slight 


price increases a possibility this year 


USINESS in the teel kitchen 
B cabinet industry survived last 
April's steel strike. After a 
start at the beginning of the 
many observers found justification for 
their original prediction that it would 

compare favorably with 195] 
The strike did not affect all manu 
facturers the Some 


slow 


yCcal, 


varie were com 


pletely shut down during the strike 


while others drastically reduced thei: 
operations. All, however, were ham 
pered by the shortage of steel 

Looking at the final results for the 
year, some companies reported produc 
tion a few percentage points under 
1951 while several others showed from 
slight to 30 percent increase Indus 
try sales could have been at least 15 
to 20 percent higher with a free sup 
ply of steel. However, even the 195] 
defense effort reduced steel cabinet 
output only about 10 percent below 
1950. It is surprising that an industry 
with such direct need for steel can 
come through the year sometimes bet 
ter than an industry, such as refrigera 
tors or washers, which use propor 
tionately less of the vital metal 

Total sales for 1952 were around 
154 million dollars (2,970,000 units) 
a good increase over the 1951 total of 
$119 million. 

Most manufacturers did not 
their prices in 1952, but one executive 
said that the effects vet to be felt from 
the steel strike 

will bring an increase during 1953 


steel-wage settlement 





raise 











llowever, som¢ 
ported that they have not 
their prices since 1950, in spite of the 
increases in the price of steel, in freight 
rates, and in labor. Whether they can 
continue to do this is a matter of 
conjecture. Most executives are deter 
mined to hold prices at least for the 
beginning of 1953. 


other companies rt 


increased 


What Was New 


Since the consumer is constantly 
demanding some improvement in the 
utility of kitchen cabinets, most re- 
plies to questions asked by Execrri 
CAL MERCHANDISING said that a num 
ber of feature cabinets were added to 
the various lines during the yea 
But with the demand so strong for 
merchandise, and manufacturers try- 
ing their best to supply that demand, 
many had to wait until 1953 to bring 
them out. Revolving corner cabinets 
undoubtedly were the most important 
innovation in the kitchen during 1952 
one company reported 

A large steel company and kitchen 
manufacturer said that it was pretty 
hard to point out any particular devel 
opment for 1952, although the range 
built into the counter top and the sepa 
rate eve level oven set about the coun 
ter top height have gained considerable 
acceptance because they permit addi 
tional storage space beneath the unit 
ind allow greater flexibility in design 
ing the kitchen 


of new ICCCSSOTS 


There were a number 
tems brought out for 


FIVE YEAR STEEL KITCHEN CABINET SALES 


IN UNITS AND DOLLARS 
i ; 
2,970,000 
| j | 
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2,672,10 | 
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$ 
1949 
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TWO YEARS STATISTICAL SUMMARY 


Kitchen Cabinets, Steel 
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1952 1951 H 

2,970,000 . Units Sold. 2,672,100 i 

$51.85 Average Retail Price $44.88 / 
$154,000,000 Retail Value $119,930,900 ? 

' 

/ 

pecialized storage of certain kitchen specialized sales force trained in 


utensils which have also gained ac 
ceptance. Consumers apparently want 
1 compact and efficient kitchen layout 
in 1953, affording them a maximum 
efficiency both in kitchen storage, 
preparation and serving of meals 
Thus, there is every indication that 
the consumer is demanding a greater 
number of features and acce 
her new kitchen. 


ssories 1n 


Who Did The Business 


New construction app¢ ired to pro 
vide about 60 percent of the 1952 
market. However, several manufac 
turers still maintain that remodeling 
offers the most sales opportunities and 
their promotional work will continue 
to seek that business. 

The appliance dealer has the best 
potenti il, manufacturers agree, but ag 
gressive specialists will be favored in 
1953 by manufacturers. They 
think that it is necessary to establish a 
kitchen department manned with a 


some 
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kitchen merchandising. While the 
appliance store, furniture store and de 
partment store all need encouragement 
during the coming year, a couple of 
executives think that some of th 
newer outlets for kitchens, such a 
plumbers and kitchen specialists will 
perhaps, in the long run, develop as 
prime markets for the kitchen cabinet 
manutacturers. 

Another company insists that th« 
kitchen modernization specialist—th« 
plumber, floor and tile company—ap 
pears to be the retailer that received 
the most encouragement in 1952 and 
will continue to receive it in 1953 


What's Ahead 


Opinions on the 1953 outlook a1 
varied. It is generally agreed that con 
trols will be on for part of 1953, and 
that Federal restrictions on the use of 
sheet steel would hurt the industry 
most critically. Price controls always 

Continued on page 116) 
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You need something 
besKeyd-MdeloseMeseMetttceCoith 2-M lols) 
— which Preway has — 
io Une (=) aie ME-{-Lole) ele MM (ole) amb ide) en 
buyers these days. That something 
more — which Preway also has — is 
an eye-catching price tag. In combi- 
nation with functional features and 
quality construction that matches the 
best that others offer, this advantage 
gives you a robust promotional edge 
over competition. And you can afford 
to keep the selling temperature hot, 
not just some of the time, but all of the 
time, because Preway gas ranges like 
the electric, always provide a full prof- 
# margin for you. tararvel miette wonder anon 

When a line like this, does a job Model 35721 Gnce outlet. See open view 
like that, you owe it to yourself to 
know the particulars. Phone, wire or 
write for the hard-hitting facts. 




















giant size oven, broiler be- 
Model 35721 low; two drop-door storage 
compartments 





Model 35795 


loaded with solid con- 
struction features com- 
mon to all Preway gas 
ranges. 


Model 35796 


cove light, electric clock 
ond timer, giant oven, 
broiler below, flush-to- 
wall installation. 


Model 35711 


cove light, electric clock 
and timer, giant oven, 
broiler below, storage 
compartments 





Prentiss Wabers Products Company 
9153 SECOND STREET N., WISCONSIN RAPIDS, WISCONSIN 
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White's exclusive Zinc-in-izing hot-bath, slow cool process is 
so long and leisurely that White's strong steel water heater tanks 
literally soak up the zine. There’s much more zinc in our tanks 
than in ordinary tanks which get only a quick dip in the gal- 
vanizing bath. The result is: White offers a far more durable, 
protective coating, inside and out . . . which means a far better 
product for you to sell... a quality buy for your customers. 


white 
susrrin QUALITY 


FILM OF FLAME. 

Single port burner 

in gas Water-Hotter 

means NO clogging—ever. Amaz- 


buh 


6.9% MORE HOT WATER 

than most utility require- 

ments, in electric models, 
becouse White's exclusive Water- 
ingly fast “pick-up” for PLENTY of Hotter baffle diffuses and tempers 
hot water when you want it. incoming, cold water, 


—plus 14 built-in construction features that prove White's superiority... 
build higher profits for you. For full details of the complete White Proved 
Profit story, write your distributor or mail coupon today, 


WHITE PRODUCTS CORPORATION 
Middleville, Michigan =~ 24. 


ELECTRIC—Round 
or table top models 
GAS--Round 
models only 


“an 


a * Guerentecd by 
Good Housekeeping 








s NATIONALLY ADVERTISED! 


<a? WATER- HOTTER 


er WATER HEATERS 
Leclhic ot Gas 






Woter Heating Specialists 
1930! 


Since 


eeeeeeeeeeeeeeeeeseeeeeeeeeeeeeeseeeeseseeeeeeeseeeseeee 
WHITE PRODUCTS CORPORATION—Dept. M-! 

Middleville, Michigan 

Please send us the White Proved Profits story with ‘Fourteen reasons 

why they buy White My business letterhead is attached 


MAIL COUPON 


Today 


FOR MONEY My Name 
MAKING FACTS! Address es 
City Zone 


Patented Copyriaht. 1963 
hite Products Corp State ‘ - 


County 
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have a way of working themselves out 
and do not usually stay in effect long 
enough to hurt the industry over an 
extended period of time. Material re- 
strictions which hamper production 
in any form not only kill sales and 
incentives, but also obliterate accept- 
ance that sales effort has built up. 

If no world crisis develops in the 
meantime, one executive reported, 
present controls will be relaxed or per- 
mitted to expire in mid ’53. 

Some price increases were reported 
for 1952 from a few manufacturers 
in accord with the increases in cost of 
steel going into their products, which 
was a small percentage. However, the 
OPS didn’t see fit to permit the manu- 
facturer to compensate for labor costs 
resulting from union negotiations in 
1952. Some feel that prices will be 
increased about 2 percent in 1953 to 
cover the additional increased costs. 

Materials such as stainless steel, alu- 
minum and nickel are not expected to 
be short in 1953, but if shortages 
should develop which would reduce 
the production volume, they believe 
that there would be a definite curtail- 
ment in sales promotion efforts and 
advertising. One company has in- 
creased the budget for 1953 slightly 
as an insurance against guessing wrong 
on the possible shortage that they ex- 
pect in steel. 


Some Changes 


There were a number of changes in 
the industry during 1952. Some com- 
panies increased the number of dealer- 
ships during the year and find that the 
active newcomers were the kitchen 
modernization firms and plumbers. 
There were changes in features, such 
as colored cabinets, but one company 
stoutly maintains that, “The public 
appears to be sold on white kichen 
cabinets and kitchen appliances, with 
color entering the kitchen by means of 
colored walls, wall paper and counter 
tops. We further feel that colored 
cabinets in appliances will be, in 
general, limited to special, custom- 
built kitchens in the future.” 

Some evidence seems to point the 
other way. Many companies have of- 
fered colored cabinets this vear that 
did not have color to offer in the past, 


Steel Kitchen Cabinets 
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but there didn’t seem to be any more 
pressure than in 1950 or 1951. The 
consumer actually expected more 
changes in feature cabinets. 

But what about manufacturers? It 
is generally believed by industry off- 
cials that there have been withdrawals 
from the industry, but the facilities 
have been acquired by people who will 
manufacture a similar product. One 
thing that keeps others from entering 
the steel kitchen field is expensive 
tooling. There was a slight reshuffling 
with companies outside the field buy- 
ing up kitchen manufacturers to have 
a wider line in the appliance industry, 
one official explained. One West Coast 
company was reported going out of 
the kitchen cabinet business and de- 
voting their production to other prod- 
ucts. 


Good Improvement 


As for what the manufacturers think, 
it is easy to glance at their feelings 
from the progress of the Steel Kitchen 
Cabinet Manufacturers Association. 
Starting with the highly satisfactory 
number of 17 companies, the present 
membership consists of 22 producers 
of steel kitchen cabinets at the end of 
its first year. 

A sales promotion and advertising 
committee is looking toward establish- 
ing a program of sounder activity. An- 
other committee, a packaging trans- 
portation and traffic committee has 
accomplished helpful results on the 
important subject of transpor rtation 
cost and related subjects, one of which 
is participation in the National Safe 
Transit program. All in all, the Asso- 
ciation under the leadership of M. M. 
Miller, president of Miller Metal Prod- 
ucts, Baltimore, Md., has brought the 
first chance for manufacturers (around 
95 percent of the kitchen cabinet in 
dustry) to discuss and solve problems 
that can’t be handled individually. 

The Association came out of the 
neophyte stage early. Quarterly meet- 
ings have helped the organization solve 
problems as soon as they develop, and 
with a wider membership than any 
other group, there is a better chance 
to continue all phases of association 
work instead of the work on standards 
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“DON’T WORRY, FRED. MISS WILSON STARTS 
WITH HER APRON JUST TO DRAW A CROWD” 








JANUARY, 







1953—ELECTRICAL MERCHANDISING 


No merchandise moves 


















lo help you sell 
more appliances 


The story of the broadest, most effective 
appliance selling operation 
of its kind in America 


it’s the woman 
who counts 


Make no mistake about who does the buying of appliances. It’s 
the little woman. Your appliance sale starts when she finds 
herself with more work than time. 


Look at it this way: Appliances are designed for HER .. . 
to speed her work . . . make her job easier . . . to help 
her take better care of the family. She is the one who 
must be SOLD. 


How? Simply show her the facts in the right way. She is 
constantly looking for time-saving ideas . . . and putting 
them to work in her own home. 


Where is the best place to show her these facts? 


In a magazine like McCall’s where millions of women 
turn every month for homemaking ideas. 


McCall’s special mission is to educate, sell 
women on better ways of doing things.. . 


with appliances. 


McCall’s talks to women as one woman 
to another, enjoying their confidence 

as no other kind of media can hope 

to enjoy it. 


until the woman is sold... 
——— ae = 
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PP Women...women..women PE 
and still more women! So | 


aS 
Over 4,400,000 appliance-buying women buy McCall’s. ‘es 
McCall’s is now the third largest of all magazines. . . and is , 
still growing! 
Every month for the last two years, McCall’s monthly 


circulation has gained over the same month of the preceding 
year. 


This is a record of continuous growth unmatched by any 
other mass magazine. 


ED More appliance editorial 


In 1952, again, McCall’s devoted more editorial space to 
selling appliances than any other mass magazine for women. 

Utility sales executives, polled by a large manufacturer, 
overwhelmingly vote McCall’s ‘‘the consumer magazine do- 
ing the best editorial job of educating readers to the advan- 
tages of owning modern home appliances.” 

McCall’s appliance editorials ring true . . . and for very 
good reasons: 


McCall S knows women. McCall’s is continu- 
ally studying its audience . . . knows how they live and how 
they plan to live. 


McCall's knows appliances. .. is con- 
stantly checking all kinds of appliances under “‘field’’ condi- 
tions in McCall’s ultra-modern test laboratories. Manufac- 
turers have come to value McCall’s appliance testing services. 
Result: When McCall’s speaks out on appliances women (and 
manufacturers) listen. 


over 4.400.000 homemakers get ideagtr 
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More appliance Poe gs 
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More and more appliance advertisers are investing in McCall’s. V'Yte otorola “po 
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In 1952 McCall’s carried more advertising for major appliances Hamilton coRY “i 
and electric housewares than any other magazine in its field. 


McCall’s is the only woman’s service magazine in which these 
advertisers spent more money in 1952 than they did in 1951. 


BLUE CHIP RECOGNITION OF THE POWER OF McCALL'S —” 


Vigorous promotion program 


based on sound selling ideas 


B® How McCall’s Home Service M&McCall’s Home Service Awards 
Bulletin creates appliance sales — .. . encouraging sales efforts by 
Every month public utility Home Service Women and sales Public Utility Home Service Women 


executives, distributors, electrical leagues and top retailers 
7500 in all—receive McCall’s Home Service Bulletin. 


Chock full of timely appliance ideas, the Bulletin sells side by 
side with these people. 


For years McCall’s has worked closely with the nation’s top 
utilities and their Home Service Women. 


Twin awards—for Gas and Electric industries—have been pre- 
sented by McCall’s annually for the past 12 years to recognize 
outstanding Home Service 

achievement. 


Special issues—which include a listing of product literature for 
Home Economics Teachers—have produced requests for millions 
of pieces of advertisers’ literature. 

There is nothing else like it in the industry. 


sper cial 


“lle clk PTL OLe ss 
Met alls A ‘ani Cills inter noes 
ae i< 
‘2 @., 
oy pe < wy i) 


ae 


mn THe 
if Bertes 
OAS / 





McCall’s.. .the 





al 








ERS Seed Mae aE Is 


you sell 


more appliances 


® 48,500 women attend table- 


setting contests which dram- 
atize use of dishwashers 
and automatic laundries 


In May 1952, McCall’s showed its millions of homemakers 
how dishwashers and home laundries make it easy to enter- 
tain graciously and frequently. 


Simultaneously, five great public utilities and McCall’s 
launched table-setting contests, backed by hundreds of 
local dealers to sell dishwashers and automatic laundries. 


Result: Entries from 288 women’s clubs . . . attendance by 
48,500 women. Only a woman’s magazine could do this kind 
of a selling job. Only McCall’s does it so well . . . month after 
month after month. 


® ‘My Kitchen” contest draws 
149,894 requests for entry blanks 


“Plan your kitchen as you'd like it,’’ McCall’s told its 
readers. ‘Clip out appliances from the advertising pages. . . 
go to the stores . . . ask manufacturers for literature. Then, 
paste your plan together and let us see it.” 


Millions of women became permanently dissatisfied with 
their old kitchens because of this great McCall’s editorial 
program. 

Manufacturers received requests for 220,426 pieces of litera- 
ture. Contest winners received $7,500.00 in cash plus com- 
plete duplication of winning kitchens. 


McCall’s received a fortune in information as to what 
appliances women want in their homes. For free copy of 
this report, “My Kitchen,” write Appliance Promotion 
Department, McCall’s Magazine, 230 Park Avenue, 
New York 17, N. Y. 
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Room Air Conditioners 











Both production and sales set all-time records 


as hot weather produces a seller's market; further in- 


creases seen for 1953 


MHANKS to a big assist from the 

weathe business in the 
conditioner industry 
ist year was very good indeed. 

Both sales and production reached 
ll-time high Ihe industry, which 
vent into the 1952 season with fairly 
heavy carry-over inventories from the 
preceding year, sold all it could make 
and its old stocks as well. That’s why 
industry statisticians estimate that 
sales in 1952 from 50,000 to 
75,000 better than the industry’s pro- 
duction of 341,000 units. 

(The 341,000 figure is an industry 
estimate by the Air Conditioning and 
Refrigeration Machinery Assn. It is 
based on 10 month totals, with No 
vember and December production es 
timated. ‘The association’s estimate 
of 1951 production, made late in 
1950, indicated production of 251,000 
units. This has been revised slightly 
downward to 237,500. ) 

Industry experts are convinced that 
they could have sold considerably 
more merchandise during the year if 
it had been available. That’s where 
the carry-over inventory was some- 
thing of a curse. With relatively heavy 
stocks on hand, even the most opti- 
mistic manufacturer had to exercise 
some caution in setting 1952 produc- 
tion rates. Then came the heat and 
the rush for air conditioners. Manu- 
facturers did what they could to 
squeeze some extra units off the lines 
during the height of the season, but 
by the very nature of the industry, 
the product must be on hand when 


rinan, 


room lit 


were 


the hot summer weather hits and sal 


tart to climb. 
1953 Outlook 


he cleaning out of stock in 1952 
augurs well for production in 1953 
since manufacturers will be able to 
peg their current production rates 
without reference to inventories on 
hand. Estimates of units on hand 
(manufacturers’ inventories) at thc 
close of 1952 range from 10,000 to 
15,000 compared to something be- 
tween 55,000 and 75,000 last year. 

It’s interesting to speculate on 
how much more business the industry 
could have sweated out of the public 
during the summer weather if the 
merchandise had been available 
Guesses on this range. One firm says 
the total would have hit 500,000, an 
other says 20 percent higher than it 
actually was, a third says volume could 
have been doubled and a fourth 
guesses that between 50,000 and 75, 
000 additional units could have been 
sold. Manufacturers blame the short- 
ages on overhanging inventory and 
on distributors’ failure to make firm 
commitments in advance for 1952 or 
ders. One firm says uncertainties with 
regards to available materials “made it 
impossible to plan realistically.” 

For the year ahead, manufacturers 
are surprisingly uniform in their sales 
The lowest is 475,000 units; 
several are pegged at 500,000 and one 
firm estimates 550,000. With inven 
tories low at the end of the 1952 sea 
son, almost all of the 450,000 to 500 


guesses. 


FIVE YEAR AIR CONDITIONER SALES 
IN UNITS AND DOLLARS 
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TWO YEARS STATISTICAL SUMMARY 
Air Conditioners, Room 
1952 1951 
341,000 . er “ree 
$360... Average Retail Price ... $365 
$122,760,000 Retail Value $86,687,500 
(Jan. 1953 Gan. 1952) 
560,100 Homes Owning .. 337,500 
41,746,500 Homes Without 40,629,500 








000 units which the industry hopes to 
sell this year will also have to be pro- 
duced during the year. No manufac- 
turer expresses any concern over ma- 
terials shortages limiting 1953 output 
but several are honest enough to ad- 
mit that the hot weather—or lack of 
it—will determine whether demand 
outruns supply again in 1953. 


Prices Stabilized 


It appears that prices have hit some- 
thing of a temporary plateau, with 
1952 price tags just about even with 
those for the preceding year and with 
few manufacturers indicating that 
there will be increases in 1953. 
‘There are upward pressures on air con- 
ditioner manufacturers—costs of labor 
and material tend to be up—but most 
firms feel that increased volume and 
competition within the industry will 
act as a deterrent to any sharp rises. 

Strange as it may seem, the price 
structure of the industry at the retail 


level was fairly uncertain, even with 
demand outrunning supply. Some re- 
tailers continued to sell at varying dis- 
counts from list prices, even though 
merchandise was in short supply. 

Even though the industry set an 
all-time sales mark during the year 
past, there remained considerable dis- 
satisfaction over the merchandising 
techniques used. Price cutting in the 
face of heavy de aand is, of course, 
symptomatic of underdeveloped mer- 
chandising know-how. 

One manufacturer puts it this way: 
“IT have very low regard for the mer- 
chandising efforts in any area. I am 
afraid that too much of the attention 
to this business has been on dealing 
and price cutting rather than on doing 
a sound promotional and selling effort 
on the part of all factors in the in- 
dustry. Here is a business with a won- 
derful future and yet the degree to 
which it is a worthwhile business de- 

(Continued on page 124) 
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“Give prospects a choice!” That’s a proven sales method! And 
now you can offer every prospect her choice of the 4 greatest 
cabinet top materials—genuine Formica, Youngstown Kitchens 
Cusheen, linoleum and edge-grain maple—in the most popular, 
most wanted colors. 

Now you can concentrate entirely on selling the advantages 
of steel Youngstown Kitchens—the durability, beauty, ver- 
satility and timesaving, work-saving convenience of the steel 
kitchen that is best-known by 5tol. 


Here’s an added sales point to boost your standing as a 








Her choice of 
NOW! — materiale 


custom kitchen planner: You'll be offering the prospect the 
type of material best suited to her taste and needs. 

Genuine Formica, Youngstown Kitchens Cusheen, linoleum 
and edge-grain maple cabinet tops are the best money can buy. 
They’re available at your Youngstown Kitchens distributor’s 
in sizes for all Youngstown Kitchens base cabinets. 

Contact your Youngstown Kitchens distributor for display 
sample tops. 


MULLINS MANUFACTURING CORPORATION ¢ WARREN, OHIO 
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Raise prospect interest by showing these 4 greatest cabinet top materials in their best colors. 
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the 4 greatest cabinet 


for Youngstown Kitchens Base Cabinets 


Genuine Formica 


Famous, nationally advertised Formica in its four best 
colors: Pearl Gray, Yellow Moonglo, Red Moonglo, 
Green Moonglo. Handsome patterns and colors have 
depth and brilliance, won’t fade. Long-wearing. Sani- 
tary. 

Extremely smooth, hard surface won’t craze or crack 
and resists scratching. Unharmed by ordinary solvents, 
alcohol, boiling water, ordinary household acids and 


alkalies. High-pressure-laminated plastic bonded to 
steel. 





Finest-quality linoleum in three most popular colors: 
Black, Chinese Red, Marbelle Red. Attractive, uniform 
coloring. Easily waxed to brilliant, lasting sheen. Easy 


to maintain. 


Resilient—quiets clatter, helps reduce dish breakage. 
Durable. Does not chip or crack. Resists discoloring 


caused by alkalies of many soaps or by food acids. 
Bonded to steel. 













Linoleum, Youngs- 
town Kitchens 
Cusheen and genu- 
ine beauty-bonded 
Formica are avail- 
able in all standard 
unit sizes. 
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MULLINS MANUFACTURING CORPORATION 


Youngstown Kitchens are sold throughout the World 





Youngstown Kitchens Cusheen in nine best colors and 
patterns: Black, Marble Black, Chinese Red, Marble 
Red, Blue, Marble Blue, Green, Marble Green and 
Stone. Resilient surface cushions dishes, reduces 





«| breakage. 

& High impact recovery. Clatterproof. Durable. 
be Amazing resistance to abrasion, heat, sunlight, food 
ae, ° . e 
BS acids, alkalies, aleohols, solvents, hot greases and oils. 


Vinyl cabinet top material, six laminated layers, bonded 


to steel. 


+ 
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E Tough as a butcher's block, 
as beautiful as furniture, So 
, handy for carving and 
trimming meats, preparing 
Bs and dicing vegetables . . . all 
&. 

E the thousand-and-one 
E kitchen jobs involving 
t 


cutting. Every kitchen 
should have at least one. 

Made of hard, thick 
maple, laminated side to 
side with edge-grain surface. 
Available to fit all standard 
Youngstown Kitchens base 
cabinets. 









WARREN, OHIO 
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4 CHAMBERS 


CABINETS 
for BUILT-IN 
COOKING UNITS 


\ = 

@ Another example of Lyon’s leadership in design and 
completeness of line. If you’re interested in more features 
that sell more kitchens at a bigger profit, write for the 


complete story. There may be a Lyon dealership avail- 
able in your territory. 


i YON METAL PRODUCTS, INCORPORATED 


General Offices: 121 Monroe Avenue, Aurora, Illinois 
A PARTIAL LIST OF LYON STANDARD PRODUCTS 








Factories: AURORA, ILLINOIS * YORK, PENNSYLVANIA 
Sold Nationally through Direct Factory Dealers 
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pends upon the sound objective mer- 
chandising effort the industry puts be- 
hind it.” 

Merchandising at the manufacturer 
level is apparently stronger than at dis 
tributor or dealer levels and the pro 
motional materials supplied by some 
firms are extremely impressive in both 
variety and quality. Even so, some 
industry critics have felt that too much 
emphasis is being put on comfort to 
the neglect of the health story which 
they feel the trade should emphasize. 


Who Did the Business 


Appliance dealers got a good shar 
of last year’s business, though their 
exact share of the market is still de 
batable. Guesses by manufacturers 
range from 40 to 80 percent, depend- 
ing on the type of distributive chan- 
nels employed by the particular manu- 
facturer. ‘The remainder of the busi- 
ness was handled by air conditioning 
and heating contractors, industrial dis 
tributors and direct manufacturer sales 
to large accounts. 

Sales to home owners accounted for 
a large share of the market last year. 
Manufacturers estimate that about 
60-65 percent of units now go into the 
home, although one firm places this 
figure at 80 percent. 

Saturation during the year increased 
from 0.8 percent to 1.3 percent, helped 
upward by good sales and the fact 
that so many units went into homes. 
One factor complicating any estimate 
on saturation is the problem of how 
many home owners have more than a 
single unit in their houses. Mitchell 
Mfg. Co. last year completed a study 
of the Chicago market and in a copy 
righted survey indicates that the aver 
age owner of a room air conditioner 
owns 1.8 units, indicating that multi 
ple ownership is relatively common. 

Quite naturally, the largest markets 
appear to be in southern states with 
northern metropolitan areas also im 
portant. One firm splits it up this 
way: southeast and southwest account 
for 60 percent of the total volume, the 
northeast, north central and central 
for 38 percent and the West Coast 





approximately two percent. Another 
firm savs that sales are “concentrated 
in the South with Texas and Okla 
homa accounting for about 30 percent 
of sales. New York and northern New 
Jersey is probably the next major mai 
ket. Other important states are Louisi 


ana, Florida, Pennsylvania and Ili 
nois.” 

The % hp. unit is still the most 
popular size. Here’s the way three 
firms break down production by size 

Size FirmA  FirmB FirmC 
V4 hp 10-12% 7.1% 10% 
Ve hp. 20 203 20 
3% hp. 57-60 49.0 55 

1 hp. 13-15 20.18 15 
Floor units 2.8 


ACRMA estimates that three per 
cent of the 341,000 units produced 
last year were floor type units, with 
the remainder window-type models 


Problems 


Manufacturers see a variety of de 
sign problems ahead which will in 
fluence model changes in the future. 
Most frequently mentioned is the 
problem of reducing unit size and 
noise levels. Appearance of the unit 
and ease of installation are other prob- 
lems also under consideration. During 
the year many firms added thermo- 
static controls to their units, produc- 
ing an automatic air conditioner. One 
manufacturer listed design of a unit 
which could be “economically adapted 
to casement windows” as an outstand- 
ing problem. (During the year, one 
firm entered the market with a unit 
designed specifically for installation in 
such windows.) Most highly publi 
cized product development of the year 
was Mitchell’s inclusion of a heating 
clement in its 1953 lines 

\s indicated previously, there are 
a number of merchandising problems 
for the industry to handle in the years 
ihead 

But the problems that lie ahead 
aren’t dampening the enthusiasm of 
manufacturers as they head into the 
1953 market. With any kind of assist 
from the weather they should be able 
to set a new all-time record. End 
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hoa 1% Touch-Gool’ 


rue creat MEW 


Guard:O:Matic 


The ONLY fully vented, radiant, circulating gas area 
heater on the market with Touch-Cool Cabinet! 
































Take it from dealers all over the country—the new Dearborn 
fully vented GUARD-O-MATIC area heater is sales-hot 
because it’s “‘touch-cool’”’—today’s hottest sales feature. 


TOUCH-COOL—the remarkable 
ZUARD-O-MATIC never gets hot 
on top, sides or bottom, yet gives an 
abundance of circulating and radiant 
heat. Because your customers can 
atts put flowers, books or bric-a-brac on 
“ity top of the GUARD-O-MATIC you 
can proudly sell it as a beautiful piece 
of furniture. The GUARD-O-MATIC 
is available in three popular sizes: 

30,000, 45,000 and 65,000 Btu input capacities. 
The ‘‘touch-cool” cabinet—now available on both vented 
and unvented models—plus all the other outstanding fea- 
tures makes Dearborn America’s most wanted gas area heater. 


DVRCK—4§ 


Compare! ONLY DEARBORN GIVES 


YOU ALL THESE FAST-SELLING FEATURES! 


2S OER: PE 


THE ORIGINAL Touch-Cool cabinet—never hot on top, 


uv 7 sides or bottom. 
: - Famous High-Crown Burner—gets more 
; heat from fuel for greater economy. 


AREA HEATER 


Glo-Brite Radiants—for more efficient 
combustion, more radiant heat. 





The famous Dearborn Front-facing louvers—no more streaked 
unvented walls, no more soiled ceilings. 


COOL SAFETY CABINET 


ag tases Available in 12,000, 
reac 20,000, 25,000, and 
. } , ’ ’ ’ 
Beas 35,000 Btu input 
eine s capacities. WRITE FOR DETAILS 
A * “The Story of Area Heat” 


es 
5) (% ay 
= oh "4 AGA approved for all types of gas. 
DEARBORN 029) 


YOUR BEST BET FOR SALES, 7" os wus intiteipegs eiciinietiin-cieailladdadiasie-aiae Waa shictnics 
FOR PROFIT! we 


Automatic lighting with 100% safety 
pilot. 


Choice of 4 types of automatic controls — 
for most convenient operation. 








' DEARBORN STOVE CO., 5830 N. Pulaski Road, Chicage 30, Ill. 
j I’d like to know more about area heating. Please 





| 
send me a free copy of your booklet, “The Story of 
Area Heat.”’ 


® Name 

Firm Name 

Address } 
STOVE COMPANY | Town Ana Sete 


CHICAGO «© DALLAS | sesh is sealedpiigh iii: 


[a 
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new! 


Pedestal DYNAFAN 
MP 525 HV 


Adjustable from 64” 
to 84”. Moves 3850 
cubic feet per minute. 
New wind-tunnel 
tested blades with 





























Pluck youn, profits ou of the ain. 


ideal for restaurants, 
stores, factories, 
churches, schools and 
large homes. 20” 
weighted base. ™ ugh 


*: wt’ Mimar Dynafans 





DYNAFAN 
MP 525 HV 
High Velocity. Port- 
able. Quiet. 22'/” 
High, 13/2": deep, 21” 
wide. Useful from 

cellar to attic. 





L, designing these sensational Dynafans, 
Mimar Products, Inc., included every feature the customer 
wanted for complete comfort control in his home. 
Dynafans feature high velocity, which means moving roomfuls 
of air in minutes. And Dynafans produce perfect ventilation 
wherever it is needed—from cellar to attic. 
They are completely versatile—one Dynafan can cool hot spots 
—warm cold areas—draw in fresh air—exhaust stale air. All Dynafans 
are completely portable, require no installation, are usable 
in every season, harmonize with any interior decoration. 
There is a Dynafan to fit every customer’s need—air volumes 
moved range from 2500 to 3850 cubic feet per minute. 
Finally, all Dynafans carry a 5-year guarantee. 





STARFLECTOR 
Combination 
FAN-HEATER 

MP 300 


Versatile—Cools, 
Heots—Ventilates. 





MIMARVEL 
16” High—8” Deep— 
Hair Dryer 14%" Wide. Year- 
Tilteble, portable. oround use. 
Smoll space 


Oryer. Also Cools. 
Versatile. 
1” 2 9%" SY" 





See these sensational Dynafans 
in action, try them yourself ...contact 
Mimar for all details. 


MIMAR PRODUCTS, INC., Brooklyn 5, New York 
Branches: El Monte, California « Chicago, New York 
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Radio 





Clock radios double their volume and portables 
gain, although total home set sales fall more than 
2-million units. 1953 may see a further decline 


HILE 1952 production of 
W home, clock and_ portable 
radios failed by over 2, 


000,000 sets to equal the 195] output, 
1952 was year when the decline 
ould not be blamed upon the com 
petitive inroads of television so much 
as upon conditions affecting the entire 
And, to further 
confound those Cassandras who have 
predicted radio’s death from TV’s evil 
eye, some types of radios actually made 
ubstantial gains. 

Home radio output, which did not 
gain, as based on RTMA figures, was 
3,601,770 units, which, at an aver 
ge retail $34.25, amount 
to a value of $123,360,600. 
These figures compare unfavorably 
vith 1951’s production of 6,751, 
+00, an average price of $34.25 ; 
i total retail value of $231,235,000. 
Hither year is, of course, a far cry from 
the 14-million unit records set in 1946 
and 1947. 

However, both portable and clock 
radios won new public acceptance in 
1952. Portable sets, admittedly still 
far behind the 2,642,700 units record 
of 1948, exceeded 1951 production 
by over 30,000. The 1,367,310 sets 
(as compared with 1,332,990 in 1951) 
sold at an average retail price of $31.00 
for a retail worth of $42,386,600 ($41, 
322,700 in 1951) 

Clock radios, those electronic alarm 
clocks with diplomatic training, took 
1 tremendous forward stride in public 
icceptance by more than doubling in 
both units and dollars. Sales in 1952 
totalled 1,630,300 for a total retail 
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ippliance industry. 


price of 
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1952 


3,601,770 
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FIVE YEAR HOME RADIO SALES IN UNITS AND DOLLARS 


6,751,400 


| 


value, figured at an average price of 
$39.50, of $64,396,800. ‘These figures 
compare very favorably with 1951's 
production of 777,000 units, a $39.50 
average price, and a total retail value 
of $30,691,500. 


Super Saturation 


Saturation figures don’t mean much 
when applied to radio, simply because 
so many homes have more than one 
set im In January, 1952, for 
example, there were, according to a 
committee of radio network execu 
tives, 105,300,000 radios in the U.S. 
Some 42.800.000 of these, said the 
committee, were in households with 
at least one radio. Secondary and 
portable totalled 34,000,000. 
Adding to these 23,500,000 sets in 
cars, 900,000 in institutions and 4, 
100,000 in other places brings the 
total to 105,300,000. Homes aver- 
aged 1.8 sets each, not including auto- 
mobile sets. As a result of this dupli 
cation, our figure of a 96.2 percent 
saturation of 43,720,000 homes indi 
cates only the proportion of homes 
which have at least one set. 

Radio, like TV, suffered from the 
related ills of over-production and 
price cutting in 1952. Distributor 
inventories at the beginning of the 
year were reported by the RTMA at 
557,032 home - sets, substantially 
greater than the 440,000 at the 
beginning of 1951 or the 219,800 at 
the beginning of 1950. Obviously, 
these inventories, which are only indi 
cative of the what inventories must 
have been all through the industry, 
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} Retail Value 
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$ 613,470,000 | 
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TWO YEARS STATISTICAL SUMMARY 
1952 





1951 
Radio Receivers 
SOULIIG . «<< ca vei HOME Units Produced. .. 6,751,400 
SPS ee . Average Retail Price. Pr 
SIZ OO MOO oe cccees Retail Value. . . . $231,235,500 
1,367,310 . PORTABLE Units Produced. 1,332,990 
$31.00 ... . Average Retail Price. . eos Salo 
$42,386,600 ..... . Retail Value...... $41,322,700 
1,630,300 .. CLOCK Radios Produced. 777,000 
Se .Average Retail Price............ $39.50 
Pe Retail Value. $30,691,500 











had to be disposed of along with the 
continuing shipments from manufac 
turers. A good example of the prob 
lem facing the industry’s sales arm is 


the fact that distributors shipped 

781,924 sets to dealers during the last 

month of 1951—and still had inven 
(Continued on page 132 


| FIVE YEAR PORTABLE RADIO SALES IN UNITS AND DOLLARS 
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where you have a clean shot 
at 3-way washer profits i | 























Model 536. New, im- y em Model 534, A Value Model 532. A price 
proved top-o-the line yy, Leader! Easy Spindrier 2 and promotional Easy 
Easy Spindrier with ian. with Spiralator Wash- with most-wanted fea- 
new Single-Shift Con- ing Action, Power (ees) | tures. Has Power 
trol, Automatic Spin- - — Flush-rinse, Handy f 
rinse, Handy Swing wea ieee Swing Faucets, Auto- Swing Faucet and 
Faucets, Built-in Filter. | matic Overload | | | Automatic Overload 
Deluxe throughout. Switch. Specially ie Switch. Looks like a 


priced to move! big value—and it is! 





Flush-rinse, Handy 
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lt takes all three in ’53 


URE, every dealer knows it takes all three types to 

cover the entire washer market. But these days 
lots of ’em are concentrating on the great middle 
market—and that’s where Easy shines! 

First of all, the Easy Spindrier completely dominates 
the highly profitable Spinner market. Next, the new 
Easy Spindrier line for 53 is priced right...from the 
highly promotional 532 to the deluxe-featured Model 
536. In fact, Easy prices bracket the range in which 78% 
of all conventional washers are sold! 

Here’s another plus too. In the past 6 years Easy’s 
share of the conventional washer sales has jumped a 
whopping 30%. So be sure you're getting your share 
of these big extra profits. Push the Easy line that makes 
it great to be “in the middle” and gives you a clean 
shot at 3-way washer profits! Easy Washing Machine 


Corporation, Syracuse 1, N. Y. 















































Model 101. Finest 
Wringer Washer 
money can buy! Com- 
plete with Spiralator 
Washing Action. Mas- 
sive Streamlined Safe- 
ty Wringer, Guardian 
Roll-Release Bar. A 
top-quality Wringer 
inside and out. 
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Model 102. The low 
priced, high-quality 
Easy promotional 
Wringer. Loaded with 
eye appeal and famous 
Easy value. It’s Easy’s 
answer to consumer 
demand for the “best 
at a price”. 

























New 1953 Easy Dryer— 
with single Selecto-matic 
Control, big 16” door 
opening, Sun-Ray Heat- 
ing Element and Circle- 
aire drying. A proven, 
profit-making new Dryer 
with plenty of sales po- 
tential. Gas and electric 
models, 
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Television 





Sales near $2-billion mark as industry moves 
6,000,000 sets, bringing saturation to 46.7 percent. 
Middle Atlantic and East North Central states absorb 


nearly half of all sets sold 


remembered in the television 

industry as the year in which 
the log jam on new broadcast station 
facilities was finally broken after a 
three year freeze by the Federal Com 
During 
that period, over 900 applications for 


'T ven year 1952 will long be 


munications Commission 


new stations have piled up in the 
FCC files and the consensus of 
opinion is that it will be many years 
before the under-staffed commission 
can get around to processing them 
all. 

However, since the big freeze ended 
last April, the commission has ap 
proved a total of 122 commercial and 
nine educational telecast stations, and 
a handful of them have actually begun 
operations If you add these new 
stations to the 108 already in opera 
tion before the freeze, you get a total 
of 230 now in business. This may 
sound impressive, but it is pretty 
small compared to the 3,147 radio 
broadcast stations. However, a start 
has been made in the right direction, 
and it is entirely possible that between 
75 and 100 new stations will go into 
action this year in areas hitherto un 
served. Denver and Colorado Springs 
in Colorado; Portland, Oregon, and 
Lubbock, Texas, were probably the 
most important stations to go on the 
air in 1952 from the standpoint of 
previously unserved markets 


Sales Results in 1952 


In the meantime, despite swollen in 
ventories and an apathetic buying 


FIVE YEAR TELEVISION SALES IN UNITS AND DOLLARS 


public in the first half of 1952, sal 
began to really spurt in the second 
half of the year. Preliminary figures 
how a total of 6,000,000 television re 
ceivers produced during the year at an 
erage price of $308 for a total dol 
lar volume of $1,691,988,000. Results 
for year, therefore, represented an in 
crease of 11.4 percent in units over 
the 5,384,000 sets produced in 195] 
md an imerease of percent ove 
the $1,658.500,000 dollar volume of 
the previous year. 

Sales for 1952 bring total ownership 
of TV sets in the hands of the public 
to 19,751,200 and a national satura 
tion of 46.7 percent 


The Replacement Market 


Of the 246 dealers supplying 
iccurate figures on replacements and 
trade-ins of major appliances and ‘T'V 
sets, 61 percent reported they were 
clling T'V. This proportion is low 
compared to major appliances be 
cause numerous questionnaires were 
received from areas not yet being 
served by broadcast facilities. How 
ever, of the 150 dealers reporting 
sclling TV, they reported sales of 
9,625 sets during the eight month 
reporting period from January through 
August, or an average of 64 sets pet 
dealer. The dealers further reported 
that 64.5 percent of their sales went 
to homes not already owning ‘I'V sets 
md that 35.5 percent represented 
replacement sales. ‘The same group 
of dealers took in trade-ins on th 


television business in the amount 
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TWO YEARS STATISTICAL SUMMARY 


Television 
1952 1951 
6,000,000 .. |. Units Produced............ 5,384,800 
SE. civaes< Average Retail Price ae eee $308 
$1,691,988,000 Retail Value $1,658,500,000 
Jan, 1953) (Jan. 1952) 
19,751,200* . .Homes Owning 15,777,000* 
22,555,400 .Homes Without. . 25,190,000 


“NBC Estimate — include installations in restaurants, hotels, etc 








of 12.3 percent based on 8 months 


1952 sales. Ihe balance of the 
replacement sales were either sold 
privately by the customer, given away, 
or retained as a second set in the 
home. Of those sets which the dealer 
took in trade, 42.2 percent were re 
sold “‘as is”; 39.6 percent were rebuilt 
and resold; or a total of 81.8 percent 
of trade-ins disposed of. They reported 
that the remainder comprised 14.1 
percent of sets on hand and only 4.1 
percent which required junking 


Seasonal Sales Factors 


Our second annual consecutive sur 
vey on monthly sales of appliances, 
radio and television at the retail level 
throws some interesting light on the 
seasonal movement of TV sets. The 
figures are for the year 1951 and show 
30.92 percent of sets sold in the first 
quarter; 13.27 percent sold in the 
second quarter; 20.37 percent sold in 
the third and 35.43 percent of sets 


sold in the fourth quarter. In other 
words, almost exactly two-thirds of 
the year’s sales were disposed of by 
dealers in the first and last quarters 
of the year 
sold in the period of April through to 
October. On the other hand, five 
year averages of television set produc 
tion show nearly two-thirds being 
done in the last four months of the 
yvcal 


I'he remaining third were 


Geographical Factors 


Unlike the figures for most major 
appliance data, the television sales by 
regions, taken from the first nine 
months of 1952, do not reflect a com 
pletely accurate picture in view of 
the fact that large areas of the coun- 
try are still unserved. However,, for 
those who are interested in the rela- 
tive importance of the nine major 
regions of the country, television sales- 
wise, the following figures may prove 

(Continued on page 132) 
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TV Stations and Saturation 





Station Call Letters and 





No.of No.Sets Estimated | Station Call Letters and No.of No.Sets Estimated 
State City Network Affiliations Stations inUse* Saturation | State City Network Affiliations Stotions inUse* Saturation 
Alabama Birmingham WAFM-TV (ABC, (BS, Dumont)» sac ann gpgg | New Jersey Newark WATY 1 ‘Ciesebaratele anled 
Alabama Birmingham WBRC-TV (NBC) ff | New Mexico Albuquerque‘ KOB-TV (ABC, CBS, NBC, Dumont) 1 19,200 38.55 
Arizona Phoenix Bi ~ KPHO- 1 (ABC, ( (BS, “NBC, Dumont) ] 40,000 34.16 New York Binghamton WNBF-TV (ABC, CBS, NBC, Dumont) 1 93,000 42.43 
California Los Angeles KECA-TV (ABC) \ New York Buffalo® WBEN-TV (ABC, CBS, NBC, Dumont) 1 305,000 85.29 
California Los Angeles KHJ-TV | New York New York WABD 
California Los Angeles KLAC-TV New York New York WCBS-TV (CBS) 
California Los nr KNBH (NBC) 7 ~=+1,270,000 §=74.89 New York New York WJZ-TV (ABC) 6 3.180.000 75.00 
California Las Angeles KNXT (CBS) New York New York WNBT (NBC) i pee 
California Los Angeles KTLA New York New York WOR-TV 
California Los Angeles KTTV (Dumont) New York New York WPIX 
California San seat KFMB (ABC, CBS, NBC, Dumont) 1 125,000 68.84 New York Rochester WHAM-TV (ABC, CBS, NBC, Dumont) 1 164,000 80.00 
California San Francisco KGO-TV (ABC) j New York Schenectady WRGB (ABC, CBS, NBC, Dumont) 1 237,000 71.26 
po re ve mer og ' 3 481,000 48.74 | a ee a vay rg Dumont) ? 176,000 80.59 
alifornia an Francisco - | New Yor yracuse - , 
Salensiin aeaie’ ~ KBTY (ABC, CBS) ¥ iia daa | New York Utica _WKTV (ABC, CBS, NBC, Dumont) 1 75,500 64.31 
Colorado Denver KFEL-TV (NBC, Dumont) ieee ie a ee in North Carolina — Charlotte WBTV (ABC, CBS, NBC, Dumont) Ul 168,000 44.00 
Conectat” ew Hoven WNNCTV (AB, CBS, MBC Dumont) 1000 66.29 | NethCarlinn  Grensoro__WEMY-V (ACCS, HC, Duman) 1_ 103,000 _ 35.4 
Delaware Wilmington WDEL-TV (NBC, Dumont) s'1——«*124,000 «85.40 9 rier = Dumont) ) i 
Dist. of Columbia Washington WMAL-TV (ABQ) | Ohio Cincinnati WLWT (NBC) ( , r 
nai : serie ret aus ) 4 405,000 8250 | Ohio Cleveland EWS (CBS, ABC) 
Dist. of Columbia Washington WITG (Dumont) ) = reset 7 ’ On: fiat 

ee Cleveland ‘WXEL (ABC, CBS, Dumont) \ 
Florida Jacksonville WMBR-TV (ABC, (BS, NBC, Dumont) 80,000 65.84 | opin Columbus WBNS-TV (CBS) 
Flerige Miami _WIVS (ABC, CBS, NBC, Dumont) 117,000 57-86 | Obie Columbus WLW (NBC) ' 238,000 69.27 
Georgia Atlanta WAGA-TV (CBS, Dumont) Ohio Columbus WTVN (ABC, Dumont 
Georgia Atlanta WLTV (ABC) 3 230,000 53.29 Ohio Dayton haben (ABC, CBS, auc 
Georgia Atlanta WSB-TV (NBC) ; \ i mee: Dayton WLWD (NBC) _ sie siadtl 
IMinois Chicago WBKB (C8S) Ohle Toledo _WSPD-TV (ABC, CBS, NBC, Dumont) 1 _218,000__ 68.66 
Illinois Chicago WENR-TY (ABC) ] 4 1.290.000 73.68 Oklahoma Oklahoma City WKY-TV (ABC, CBS, NBC, Dumont) 1 125,000 = 51.78 
IMlinois Chicago WGN-TV PLS Oklahoma Tulsa —— KOTV (ABC, (BS, NBC) 78,800 43.11 
Winels Chicago WNBQ (NBC) Oregon Portland KPTV (NBC) 1 15,000 11.0 
winels Rock Islond°* ——_ WHOF-TV (ARC, CBS, Dumont) 1 __156,000_76.85 | Pennsylvania Erie. ~—~—~—«WICU(ABC, CBS, NBC, Dumont) 1 96,400 61.87 
indians Beomingion WTTV (ABC, CBS, NBC, Dumont) he | sonene 61.26 Pennsylvania = Johnstown WJAC-TV (ABC, CBS, NBC, Dumont) 1 182,006 53.89 
Indiana Indianapolis == WFBM-TV (ABC, CBS, NBC, Dumont) 1 { “"* “| Pennsylvania — Lancaster WGAL-TV (ABC, (BS, NBC, Dumont) 1 173,000 81.64 
lowa Ames WOI-TV (NBC) 1) 98,400 46.48 | Pennsylvania Philadelphia — WCAU-TV (CBS) 
lowa Davenport WOC-TV (NBC) 1 See Rock Island Pennsylvania Philadelphia © WFIL-TV (ABC, Dumont) 3 1,125,000 = 81.12 
Kentucky Louisville WAVE-TV (ABC, NBC, Dumont) ( : . “3 omen an ao Philadelphia © WPTZ (NBC) 
Kentucky Louisville WHAS-TV (CBS) f ; ennsylvania —_—Pittsburgh = WDTV (ABC, (BS, NBC, Dumont) 1 — 505,000 65.04 
Lovisiana New Orleans WDSU-TV (ABC, CBS, NBC, Dumont) 1 133,000 46.42 | Rhode Island _ Providence _WJAR-TV (ABC, CBS, NBC Oumont) 1 _237,000_58.37 
ae ee, ie hes "| tnmenee Nelo _WMLTV (AD, 06 Dome) 848003319 
Maryland Baltimore WBAL-TV (NBC) 3 435,000 91.66 | a. nn 
Maryland edibenee WMAR-TV (CBS) \ | — mgt a = (BS, NBC, Dumont) 1 11,100 14.19 
; | Texas allas - ) 
em 088 pent nd iatatbsin f 2 967,000 86.25 | Texas Dallas WFAA-TV (ABC, NBC, Dumont) ha { 210,000 $1.28 
oi, ser Montes _ Texas Fort Worth WBAP-TV (ABC, NBC) 1 f 

Michigan Detroit*** WJBK-TV (CBS, Dumont) Texas Houston KPRC-TV (ABC, CBS, NBC, Dumont) 1} 201,000 59.43 
Michigan Detroit WWJ-TV (NBC) 3 753,000 79.46 Texas San Antonio KEYL (ABC, CBS, Dumont) 1 
Michigan vetroit WXYZ-TV (ABC) j Nie Son Antonio WOAI-TV (NBC) j2__Wosano 59.16 
Michigan Grand Rapids WOOD-TV (ABC, CBS, NBC, Dumont) 1 i] 188,000 49.01 Utoh Salt Loke Gy KDYL-TV (NBC) : ¥ isjasiolaatiekihcdinecduaientiasiuise 
Michigan Kalemeree WKZO-TV (ABC, CBS, NBC, Dumont) 1 Utah Salt Loke City KSL-TV (ABC, (BS, Dumont) - 79,000 86.34 
Michigan Lansing WJIM-TV (ABC, CBS, NBC, Dumont) ] 106, 00048. 42 Virginia eeu: —wiar: “TV (ABC, CBS, NBC, Dumont) 1 135,000 $8.26 
Minnesota Minneapolis- KSTP-TV (NBC) 1 ? 378,000 71.29 Virginia Richmond WIVR (NBC) 1 146,000 90.96 
Manesete & Fos Sew eee _f _________ | Wadiagen—‘Seatile KING-TV (ABC, (BS, NBC, Dumont) 1 197,000 45.38 
Minouri Konses City WDAF- WV (ABC, CBS, NBC, Dumont) 1 243,000 52.52 West Virginia “ Hontine ngion WSALAT “TV(ABC, GS, NBC, Dumont) 7. 104,000 50.17. 
— — RSO-TY (ABC CBS, NBC, Dormont) _}_451,000 75-68 | Wisconsin Wilwoukeo  WIMU-TV (ADC, (8, NOC, Dumont) 1 375000 91.13 
Nebraska Omaha KMTV (ABC, CBS, Dumont) ) ? 151,000 67.29 
Webrasko Omaha 


*National Broadcasting Company estimates, November 1, 1952. 
** Figures for Davenport, Rock Island and Moline combined. 
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Total United States — 


***Does not include sets in Canada reached by Detroit station. 
Does not include sets in Canada reached by Buffalo station. 


1953 


@Does not include sets in Mexico reached by Brownsville station. 
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ow the THERMOSCOPE 
at only American Beauty 
the temperature of the sole- 
al and then SEE whether she 
eat for her fabric on ANOTHER 
out that American Beauty is the 
that provides a DOUBLE-CHECK 
brature. 


b American Beauty irons on the counter 
Lightweight model and a Mediumweight 
el. Ask her to try lifting and ironing with 

. Then ask her which weight she prefers. 
| her that both weights will iron equally well. 


sk your customer to notice how comfortably 
he plastic handle fits her hand. Tell her the 
handle stays cool while she irons. 


Place the cord in her hand. Tell her that Ameri- 
can Beauty manufactures its own super- 
strength cord to specifications higher than are 
required by Underwriters Laboratories. 


Ask her to stand an American Beauty on end 
. in the “at rest” position . . . and to notice 
its perfect balance both “in use” and “at rest.” 


Tell her that American Beauty is the oldest 
name in electric irons, and that her Mother and 
even her Grandmother very probably had one. 


Ask again which weight she prefers, and ask 

if you may wrap it up for her. After you com- 
\ plete the sale, suggest to your customer that 
she give American Beauty irons as gifts for 
ali special occasions. 


ales demonstration. 
Pevery customer... 
ELL. 


























" J S. 
fimerican Beaut 


ELECTRIC IRONS «+ SINCE 1894 
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Radio 





tories themselves of over half a mil- 
lion home sets. This overstuffed in- 
ventory condition did nothing to 
encourage last-ditch holdouts for full 
list price. 


Best Markets 


Based on manufacturers’ shipments 
during the first nine months of the 
year, the Middle Atlantic states ab- 
sorbed the biggest percentage of the 
national total—21.93 _ percent—with 
New York alone accounting for 10.79 
percent. Second best region was com- 
posed of the East North Central states 
(Ohio, Ind., Ill., Mich., Wis.), which 
accounted for 19.20 percent of the 
market. The nine states in the South 
Atlantic area were third with a market 
percentage of 14.44 and the West 
South Central states of Arkansas, 
Louisiana, Oklahoma, and Texas ab- 
sorbed 10.10 percent of the ship- 
ments to rank fourth. 

Despite the dominance of these 
markets in gross sales, the replies to 
our 1952 utility survey show that 
they are by no means the outstand- 
ing areas in sales per 1,000 customers. 
This survey, indicating the unit 
absorption ability of any given mar- 
ket, is more important to the dealer 
attempting to plan sales and inven- 
tories for the coming year. For 
example, while the Middle Atlantic 
states accounted for more sets than 
any other region, sales there were 
made to only 82 out of every 1,000 
utility customers, but the West South 
Central states, which ranked fourth 
in overall sales, accumulated 150 sales 
per 1,000 customers to lead all other 
areas. The East South Central region, 
far down on the list for proportion 
of total sales, made 108 radio sales 
per 1,000 customers and the Moun 


Television 





interesting. Prime market is the 
Middle Atlantic group of states (New 
York, New Jersey, Pennsylvania) which 
accounted for 24.3 percent of the 
year’s business. A close second are 
the East North Central states (Ohio, 
Indiana, Illinois, Michigan and Wis 
consin) which accounted for 22.69 per 
cent. The South Atlantic group and 
the Pacific Coast group divided honors 
equally with 12 percent each of the 
total business. All other areas 
accounted for less than 10 percent 
with the Mountain states showing a 
slim 2.5 percent. In other words, 
nearly half the sets sold in 1952 were 
concentrated in the Middle Atlantic 
and East North Central areas. 


Outlook for 1953 


The consensus of opinion among 
manufacturers is that 1953 production 

| will run somewhere between six and 
| seven million receivers. As in 1952, 
| production will be largely concentrated 


AMERICAN ELECTRICAL HEATER COMPANY ¢ DETROIT 2, MICHIGAN 9 on models with 21-inch rectangular 
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tain states, lowest of all in percent 
of total with only 3.74, made the very 
high average of 99 radio sales pet 
1,000 customers. 


Best State Markets 


Leading all other states in sales pet 
1,000 customers was Arkansas with 
the fabulous total of 444—nearly one 
set for every two customers. Some 
other rankines were as follows: Oregon, 
343; Missouri, 238; District of Colum- 
bia, 203; Wyoming, 174; Louisiana, 
158; Georgia, 156; Texas, 142; Wash 
ington, 140. 


The 1953 Picture 


According to one industry author 
ity, 1953 will be the first year that 
television will really begin to depress 
radio sales, particularly the larger 
home consoles and combinations. 
This, he says, will come about not 
only because of the new expansion 
of TV into hitherto uncovered mar 
kets, but also because of the final 
solid establishment of television in 
older markets. ‘To some slight extent 
this depressive effect may be offset 
by a growing public interest in high 
fidelity equipment, new technical 
developments such as binaural sound, 
and the continuing love of ever-better 
recorded music. 

The great bulk of home radio sales 
will be in small sets, including table 
models, portables and clock radios. 
These last two may even show over- 
all sales gains. 

Makers have indicated no impor- 
tant design changes for the coming 
year. Prices, despite upward pres- 
sures, may hold at 1952 levels as a 
result of manufacturing economies 
made possible by such innovations as 
the printed circuit. End 
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tubes size with a 17 inch making up 
most of the balance. A small per- 
centage of the production will be in 
the 24, 27 and 30 inch sizes. With 
the opening of UHF markets, two 
types of these UHF receivers will be 
made available this year—one of these 
will feature the strip-type tuner, the 
most economical where a small num- 
ber of UHF stations will be operat- 
ing. ‘The second type will feature 
an all channel tuner, covering 12 VHF 
channels and 70 UHF. ‘These sets 
should sell at somewhere around $50 
higher than current VHF models. 
If the experience of 1952 in new 
market areas such as Denver and Port- 
land, Oregon, may be taken as a cri- 
terion, about a 50 percent saturation 
of new areas will be achieved in the 
first year of station operation. In 
the meantime, the replacement mar- 
ket and “second set” sales will show 
greater strength in the year ahead and 
contribute considerably to an over-all 
increase in the business. End 













‘WHY SHOULD I INSIST _ 
7 ON CBS- HYTRON?" 
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‘ 


* VOU PROFIT MORE! 
5 BIG REASONS | WHY” 









HERE ARE 








l CBS-HYTRON IS FAMOUS... 
"EASY TO SELL. The magic letters 
“CBS” are plugged for you on radio and 
TV station breaks... 102 BILLION times 
a year! CBS is known and respected by all 
your customers. CBS-Hytron is the prof- 
itable brand with endless sales assistance. 


\ 
} 


3 CBS-HYTRON LEADS IN TV 
"TUBES. You know them. CBS-Hytron 
TV originals: 1AX2, 1X2A, 6BQ6GT, 
12A4, 12B4, 12BH7, 12BY7, 12BZ7, 
25BQ6GT, and the original rectangular 
16RP4. Even CBS-Hytron standard TV 
tubes are designed-for-TV ...tested-for-TV 
...to give you peak performance and profit. 





& CBS-HYTRON IS MATCHED-TO- 
" THE-SET. Combined engineering skills of 
leading set makers and CBS-Hytron work 
hand in glove for you. CBS-Hytron tubes 
are originally set-engineered right into the 
sets of 9 out of 10 leading set manufac- 
turers. No wonder CBS-Hytron is your log- 
ical matched-to-the-set replacement tube. 


J 
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CBS-HYTRON SPECIALIZES IN 
"RECEIVING TUBES. Since 1921, 
CBS-Hytron has concentrated on receiv- 
ing types. Practice makes perfect. Put 
those years of know-how to work for you. 
Let time-proved CBS-Hytron dependa- 
bility cut call-backs . make more 
money for you. 


2 





CBS-HYTRON IS ULTRAMODERN, CBS-Hytron 
"is the tube of the future. Made in the world’s most 
modern plants. On manufacturing equipment years 
ahead of the rest of the industry. CBS-Hytron ad- 
vanced design and precision construction keep you 
always ahead. Give you 
tomorrow’s trouble-free 
performance today. 


IT PAYS TO BE FUSSY! Just any standard brand 
won't do. If you want: Trouble-free, advanced 
performance. Maximum customer satisfaction, Minimum 
call-backs. More profit. Five big reasons point the way: 
Insist on CBS-Hytron! 


Row 


SEM, OO 








BROROCASING a 


CBS-HYTRON 
Germanium Diodes 


Complete data yours for the asking. Write 
CBS-Hytron, DANVERS, MASS., today. 
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Flectric Bed 


Coverings 





Production sets an all-time record. At the 


retail level the industry splits into a two-price market 


and department stores begin to get more business 


Y INETEEN-hundred and fifty 

N two was a good year for the 

electric bed coverings industry 

with production hitting an all-tim 
record. 

There is considerable doubt, how 
ever, that the year was as good as 
some of its boosters claim or that 
the industry's previous record (800, 
000 in 1950) was broken by as wide 
a margin as some bed coverings people 
think. 

Manufacturers contacted for figures 
on 1952 came up with widely vary 
ing estimates of mdustry production. 
Several firms guessed “‘at least 900, 
000” and hinted that the figure might 
well exceed the million mark. Others 
went to the other extreme and guessed 
at somewhere around 750,000 units. 
In the face of such widely separated 
estimates it is difficult to set a very 
firm appraisal of industry production 
Best estimate at the moment is 
830,000 units. 

While the exact unit figure for 1952 
is Only an approximation, there is little 
doubt that the industry passed its 

revious record. Figures published in 
fist January’s Evecrrica Mercuan 
pistnc have been revised on the basis 
of new information. The new figures 
indicate that 1950 was the best vear 
in the industry history, that 1951 
production fell back slightly from that 
record pace, and that 1952 output 
has now moved out 3.8 percent ahead 
of the previous record 

With so much of the retail end of 


trated in the final two months of the 
year it is difficult to determine whether 
sales managed to keep pace with the 
record-breaking production. Analysis 
of sales in 1951 indicates that slightly 
over 55 percent of retail sales were 
rung up in November and December. 
Late in November of 1952, however, 
the sales manager for one of the largest 
firms in the industry was complaining 
that “nobody’s doing any blanket busi 
ness right now.” As an excuse he 
offered the mild fall weather 
had discouraged blanket buying. As 
a matter of fact, there was little sus 
tained cold weather until Thanksgiv 
ing. Heavy snows and cold weather 
which made their appearance during 
the final week of November may have 
served as the stimulus which the in 
dustry needed. 


which 


Still Optimistic 


Probably because the bed 
ings industry is a young one, there is 
little pessimism apparent in the think 
ing of its While their 
guesses of 1953 production vary as 
widely as do their estimates of 1952 
output, they are in agreement that the 
industry should set a new record in 
the coming year. ‘There seems to be 
a good chance that output will pass 
the million mark during 1953. Most 
firms seem to be expecting an increase 
in the range of 20 to 25 percent over 
1952 figures. Applied against 1952 out 
put of 830,000 units of this would 
produce a 1953 between 


Cover 


executives. 


figure of 





830,000 





000 
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the bed coverings business concen 996,000 and 1,037,000 
FIVE YEAR ELECTRIC BED COVERING SALES 
IN UNITS AND DOLLARS 
1952 
35,275.00 
’ tre 
195! 
$ 32,980,000 
800. 
1950 


$ 31,600,000 








1948 


440,000 
eins | HE «000 








GE Units Sold 
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) Retail Value 























TWO YEARS STATISTICAL SUMMARY 
Electric Bed Coverings 
1952 1951 

DE Gs kis dod aevare Units Sold 776,000 
$42.50 .. Average Retail Price .. $42.50 
$35,275,000 Retail Value. . $32,980,000 
Gan. 1953) (Jan. 1952) 
3,628,000 Pe ee ee Homes Owning 3,047,000* 
Pee Homes Without 37,920,000 
*Revised 








Nor is the industry's optimism con 
fined to statistics alone. Faced with a 
set of unusual marketing conditions 
during 1952, there was little outright 
pessimism within the industry. 

As noted previously, the November 
weather hurt sales last year. But that 
wasn’t the only problem. Large stoc! s 
of close-out blankets were placed on 
the market at reduced prices during 
the vear. These, together with low 
priced units marketed by some firms, 
produced a structure ranging 
from approximately $18 to well over 
$60. While the higher-priced units 
survived the price differential morc 
successfully than one might imagine, 
it is obvious that the low-end lines 
ind close outs presented them with a 
dificult competitive position 

With a variance of almost $50 on 
units which go no higher than $65, 
it is obvious that considerable diff 
culty is encountered in estimating an 
average price. The number of close 


price 
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outs during the year also complicates 
the problem. It is obvious that the 
ndustry’s estimated average of $42.50 

verv far from average for firms at 


er end of the industry's pric« 


Whose Business 


It is somewhat difficult to determine 
how much of the 1952 electric bed 
coverings business handled by 
the appliance dealer, but industry est- 
mates range between 55 and 65 per 
cent. As time goes on this percentage 
figure can be expected to drop even 
lower—although the individual dealet 
can expect to handle increased sales 
in terms of units because of the indus 
try’s long-term growth 

Among the retail outlets stepping 
up their share of this business are 
jewelry and department stores. The 
increase in department store activity 
seems to roughly parallel the emerging 

(Continued on page 136) 
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HARRISON Is ACOMmplete Line 


all the cabinets...all the accessories...all the gadgets needed for any kitchen jobl 


@ Colors and wood grain finishes 
@ Standard cabinet sizes 12" to 72" 
@ Custom units made to measure 


HARRISON ISA QUQIiTfY Line 


contemporary design...superior construction and finish demanded for luxury kitchensl 


@ One-third heavier weight steel 
@ Radius edges Nylon roller drawers 
@ Spring hinges Sound insulation 


HARRISON IS A COMpetitive Line 


the deluxe custom—type features required for modern interiors...at standard prices! 


@ Priced for middle—income bracket 
@ Special— purpose units standard priced 
@ STANDARD cabinets in COLORS 


Satudor STEEL CABINET COMPANY 
4718 W. FIFTH AVENUE @ CHICAGO 44, ILLINOIS 
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KITCHEN 
DEALER 
LINE 


of Steel 


Cabinets 


are 


AVAILABLE IN THESE 
COLORS and GRAINS 


sunrise pink natural ook 
spring yellow umber oak 
elf green natural birch 
bonnie blue knotty pine 
mist grey colonial maple 
favorite white grey oak 


SEND THIS COUPON NOW! 


Harrison Steel Cabinet Co. 
4718 West Fifth Ave. 
Chicago 44, lil. 


Please send more information on HARRISON 
steel kitchens to: 


NEE ReneS 
Company. 
Street____ 


SAREE 
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For hot water boosters 
* and water heaters. 


For urns, fryers, ovens, 
cooking equipment. 
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For avtomatic heat seal- 
ing machinery. 


For label dispensers, heat- 
ing equipment, etc. 


For sterilizers and similar 
applications. 


Here’s a highly sensitive, accurate control ruggedly 
constructed and designed to meet a wide variety of 
heating applications with a maximum temperature 
range of 550°F. It is a double pole, single throw, 
direct acting control. No separate “off” switch is re- 
quired. The mechanism is actuated by a hydraulic 
thermostatic element consisting of a bulb, capillary 
tube and diaphragm. (Also available in reverse act- 
ing types.) 


Write for full information. 


In Home and Industry EVERYTHING'S UNDER CONTROL 


‘kobertshaw’ 


THERMOSTAT DIVISION 


ROBERTSHAW-FULTON CONTROLS COMPANY, YOUNGWOOD, PENNSYLVANIA 
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dominance of the bedding department 
rather than the housewares or appli- 
ance departments in merchandising 


| electric bed coverings. 


Department Store Sales 


Some interesting data on this deve 
lopment and other phases of depart- 
ment store merchandising were un- 
covered during the past year in a study 
by General Electric. The G.E. survey 
shows that one-third of the department 
stores studied sell electric blankets in 
both their housewares and blanket de- 
partments but that the combined 
total electric blanket sales in such 
stores did not exceed the proportion 
achieved by stores handling them in 
the bedding department alone. 

According to the study, here’s the 
way department store merchandising 
of electric blankets shapes up: 

—Stores carried from two to six 
brands but the majority agreed that 
two or three were adequate. Opinion 
was about evenly divided on whether 
two, three or four prices were neces- 
sary. Only one-quarter of the stores 
felt it was necessary to stock an 
extra large size in addition to single 
and double bed sizes. Half thought 
one contro] was adequate—though 
one leading manufacturer recently 
pointed out that demand for the two 
control units was so heavv that price 
was no factor in limiting sales. Three 
quarters felt that four colors were 
enough. All of the stores agreed that 
rose, blue, and green were basic colors 
but they split on having gold, cedar or 
red as the additional color 

The cite two outstanding 
problems: customer education and the 
neceesitv for immediate repairs. 

Electric blanket sales averaged 15 
percent of all blanket sales but in three 
stores ounted for 25-30 percent of 
total blanket sales. Monthly sales were 
charted for the 12 month period from 


stores 


February, 1950. to Januarv 1951. In 
this period, 30 percent of regular 
blanket sales were registered during 
the first six months while only 8.7 
percent of electric blanket sales were 
handled in the same neriod. Con 
verselv, 91.3 percent of the electric 
blanket total was sold during the 


last six months; 70 percent of regular 
blanket sales were rung up during this 
pe riod 

Phe average unit price in 1950 was 
$40.44. Eight percent were under $25, 
16.7 percent were between $25 and 
$30 percent were between $30 
and $40: 37.1 percent were between 
$40 and $50; and the remaining 14.7 
percent were over $50 

Blankets costing over $40 accoun 
ted for almost 52 percent of dollar 
sales but got less than eight percent 
of the advertising done on electric 
blankets by the test Units 
costing less than $30 produced only 
24.7 percent of sales but received 71.5 
percent of advertising 

I he unable to 
find any correlation between a store’s 
sales performance on electric blankets 
and between the local temperature, 
the amount of business in regular 
blankets, variations in price character 


77 
Pe PS 


~ 


stores 


researchers were 
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of the various blanket departments o1 
the amount of newspaper advertising 
The single characteristic common to 
stores doing the biggest jobs with elec- 
tric blankets was a policy of maintain- 
ing large space displays on a 
round basis. 


vCal 


Smoothing Out Peaks 


Some men in the trade are hopeful 
that the trade made some progress 
last year in smoothing out some of 
the highly seasonal peaks in the bed 


coverings sales curves. Earlier met 
chandising by manufacturers, in 


creased use of lay-away plans and 
intensified gift-selling early im the yea 
were cited by manufacturers as reasons 
for hoping that the seasonal peak had 
been rounded off slightly. 

(ExvecrricAL MERCHANDISING an 
nually gathers monthly sales figure 
from utilities reporting on retail sales 
in the areas they serve. A comparision 
of this monthly data for 1951 and 1950 
shows that approximately 65 percent 
of sales are registered in the final 
three months of the year and that 
almost three quarters of all retail 
sales are concentrated in the four 
months from October through Janu 
ary. 

When 1952 figures are compiled 
it will be possible to determine 
whether the merchandising techniques 
cited in the preceding paragraph have 
materially affected this pattern.) 

According to one firm which does 
some private label business, the past 
year “definite increase’ in 
private brands for large buying groups, 
large dry goods wholesalers and some 


Saw a 


large stores. 

This same source had several inter 
esting guesses about what’s ahead in 
the industry. Mindful of the sharp 
price differential between the low-end 
lines and some of the nationally 
branded bed coverings, this manufac 
turer guessed that the higher-pric« 
firms would improve quality and main 
tain present prices rather than reduc: 
prices slightly, which would still leave 
a large price gap between them and 
the low-end lines. Other firms see this 
problem differently, feeling that fairl 
small price reductions on their part 
would be just enough adjustment to 
allow them to compete. 

One manufacturer mentioned the 
possibility that new bed coverings may 
be developed by the industry. Explain- 
ing that many units now on the mar- 
ket have almost identical electrical 
systems, this manufacturer predicted 
that competing firms might begin 
developing bed coverings with exclu 
sive features in materials, if not in 
the electrical svstems. There are a 
number of non-blanket products being 
marketed at the present time (sheets, 
comforters, quilts and even mattress 
pads) but blankets st . account for 
a majority of electric bed 
sales. 

New products or not, the industry 
is still a young one and has barely 
tapped the market. That’s reflected in 
the optimisim of manufacturers who 
continually improving sales in 
the vears ahead End 
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Outstanding Electrical Appliance 
Retailer Tells How and Why! 


e/ Meessct asd aisiaiis Peon Re 


“There is a fundamental reason why retailers 
| should support nationally advertised brand mer- 
ag - | chandise manufacturers. They help create new 
Cee) markets, pioneer new products...are a bulwark 


against standardization.” 


0), Acceusiaidl oiline. ee 


*\ I know both sides of how to sell merchandise 
—‘at list price’ or ‘the best price you can get’. The 


\ 2¢| . | Price organizations sold a volume of $4,000,000 
ee a worth of merchandise at full list price last year. 
i 4 LY, We merchandised hard, concentrated on exclu- 
WY sive brand lines, serviced intelligently, let our 


salesmen make money and maintained a balance 
between our inside and outside activity.” 


K saving inventory eee 2 eee 


“There is no substitute for knowing exactly what 
you have in inventory at all times and what un- 
filled orders you have with suppliers... you must 
control your inventory or lose control of your 





ultimate profits.” 


0), compensation oe 


“Why should your best man be the most costly? 
Why couldn’t there be some stability in the 
salesman’s earnings if he was sober and a hard 
worker? If we had made a good choice in our 
men, and they were trained properly and ade- 
quately directed, why wasn’t it reasonable to 





assume they deserved a guaranteed income?... 
Our answers to these questions are found in our 
pay arrangement.” 


About incentives... 


“To be successful in building a good retail sales 
force, you must enjoy seeing other people make 
Yo money! With the full knowledge that if they 
A cisssstl prosper, you prosper, your compensation plan 
should be fair and equitable. We think 1% of 
your budget should be spent in incentives.” 














HARRY B. PRICE, JR. 
President of Price’s, Inc., Norfolk, Va. 
and Vice President of NARDA 


Me Pr mre oe 
Mr. Price writes for the first edition of Ladies’ 
Home Journal Appliance Store Success Bulletin.” 
This new service to a grou 
dealers is condensed each mc 
benefit of the entire appliance 


p of electrical appliance 
nth in this space for the 
e industry, 





(() 2 . : 
( Kegankng customer on ee 


+ 


A & “In the appliance field, customer relations are 

av re the difference between failure and success...it is 

| (WW only through prompt, efficient and courteous 

4 Y service that a customer gains confidence and 
[ee respect for the appliance dealer.” 


Ladies’ Home 


eurnal 


THE MAGAZINE YOUR 
CUSTOMERS BELIEVE IN! 
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RANGES + REFRIGERATORS * DISHWASHERS + DISPOSALLS® =D 





FIRST REFRIGERATOR WITH FULLY PER 


Frallaud ix S Refi 














4 | 99 
Frost-Away offers the simplest, most reliable defrost sys- 


‘ i Model EB 8 
tem in the industry. There are no clocks or counters that wait for frost to build up foot Bony 
before going to work. “Frost-Away” gets rid of frost as soon as it appears—and 

without changing the temperature in either the freezer or refrigerator compart- 


ment. No melting and re-freezing ever occurs in the Food Freezer. 


“Cc idcoil,’ . 
© col in exclusive Hotpoint feature, provides a new one 


cold control. An almost constant temperature is maintained from 
ottom—regardless of the number of times the door is opened or the 
in kitchen temperatures. “Coldcoil” also provides a balanced moist cold 


tresh food storage 


ese extraordinary selling , features you have to ofter in the great new 


Hotpoint Model EH 110-6 Suprem« 
® New Frost-Away Automatic ® 8 Different Food Preservation 
Defrost Zones 


® New Coldcoil One-Temperature © Butter Bin 
and Moisture Control © Hi-Humidity Drawers 


® New Lift-A-Cube Ice Trays ® Swinging Leftover Basket 
with Refrigerated Tray Shelf with Jars 


® New Food Freezer Door Shelf © Door Shelves including Egg 


® 76 pound Full-Width True Shelf 
Food Freezer ® Sliding Aluminum Shelves 


A COMPLETE RANGE OF PRICES 


At suggested retail prices ranging from $199.95 to $509.95, Hotpoint 
offers a complete line of the World’s Finest Refrigerators with features 
that are years ahead in advanced engineering. Even at the low end of 
the line, Hotpoint provides features found in many other higher priced 
models. Throughout the line you'll find new convenience and effi- 
ciency factors which put 


HOTPOINT... Out in Front with Everything! 
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Frost-Away offers the simplest, most reliable defrost sys- 


Model EB 87-6 + | 
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tem in the industry. There are no clocks or counters that wait for frost to build up wet, , 
before going to work. “Frost-Away” gets rid of frost as soon as it appears—and 
without changing the temperature in either the freezer or refrigerator compart 


ment. No melting and re-freezing ever occurs in the Food Freezer 
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Look at a// these extraordinary selling features you have to offer in the great new 

Hotpoint Model EH 110-6 Supreme 

© New Frost-Away Automatic ® 8 Different Food Preservation 
Defrost Zones 


© New ColdcoilOne-Temperature © Butter Bin 


and Moisture Control @ Hi-Humidity Drawers 


© New Lift-A-Cube Ice Trays ® Swinging Leftover Basket 
with Refrigerated Tray Shelf with Jars 


@ New Food Freezer Door Shelf ® Door Shelves including Egg 


® 76 pound Full-Width True Shelf 
Food Freezer ® Sliding Aluminum Shelves 


A COMPLETE RANGE OF PRICES 


At suggested retail prices ranging from $199.95 to $509.95, Hotpoint 

offers a complete line of the World’s Finest Refrigerators with features 

that are years ahead in advanced engineering. Even at the low end of 

the line, Hotpoint provides features found in many other higher priced [ Model EC 87-6 = | 
models. Throughout the line you'll find new convenience and effi- ! 

ciency factors which put + 


HOTPOINT... Out in Front with Everything! 
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DEHUMIDIFIERS « 
WATER HEATERS « FOOD FREEZERS AUTOMATIC WASHERS « CLOTHES 


HOTPOINT Co. 
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Model | AS 92-6+ | 


Heil’ IN SINGLE-DOOR COMBINATIONS 


Perfectly insulated single-door com- 
bination refrigerator-freezer mod- 
els (pictured above) provide the 
ultimate in convenience factors and 


Model EA 61-5 I! 


food storage efficiency. 
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Bookkeepers... 
Bakers... 
and Busy 
Dressmakers... 





Americans Are kolling Up Their Sleeves! 


YES, ALL KINDS OF PEOPLE 
ARE GIVING BLOOD SO THAT 
OUR WOUNDED MAY LIVE! 


e Today, the blood ofa 
Boston bookkeeper may be 
flowing through the veins of 
a wounded kid from a Kansas 
farm ... the blood of a pretty 
Southern housewife may have 
saved the life of a grizzled 
leatherneck. For, blood is 
blood, a God-given miracle 
for which there is no substi- 
tute .. . and when a man’s 
life hangs in the balance and 
blood is needed, there is 
nothing else to take its place! 

Right now the need for 
blood is urgent. In hospitals 
-—at home and overseas— 


many men require four and 
six transfusions during deli- 
cate operations. And the 
blood must be there—when 
it’s needed. So give the most 
precious gift of all—your 
blood! 

Be assured that giving 
blood is neither difficult nor 
distressing. And what a thrill 
there is in knowing that 
you’ve performed a really 
unselfish act! So call your 
local American Red Cross 
today and make an appoint- 
ment. And tell your friends 
and neighbors about your ex- 
perience. Let them share the 
wonderful feeling Americans 
get when they roll up their 
sleeves—and give blood. 
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YES, ALL KINDS OF PEOPLE 
ARE GIVING BLOOD SO THAT 
OUR WOUNDED MAY LIVE! 


@ Today, the blood ofa 
Boston bookkeeper may be 
flowing through the veins of 
a wounded kid from a Kansas 
farm ... the blood of a pretty 
Southern housewife may have 
saved the life of a grizzled 
leatherneck. For, blood is 
blood, a God-given miracle 
for which there is no substi- 
tute ... and when a man’s 
life hangs in the balance and 
blood is needed, there is 
nothing else to take its place! 

Right now the need for 
blood is urgent. In hospitals 
-—at home and overseas— 


many men require four and 
six transfusions during deli- 
cate operations. And the 
blood must be there—when 
it’s needed. So give the most 
precious gift of all—your 
blood! 

Be assured that giving 
blood is neither difficult nor 
distressing. And what a thrill 
there is in knowing that 
you've performed a really 
unselfish act! So call your 
local American Red Cross 
today and make an appoint- 
ment. And tell your friends 
and neighbors about your ex- 
perience. Let them share the 
wonderful feeling Americans 
get when they roll up their 
sleeves—and give blood. 
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Space Heaters 





755,000 units sold 
for space heaters. Slight 


an increase in dollars 


N contemplating the space heater 
industry, one comes face to face 
with its new ramifications. Manu- 
facturers produce heaters for use with 
both oil and lhe small-pipe 
packaged heating systems are coming 
in, and that complicates the picture. 
The opinions of the experts, who 


gas. 


guess long before the end of the year 
were that oil space heater sales for 
1952 dropped slightly to 755,000. 
This is a decrease from the 763,500 


reported for 1951 and the 886,369 sold 
in 1950. Average price for 1952 was 
thought to be $93. Some 52 percent 
of the volume went for replacement. 
Some 43 percent of the heaters sold 
used blowers, and on at least 40 per 
cent of the 
involved. 


deals there were trade-ins 

K'stimate is that there are 
29,000 dealers selling oil space heaters 
and about 36,500 retailing both oil 
and gas models 


Inventory Carryover into 1953 


\ll hands agree that there will be 
a smaller inventory 


“ei 
1953 


into 
163, 


Carryover! 
than there was a year ago 
00 units, to be exact 

\ year ago there were 187,500 spac« 
heater 


CAITice 


over and one conserva 
tive manufacturer disagreed with this, 
saying that fully 250,000 heaters were 


New Year's day, 1952 


Reasons this vear for the 


in mventory 


I IWCI 


carryover were: Manufacturers have not 
been able to produce as many units 
duc to steel strikes; galvanized metal 
has been hard to get hen, too, 
distributor nd deal hav been 


| FIVE YEAR OIL SPACE HEATER SALES IN UNITS AND DOLLARS 





| ie J$ 70, 218 
763,500 
4 
195! | $ 69,478.50 





add up to a “smooth year” 
drop in units is balanced by 


more cautious in their buying, having 
been in an inventory mess the early 
part of 1952. Finally, the buying sea- 
son at retail was late in starting in 
1952, but when it did, merchandise 
moved out with a rush, and it con 
tinued all year. 

Summed up, everybody thought 
that 1952 turned out to be a very 
“smooth” year for heater marketing. 
While four manufacturers dropped 
out of the race in 1952, it is felt that 
there was no decline in retail outlets, 
dealers selling about 20 heaters per 
store. Outlook for 1953 is good, with 
enough raw material, labor and put 
chased parts to support high produc- 
tion. 


Replacement Market High 


It has been observed that homes 
with space heaters do not climb gradu 
illy into central heating and cease to 
be prospects. Owners replace old space 
heaters with new One of the 
reasons has been rent control which 
makes it silly for 


ones. 


an owner to 

modernize his buildings. 
Nothing new has been digested 
from the 1950 U.S. census since last 


car’s report, when it was revealed 
that there were 20,053,000 homes in 
the U. S. without central heating. It 
was found that 9,096,000 burned coal 
ind wood, and it is this backlog which 
the heater nibbles on 
for new business. 

Manufacturers in the space heater 
dustry are unanimous in their opin- 
n that the 1950 c report that 


pace industry 


nsu 
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TWO YEARS STATISTICAL SUMMARY 
Oil Space Heaters 








Based on Total Homes 





1952 1951 
755,000 ....... secsve ce Os. -. 763,500 
Sah is vee Average Retail Price.............4.. $91 
$70,215,000 ..... .. Retail Value.... $69,478,500 

(Jan. 1953) (Jan. 1952) 
7,260,000 . “Homes Owning. . 6,750,000 
38,204,000 *Homes Without. 37,814,000 








there are 4,437,000 space heaters in 


use is cockeyed. One of the most 
onservative says that up to January 
1, 1953, some 10,335,000 space heat 


ers have been sold, excluding replace 
ment 


New Construction 


be little data on 
how many space heaters are going 
into new construction. Some placed 
it as low as two percent. It is thought 
that Florida and California offer the 
biggest market in new homes. How 
ever, this writer has visited a block 
of new homes in Danville, Ill, so 
heated, and adds as a postscript th 
opinion of one manufacturer: 
“This may surprise you 
guarantee return cards and 
books of shipments show that 18 per 
cent of our gas and oil space heaters 
are into new Why? 
Because there is a world of business to 
be had, particularly in the Sontheast, 
vhere a lot of low cost housing, some 


[here seems to 


but 


record 


Oul 


homes. 


going 





of it public, is going in. I know of 
project that took 1,500 of our 
gas space heaters. It might surprise 
some of your readers to look inside 
these big, low cost housing projects 
and also at the heating plans in the 
little two to four room houses on the 
outskirts of town, the kind that father 
builds with the help of a rough car- 
penter, odds and ends of lumber, and 
some old paving brick. Many of these 


one 


are space heater homes and even the 
fairly inexpensive floor furnace and 
wall heaters cost $50 to $100 too 


much.” 

One of the reasons a space heater 
succeeds in heating a whole house is 
duc blower. ‘The trade 
was unanimous that around 43 per 
cent of the space heaters sold today 
take 


to use of a 


bl IwCTS, 
The Gas Heater 


It is well at this point to look over 
the gas end of the space heater busi 
(Continued on page 144) 
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FOR BiG PROFITS 


take on this fast seller backed by BURNHAM 


HERE ARE 8 SALES-PACKED REASONS WHY: 


It’s an electrically operated steam 
radiator that delivers completely 
safe and dependable heat. 


It’s made and backed by a 
nationally known heating appliance 
firm with a 78 year reputation for 
unquestioned quality. 























It’s built of cast iron for lifetime 
service. 


It’s equipped with the finest heating 
element and thermostatic controls 
available. BURNHAM PORTABLE equipped 


with easy-rolling casters. Dual 


5 it’s priced to give the dealer a good automatic thermostat controls room 
profit and the consumer a g temperature and saféty of opera- 
value, tion, Primory thermostat cuts off 

radiator at a pressure of 10 to 

6 It stays sold and creates demand 12 Ibs, p.s.i. Secondary thermostat 
for additional units. controls room temperature. Ideal 

for bathrooms, nurseries, rumpus 

7 It costs little to operate. rooms, sun porches, garages, 


camps —in fact perfect wherever 
and whenever heat is needed. 


It’s Nationally Advertised in 
8 important consumer magazines. 


BURNHAM STATIONARY 
MODEL. A self-contained avto- 
matic heating unit. Thermostatic 
controls operate similarly to those 
on Portable Model. Ideal especially 
for homes supplied with low cost 
electric power, 











BURNHAM Portable 
STEAM RADIATOR 


There's a big and waiting market for these Burnham Cast-Iron Portable 
and Stationary Steam Radiators, This has been shown by increasing 
consumer demand wherever they are sold! Customers know real value 
when they see it—and these quality radiators are built for lifelong 
durability, efficiency, and economy of operation. It’s a big profit maker! 
NATIONALLY ADVERTISED for years in leading home magazines. 
Send Coupon NOW! 


WRITE, WIRE OR TELEPHONE TODAY — SEVERAL GOOD DEALERSHIPS OPEN 


ae ies | 

| BURNHAM CORPORATION 

i Electric Radiator Dept. EM-13 i 

' Box 351, Zanesville, Ohio i 

' Please send literature and sales manual on 

i Burnham Portable and Stationary Steam - 

} Radiators. i 

' SEE un cos avksaeeecvewetGbeeneed ese 

i Address ....ccccccecceeee paeveceseece ' ELECTRIC RADIATOR DEPARTMENT 

Ei uepeseessenensoceven sce EADDs coe: JUS Bex 351 Zanesville, Ohio 


| in cold weather. 


Space Heaters 





ness. Gas space heaters, by and large, 
are reckoned as being cheaper jobs 
than oil, one maker giving an estimate 
of $100 for the average oil job, and 
$75 as the average retail price for a 
gas space heater (vented, of course). 

Despite this price advantage, it was 
not felt that gas went ahead during 
1952, because the delivery of the fuel 


| is spotty, and dependent on alloca- 


tion by the utilities. ‘Thus, the pat- 
tern of gas space heater sales is erratic. 
One manufacturer felt that 1952 saw 
sales of 265,000 gas floor furnaces in 
1952 (as against 55,000 oil floor fur 
naces) and 205,000 gas wall heaters. 

Utilities, in hesitating to grant gas 
heating permits, frankly fear zero 
days. ‘They have abundant gas in 
summer but don’t want to get caught 
Near Chicago a huge 
cave is being filled with gas to provide 
a bank to draw from in zero weather 
in the future. 

Besides space heaters, the new 
small-pipe package heating systems are 
coming in rapidly, and can be installed 
by appliance dealers. No estimates on 
industry sales are yet available. 


The Years’ Promotions 


One of the industry’s accomplish 
ments in the past year is the spread 


ing out of its season over a wider 
area of the vear. Natural season for 
space heater sales has always been 


September, October and November. 
In 1952, they found that by mak 
ing it worth the customer’s while they 
could spread sales. One firm offered 
both a blower and a thermostat for 
$7.85 if the customer would buy his 


| space heater prior to September 1. It 
| was a $40 value and was cut off at 


the beginning of the season. As a 
result, this firm’s dealers almost had 
their shelves bare when the true heat- 
ing season arrived. 

Another outstanding promotion 
offered a space heater at $59.95 (or a 
higher priced model) and with it the 
customer received free a 32-piece set of 
Libby Safedge glassware worth $14 
retail. 


CONTINUED FROM PAGE 143 





to make sales he uses premiums to 
bring in the prospects. 

One thing about premium pro- 
grams that space heater manufacturers 
have learned is the fact that their 
effectiveness is limited and decidedly 
spotty unless there is a bang-up promo- 
tion behind them with lots + gorerad 
paper and radio advertising where it 
will do the most good. A premium 
itself is not enough. It has to be 
backed and promoted hard. 

One phase of competition to appear 
during the past year was LP gas. LP 
gas competes with 15¢ oil. However, 
L.P takes a more costly installation 


Cities Good Markets 


While it looks as if the South is the 
area with the greatest number of non- 
central heating prospects, the large 
cities have an enormous number of 
space heater prospects in dwellings 
without central heating. 

Chicago with a 1950 population of 
3,660,436 has, according to the 1940 
census, 269,709 homes without central 
heating. Pittsburgh with 673,763 
population has 130,934 houses. Even 
Los Angeles with 1,950,692 has 312,- 
374 homes without central heating. 
Rent control stopped landlords in 
their tracks and the large percentage 
of replacements shows that little effort 
is being made to bring central heating 
to these old places. 

Repeated from last year is the analy- 
sis which shows that country purchases 
account for 41.5 percent of the space 
heater buyers; outskirts purchasers, 4.7; 
towns under 2,500 population (non- 
farm) 24.3: towns 2,500 to 10,000. 
11.1, and towns over 10,000, 18.4 per- 
cent. 

While there seemed to be an enor 
mous number of new homes going up 
to date, it must be remembered that 
the bulk of homes in the United States 
have been standing for years. The 
census shows that 5,877,000 homes 
were built in 1945 or later: 3.348.000 
in 1942-44; 5,885,000 in 1930-39; 8.- 
971,000 from 1920 to 1929: 20,101.- 
000 in 1919 or earlier. 





It is becoming almost traditional Hardware stores are said to have 
that during the time the dealer wants (Continued on page 145) 
THE SPACE HEATER MARKET 
1950 1950 
1950 1940 1950 Rural Rural 
NORTH CENTRAL Total Total Urban Non-farm Farm 
Non-central heating 4,939,000 5,077,076 2,194,000 1,408,000 1,337,000 
Oil space heaters 1,563,000 378,919 719,000 484,000 360,000 
SOUTH 
Non-central heating 9,338,000 8,707,387 3,994,000 2,647,000 2,692,000 
Oil space heaters 1,333,000 371,082 673,000 447,000 213,000 
WEST 
| Non-central heating 3,309,000 2,792,983 2,035,000 863,000 411,000 
| Oil space heaters 618,000 250,795 252,000 258,000 108,000 
NORTHEAST 
Non-central heating 2,472,000 2,892,261 1,641,000 583,000 248,000 
Oil space heaters 923,000 755,948 720,000 152,000 51,000 
UNITED STATES 
Non-central heating 20,053,000 19,469,707 9,864,000 5,501,000 4,688,000 
Oil space heaters 4,437,000 1,756,744 2,364,000 1,341,000 732,000 


JANUARY, 


| Source: 1950 Census of Housing, Preliminary Reports, Series HC 5, No. 2, June 10, 1951. 
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accounted for 16 percent of the space 
heater sales, furniture stores with 29 
percent, appliance dealers for 34 per- 
cent, department stores for § percent, 
fuel oil dealers for 5, plumbing and 
heating houses for 6 percent, and 
others for 2 percent. Fully 80 percent 
of space heater sales are on time, and 
illowances on trade-ins runs from 
$7.50 to $20.50, depending on the 
usefulness of the old item. 

Possibly coming up during the pre 
ent vear will be a breakdown of the 
1950 census revealing the number of 
homes without central heating by 
counties. 

his has been pronounced the great 
est possible aid to the industry, be 
cause it permits a dealer to see how 
many prospects are all around him in 
his own county. It is always a shock 
to a dealer, snug in his own centrally 
heated home, to discover how many 
people about him do not enjoy thes« 
idvantages, and are therefore pros 
pects for this economical device. 

While there are from 10 to 12 sizes 
of space heaters on the market, rang 
ing from a 20,000 B.t.u. output to 
bout 80,000, the typical dealer’s stock 
onsists of one 30.000 B.t.u. model. 
one 40,000, one 50,000 and one 65, 
000 to 70,000. It is believed that 69 
percent of sales run to models over 
+0,000 B.t.u., 28 percent to models of 
less than 40,000 B.t.u., and 3 percent 
to radiants without easings 


Installation 


Manufacturers frown at the practice 
of selling space heaters over the coun 
ter, with the owner doing the install 
ing. Probably about 20 percent of 
the output is sold this way against the 
industrv’s wishes 

I'he recent rise in popularity of shell 
houses with the owner doing the finish 
ing has led to a brisk trade in home in 
tallations of floor furnaces, and this 
also manufactures, for an oil 
pace heater can be an absolute mess 
unless it is installed properly. It is 
not simple, and it requires tools to do 
the job. 


pains 


Dealers have no business selling 
space heaters at all, unless they are 
willing to go out and supervise installa 
tion. Five musts in installing heaters 
are: 

1. They must be absolutely level to 
insure proper operation and the only 
way this can be done is to place a 
level across the castiron combustion 
ring of the burner. 

2. A draft gauge is a necessity and 
the stove must be checked when it is 
hot. ‘The average chimney will pull 
from 4/100ths to 5/100ths of an inch. 
it takes around 6/100ths of an inch to 
get proper action out of a space heater. 

3. You can’t depend on the valve 
setting of the factory as being right 
for the owner’s chimney. 

4. The owner should be shown how 
to take out the oil strainer and clean 
it with a brush. The filter should be 
cleaned once a year. 

Clogged fuel lines and excessive 
down draft are principal causes of 
grief and are easy to correct. 

With heaters weighing less than 
100 Ibs. on the average, installation is 
a one-man job. Some heaters weigh 
from 135 to 150 Ibs. and are two-man 
propositions. ‘Time for installation 
should be figured from one to one-half 
hour, more if a flue needs to be 
repaired. 

Essential equipment is a draft tester, 
test level and graduate for measuring 
oil flow. Very frequently oil tanks are 
sold with the heater and yicld an addi 
tional profit. 

Summer checkup gives the dealer an 
extra source of revenue, as well as get 
ting into the customer’s home. From 
$2.95 to $4.95 is the charge that can 
be realized, and it is profitable. No 
better way than this to sell replace 
ments 

With the trend among. electrical 
dealers to specialize on appliances that 
ire less saturated, with assurance of a 
supply of merchandise, plenty of fuel 
on the market, and no high distributor 
and dealer inventories of other mer 
chandise to distract sales, the outlook 
in space heaters is good. End 
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SELL THE ROOM AIR CONDITIONING © 
UNIT THAT OPENS UP AN EXCLUSIVE 


BIG NEW 


This Amazing Unit can belnstalled 
in 30 Minutes in any Modern 


CASEMENT WINDOW 


with NO ALTERATION to 
FRAME or SASH 


It’s Protected by Patents! 
















THE NEW BURNHAM 
ROOM AIR CONDITIONER 


Manufactured Under License 


Profits are in, Competition is out, with this brand new Burnham Room Air Condi- 
tioner — because there’s no other unit like it! Yet it’s competitively priced, and built 
to match in quality any air conditioner on the market! { 
Add this exclusive model to your present line for complete air conditioning coverage. 


More customers . .. more profit! 


installation is a matter of minutes and can be done by service man or onmomes, Pos 

lug in. There is no drilling, cutting or filing. Fits in 
with frame . . . no wing adapters . . . no installation kit. Installation is simplicity itself! 
sition to supply the fast growing demand for 
a top quality air conditioner specifically designed to fit modern casement windows. 


slide in... hook in... 
This new Burnham unit puts you in a 


Remember it’s protected by U.S. Patents! 


WRITE, WIRE OR PHONE FOR FULL INFORMATION ON SPECIAL DEALERSHIP ARRANGEMENT 


eee la aetna Sa petEinpeenanREneteT 


— ce Se AS NE Se 


AIR CONDITIONING DEPT. 
Box 351 Zanesville, Ohio 


MARKET 


@ MULLIONS AND MUNTINS 
5 NOT ALTERED, 
MUTILATED OR DESTROYED | 
BY INSTALLATION 
No drilling, cutting 
or filing 
@ NO SCREWS, NUTS, 
BOLTS OR BRACKETS 
@ Also Fits Double 
=» Hung Windows 


iets 
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BURNHAM CORPORATION \ 





Air Conditioning Dept. EM-13 : 
Box 351, Zanesville, Ohie ' 
Kindly send me full information on your t 
Air Conditioning Unit and Dealerships. ; 
PRE 5:50 00h 60.056.0060:56 60006007002 ° i 
Address .....+... Ccerrvecsececone esve . 

' 
GO pitisachetecsnaco ues eae oe 












Dehumidifiers 





The young industry enjoys a saner, less spec- 
tacular growth than originally predicted; unit output 
in 1952 rises to 90,000, a new record 


RODUCTION and sales of m« 
P chanica dehumidifiers continued 
to grow during 1952, with pro 
duction reaching 90,000 units 
This represents the fourth year in a 
row that production of this: appliance 
has moved upward. While its growth 
has not been as spectacular as some of 
its backers once seemed to expect, the 
young industry has steadily 
since it made its appearance in 1948 
A second indication of the growth 
possibilities inherent in the field lies in 
the number of firms which have intro 


grown 


duced dehumidifiers in recent years 
ELecTricAL MERCHANDISING _ pre 
sented its first market study on the 


appliance in its January, 1951, issu 
and pointed out that there were about 
five firms in the field. A compilation 
made during the summer of 1952 indi 
cated that there were over 20 firms 
marketing such units and that number 
has increased somewhat since then 

The industry’s gradual growth (25, 
000 units produced in 1949 45,000 in 
1950, 75.000 in 1951 and 90.000 in 
1952) does not furnish an adequate 
explanation for the sharp rise in the 
number of firms marketing dehumidi 
fiers. One must also remember that 
the units attracted considerable atten 
tion at all levels (manufacturer through 
consumer) when they appeared in vol 
ume in 1949 and 1951. In addition, it 
is a relatively simple unit to manufac 
ture and is thus an ideal appliance 
for firms anxious to expand their prod 
uct lines 


The Other Side 


There are several limi 
tations on the market 
to some extent counteract thes« 
tages. The business 
the market is largely confined to cer 
tain areas, and the group of potential 


important 
howe VcT, whit h 
idvan 


is highly seasonal 


owners is somewhat limited. Those ar 
the conclusions of one of the biggest 
firms in the industry after an anal 


of their 1951 and 1952 sal ilthough 
these trends were not apparent in 1949 
and 1950. Here are the factors 
the industry's potential 
Climatic Conditions. On« 
believes that 90 percent of the market 
lies in the territory east of the Missouri 
River valley and north of the state of 
The climate must includ 


} 
iitin 


compan 


Tennessee 


high temperature, together with high 


humidity, together with a large mean 
temperature differential between the 
cold winter months and the hot sum 
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mer months which controls the ground 
temperature. In short, ground temper 
ature must be cold enough to be below 
the dew point 

Prospects. ‘This firm believes that 90 
to 95 percent of industry output goes 
into homes, almost all of it going into 
houses having basements. In addition, 
the family must be well enough off to 
own equipment, merchandise or furni 
ture valuable enough to warrant the 
necessary investment for protection of 
these items. The company believes 
that the owner of a $10,000 or more 
home is normally 
humidifier owne1 


a prospective de 


Market Conditions 


There is some evidence to indicate 
that the dehumidifier market in 1952 
roughly paralleled the room air con 
ditioner trade 
were sizable inventories on hand when 
the year opened, production was up 
during the year, and the year closed 
with inventories at a fairly low level 
There were no widespread shortage 
although one firm said that “a small 


In other words, there 


additional percentage” might have 
been sold if they had been availabk 
when hot, humid weather struck in 


June and July 
As with the 


ir conditioning indu 


try, relatively good demand did not 
prevent price cutting at the retail level 
One company estimates that the av 
ive selling price at retail was $128-130 
Manufacturers’ suggested list pr 


upward from $140 to $155 

‘here are few statistics available on 
the marketing of dehumidifiers b 
of the product’s brief hstorv. It is 


ife assumption that appliance deale: 


rane¢ 


¢ 111S¢ 


handle the majority of sales and on 
manufacturer estimates that thev han 
die 80 percent of retail sales with th 


balance being moved through plumb 
ers, heating and ventilating contractors, 
ir conditioning contractors, and sta 
tionerv and office supply distributor 
ind the like 
The Products 

Mechanical dehumidifiers are onl 
one of thre« types used to dry air 
Others use either dessicants or heat 
to remove moisture from the air. The 


refrigerant types, however, predomi 
nate in the residential market. In 
these units, warm, humid air is 


drawn into the dehumidifier and passes 
through a refrigerated coil. The mois 
the air th 


ture in is condensed on 













































TWO YEARS STATISTICAL SUMMARY 











Dehumidifiers 
1952 1951 

90,000 Units Sold 75,000* 

$143 Average Retail Price . $145 

$12,870,000 Retail Value $10,875,000 

*Revised 
oils; the air then passes over th \ reasonable but not spectacular 
varm condenser which dries it before _ rise in production is expected in 1953 
it is discharged back into the room Manufacturers are not specific but 
he average unit will handle about’ one says “over 100,000 units” and a 
3,000 cubic feet. It has a 4 hp. motor second says a gain of 20 percent. A 


which will remove up to three gallon 


24 hour 


are a number of 


of water every 
There 


tial applications for the 


non-residen 


unit despite 


the large number which go into homes. 


Any which finds 


firm 


humiditv a 


problem (candy stores, bakeries, book 


tore 
uch a unit 
In addition, there ar¢ 


s, food shops) is a 


ipplications in the home 
the 
moisture 


crs use dehumidifier 
the 
automatic clothes drver 

extreme in clothes drying 1 
by a dehumidifier; it spec 
which are hung 
Its greatest appeal i 
however, is in overcoming 


fort and damage resulting 


clothes 


dry 


moisture 


JANUARY, 


prospec t for 


1 number of 
Some 


to overcom< 


own 


problem presented by 


(The other 
S ilso helped 
ds drying of 

indoors to 
n the home, 
the discom- 
from excess 








ruess of 110.000 


reasonable 


units is probably 
Prices should hold about 
teady, with increased production and 
competition tending to compensate 
for increased material and labor costs 


One manufacturer said he “hoped” 
for a price rise since present price 
levels “are not profitable or attractive.” 
\s is the case with many other ap 


pliances, little trouble 1 
from materials shortages 


expected 


What's Ahead 


he industry’s hopes for the future 
ippear to be more sane (if less spec 
tacular) than they were two years ago 


[he product’s steady year by year 
growth and the number of reputable 
manufacturers who have entered the 
field promise of an attractive fu 
ture End 


TIVE 
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Ray-0-Vac ,SHEATHED in STEEL 





TOP, BOTTOM 


ANDO <a» SIDES 
Se YOU WANT a durable, lasting article—have it made of 2 j 


steel! It’s the metal that makes the nation is, and alway 
will be the king for strength And that’s why Ray-O-Vac stand- 
ardized on steel. Pick up a Ray-O-Vac battery. Heft it. Get the 


“feel of steel.’ Here’s sealed-in-steel LEAK PROOF construction q RAY-O-VAC 


that delivers the absolute tops in power and performance 'o7@) M PANY 

Steel makes the difference. Ray-O-Vac batteries are sealed Madison, Wisconsin 
Ray-O-Vac Canada, Ltd. 
Winnipeg, Manitoba 


comple tely with a casing of quality steel, top, bottom, and sides 

there is nothing else like them on the market. Here’s quality 

construction that makes Ray-O-Vac the top performer in the bat- 

tery industry. It costs us more to make. but it costs you no 
wre. Make your future orders . Ray-O-Vac 
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THE COMPLETE LINE OF 


You'll sell more, make more and keep more IF you’re a 
WHIRLPOOL dealer in ’53. And this is not wishful thinking. 
It’s backed by the experience of 10,000 WHIRLPOOL dealers. 

You'll sell more because WHIRLPOOL is most wanted by 
most women. You'll make more because WHIRLPOOL has 
the greatest features in home laundering . . . features you 
can talk about and demonstrate . . . features that quickly 
clinch the sale to eliminate time-consuming, costly sales effort. 
You'll keep more because famous WHIRLPOOL quality and 
performance protect your profits from being “gobbled up” 
by costly service calls. 

Start the New Year right! Investigate and compare... then 
you, too, will join the WHIRLPOOL dealer family . . . it’s 


really more profitable! 
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The Whirlpool ironer has 
full-size 6” x 26” roll, dual 


heating elements with dual 
for faster ironing 


: controls 
ther modern features. 


HJ \ 
WASHERS, DRYERS and ppp Wei 
$ 


See Wonderful WHIRLPOOL 
at the January Furniture Show 


SPACE 546-D 


American Furniture Mart 



















WRINGER WASHERS 
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GAS and ELECTRIC 
DRYERS 


Both models have protective tem- 
pered heat, controlled air circula- 
tion, easy outdoor venting, 
cidal lamp and other exclusives. 


germi- 





Gas dryer has automatic ignition. 







Again for 1953, only WHIRLPOOL 


has won the Fashion Academy 


<j Award for beauty 


») 


E> 












AUTOMATIC 
WASHERS 


Only W hirlpool has 


suds-miser, seven 






rinses, agiflow wash- 








ing action, germicidal 
lamp, cycle-tone sig- 
nal, 9-lb. capacity and 


other features. 











i 






RER , DRYERS and IRO 
" _ —_— : NERS 
. DA: ‘John Inglis Ltd., Toronto, Ontario 
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To merchandise their bonus offer, Wolff & Marx ran special 
newspaper ads and used this display. Here, R. B. Marrs, Assistant 
Manager Major Appliances, sets up the display using the free pro- 


A FREE SUPPLY OF 
WITH THE PURCHASE OF YOUg 





Traffic increased 90% as a direct result of the bonus offer. 
Wolff & Marx averaged 30 Whirlpool demonstrations a day as 


women found the combination of a brand-new washer, plus a 





























motion kit that came with their Tide order. supply of Tide, too good to pass up. 


TIDE PROMOTION PLAN BOOSTS WASHER 
SALES 907% IN TEXAS DEPARTMENT STORE 


SAN ANTONIO STORE GIVES CREDIT TO 
TIDE’S POPULARITY FOR SUCCESS OF PROMOTION PLAN 


<A + 
steaks or successful washer | rHI k 


@ Whether it’s sizzling 


FRIES» 


promotions, Texans go for fF Wie) | | és M AR 3 
only the biggest and the COMPAN) : 
best. That’s why the Tide (ieee 


Plan is the perfect washer 


cD 








promotion for The Wolff & Marx Company, one of 
San Antonio's largest department stores. They know 
that Tide is used by more women, in both conventional 
and automatic washers, than any other washing product 


on earth—and they ve turned that knowledge into sales. 


Taking advantage of Tide’s special advertising allow- 
ance of $1.75 per case, Charles L. Macneal, Manager 
Major Appliances of Wolff & Marx, put the Tide Plan 
to work—giving a year’s supply of Tide with each 


Whirlpool washer purchased. Even by Texas measure- 





ments, the results produced by Tide's appeal to women 


The promotion strategy takes shape as (1. to r.) Abe Epstein, 
local Whirlpool distributor; J. V. Baxter, Whirlpool Regional Sales 
Manager; Marcus M. Cohen, Vice President of Wolff & Marx; and 
Charles L. Macneal, Manager Major Appliances of Wolff & Marx, 
meet to discuss the success of the Tide Plan in other areas. 


were tremendous: (1) 15 Whirlpool washers sold the 
first day of the bonus offer; (2) washer sales up 90% 
after the first week of the promotion. This is the Wolff & 
Marx story of success in San Antonio. 
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A FREE SUPPLY OF Jif 








As a follow-through, to impress prospects most, Wolff & Marx 
demonstrated with Tide. They got the maximum performance 
from their washers—the cleanest, whitest wash possible . . . with 
no soap film left in the washer. 





15 sold first day! The first day of the bonus offer, 15 Whirlpool 
washers were sold. After the first week, total washer volume was 
up 90%. Tide is such a success as a sales-clincher, Wolff & Marx 
keeps on using the Tide Plan. 


THIS IS THE TIDE PLAN... 
It Worked in San Antonio, Texas—It Can Work for You! 


You, as a dealer, can take advantage of Tide’s special 
advertising allowance of $1.75 per case. (Your cost per 
case is around $5.00—almost % less than the retail price.) 
And with your Tide, you also get a colorful free display 
kit to tell the story of the promotion to your prospects. 
(The kit will be printed with the name of any washer 
brand you designate.) You can use your Tide and the 
display kit to increase your washer sales these four tested 


ways: 


1. Use Tide to build traffic— offer a box of Tide to each 
woman who will come in to watch a washer demon- 
stration. 


2. Use Tide for bonus offers—as an “extra” to swing 
more sales, offer a supply of Tide with each washer 
purchased. 


3. Use Tide for demonstrations— get the maximum 
performance from your washers. Tide gives you the 
cleanest wash possible . . . leaves no soap film. Labora- 
tory tests prove it! 


lide 


TIDE 1S USED IN MORE 





WASHING MACHINES THAN 
ANY OTHER PRODUCT ON EARTH! 
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IS YOUR BEST TIE-IN 
BECAUSE... 


4. Use Tide for displays — promote your offers with 
Tide and the special colorful display kit that’s tailored 
for you. 


Like Wolff & Marx in San Antonio, Texas, you just can't 
miss with the powerful Tide Plan. It’s smart business — 
good business—to let this plan make dollars for you at 
a cost of pennies! 


WRITE FOR 
YOUR TIDE TODAY! 


For full details and order form, send 
a post card to: Box A, Tide Home 
Laundering Bureau, 1429 Enquirer 
Building, Cincinnati 2, Ohio. 







8 
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A Product of r 
Procter & Gamble 
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Power Mowers 





The rotary type is gaining rapidly in accept- 


ance; manufacturers turning to snow removal 


Y EWS of the 1952 marketing 
N season was that the rotary 
mower, which so few under 
stood several years ago, is Coming rap- 
idly to the front as the most popular 
seller. Some firms say that one ro 
tary is now being sold to two reel type 
machines; a few have it 50-50 
What has upped this model's ap 
peal is probably price. With an ele 
tric motor, and a list often as low as 
$70, it may open up a new market 
The rotary operates with a whirling 
blade underneath, sizzling around at 
1200 r.p.m., which cuts grass and 
weeds like a scythe. It can get close 
to bushes, and certain models will hew 
down high grass and weed 


Inventory Sizes 


I'lose interested in inventory prob 
lems will be glad to learn that of reel 
type mowcrs, 6.2 percent last year wer 
under 19 inches; 10.5 percent from 
19 to 21 in.; 42 percent 21 to 24-in.; 
balance, 42.3 percent. In the rotary 
model, 75 percent were 18 in., the bal 
ance were 21, 24 and 30 inches 

Total sales were down for 
the first six months of 1952 from 15 
to 20 percent. Sales were down 29 
percent on hand operated mowers 
Since the big months for mowers are 
May, June and July, the year’s totals 
which are estimated several 
before the end—may partly 
prayerful hope 


mowc! 


month 
reflect 


Prices Are Dropping 


It is believed that 65 percent of th 
mowers were sold through appliance 








rr) 
S 
o 


397,000 
2 AL 2°00 


GB Units Sold 
SETAE aR «wi 
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FIVE YEAR POWER MOWER SALES IN UNITS AND DOLLARS 








ind hardware’ stores, 20 
through garden supply specialty shops, 


and the remaining 15 through miscel- 


percent 


laneous outlets. Breakdown on price 
levels were: 
$95—and under y 
95 to 99 17 
100 to 109 25 
109 to 124 32 
125 to 149 U 
50 to 199 5 
200 to 299 2 
Over 299 2 
100% 
I'he excise tax is a disturbing factor 
on small mower It is $10 to the 


manufacturers, and if the distributor 
ind dealer add their markup, it can 
the $20. 

Some 23 manufacturers out of a 
total of about 220 report their sales 
to Dun & Bradstreet, and 24 are mem- 
bers of the Lawn Mower Institute 
Mills Bldg., Washington, D. C.) of 
which Harold Howe is executive sec 
retary. It is believed that this group 
do from 70 to 80 percent of the in 
dustry’s volume 

\ composite ot 


readily cost consumer! 


manufacturers in 
revealed that total 1952 
iles were estimated at 1,155,000 units 
it an average retail price of $95, and 
1 total retail value of $110,000,000 
hese were sold through about 40,000 
retail outlets, a gain of 4,000 in the 
vear. It was felt that 
1 production of 1,200,000 units, with 
1 carryover from 1952 of 260,000 ma 


terviewed 


1953 would sec 


hines 
It is felt that the market 
15 percent saturated, and about a six 


is about 


1,155,000 
vat <i 


1,241,000 
[$i 


! 


529,000 


i$ 6° 


; 


Retail Value 





$110,000,000 








TWO YEARS STATISTICAL SUMMARY 


Power Lawn Mowers 


1952 1951 
1,155,000 ..............Ualte Sold..... 1,241,000 
$95.25 Average Retail Price $97.50 


Retail Value 





$121,000,000 








percent replacement market exists 
While the theoretical life of a mower 
is around 15 iverage life is 
ictually about 74 year 

All this partly contradicts data pub 
lished in last year’s summary on 
mowers, but it is felt that ex 
perience is changing expectancy tables 

Cause of the power mower boom is 
the expansion of suburban living, the 
disappearance of the boy who cut your 


vears, the 


powe! 


lawn for 50¢. The old idea that you 
needed two acres to justify a power 
mower is gone and the busy man who 
has a 50 ft. lot is now an eager put 
chase 


The ratio between gasoline pow 
ered and electric motor driven mowers 
has changed in favor of the gasoline 
engine, with about 92 percent of this 
eight percent electric 


type iwainst 


motor operated 
Rumors of Lighter Engines 
In the engine field there is a per 


sistant rumor that from 18 to 30 Ibs 
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of weight will be liminated in future 
engines but this is hard to pin down 
Big makers of mower engines remain 
Briggs & Stratton, Continental, Law- 
m, Power Pack, G-E, and Wiscon 
in The Sunbeam Corporation 1s 


uid to have pent S600 000 develop 
ing a lightweight 4-cycle motor with 
the idea of entering this lucrative field 
in the near future 

Whether the 
vhich mixes its gasoline 
win out against 


two-cvi lc 
with oil and 


ngine, 


mtains 19 parts will 
the four cycle, which has 43 parts, is a 
question models are said 
to be favored in Europe, where the 


lighter with 


['wo-cv le 


want weight combined 
powc! 

Margins are short on 
around 25 percent, but 
dealer ducks trade-ins and most sers 
ice, he gets by, Demonstrations take 
place in front of stores, and the cus- 
tomer usually hauls home his purchase 
in the trunk of his car. Automobile 


Continued on page 154) 


mowers 
since the 
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There’s an easier way to close the deal... 
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emphasize the‘ DULOX” finish 


REG. U. S. PAT. OFF. ——— 


Don’t let a customer’s last minute indecision throw you! Pull 
yourself together. Be confident. You have a trump card— 
Du Pont DULUX enamel. 

To wind up the deal the easier way, sales-wise dealers em- 
phasize the lasting white, washable, mar-resistant DULUX 
enamel finish on home appliances. DULUX means it’s made 
by Du Pont, and Du Pont means known quality. 

Is it an effective selling point? DULUX has helped sell more 
than 25,000,000 refrigerators alone. And hundreds of thousands 
of other DULUX-finished appliances have gone into homes 
around the world—positive proof of DULUX acceptance. 

So remember to feature the DULUX finish when you sell. 
It’s the easier way to close the deal! 


DULUX enamel 


e America’s leading home appliance finish 
Better Things for Better Living 
o « rough Chemistry CHEMICALLY ENGINEERED TO DO THE JOB BETTER 
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MERCHANDISE 
YOUR IDEAS FOR 
EXTRA PROFITS 


Did you know that 5 out of every 6 TV 
sets are sold in metropolitan areas .. . 
well within the reception area of the 
Radion Metropolitan antenna? That's 
our BEST target area for extra profits. 
See are some ideas to get them now! ... 


Big Replacement Market 

It's rapidly becoming a big factor in 
antenna sales. There'll be 20 million 
sets in use this year. Even by the 
most conservative estimates, replace- 
ments are a huge market you can’t 
afford to pass up! Keep a Metropoli- 
tan on display. Radion sells best over 
the counter because it’s the one an- 
tenna folks recognize. That $6.95 
list gives you a fine spread and re- 
member, sell just TEN antennas and 
you've earned as much profit as you'd 
make on a table model TV set. 


Let Deliverymen Install 
Save time and money ... keep your TV 
technicians free for service calls and 
shop work. With Radion, the man who 
delivers the set installs the antenna 
Radion saves on antenna complaints too 
because the customer adjusts his own 
antenna. 
Sell on Service Calls 

Frank Moch of NATESA estimates 
that there'll be 26 MILLION service 
calls in 1953. Each call is an oppor- 
tunity to sell an accessory. Have your 
technicians carry a Radion Metropol- 
itan as a replacement antenna or, if 
it’s an outside installation, sell a 
Radion lightning arrester. Remem- 
ber, the initial sale is an invitation 
to further selling. Check your cus- 
tomer list... it’s a constant source 
of business for you. 


RADION Sells TV Trade-ins 
Those traded-in sets may seem like a 
headache to you but there's a big market 
for used and small-screen sets. Add a 
Radion Metropolitan in a flat-price pack- 
age deal “complete with antenna!” 
You'll find it a natural for extra sales. 


Fans Buy Radions for FM 
The Radion Metropolitan with its ad- 
justable dipoles makes a fine FM 
antenna. Remember the sound on 
TV is FM too. Sell Radions right out 
of your TV antenna inventory for 
extra profits. 


New Lightning Arrester a Natural 
Radion’s new all-purpose arrester is prov 
ing a terrific source of extra profits, Cuts 
your inventory problems because it fits 
all twin leads, mounts anywhere, comes 
complete with hardware. Sell an arrester 
with every outdoor installation. See Ra 
dion’s handsome new display package. 
It's a top “silent salesman” for your 
counter, 





FREE PRIZES FOR YOUR IDEAS 
Selling more TV helps you — helps us 
Let's exchange our proven ideas for extra 

rofits. Send ideas you've tried success. 
ully to Radion. If we print them, we'll 
send you your choice of a case of 12 an- 
tennas or 24 lightning arresters. Send as 
many ideas as you like. In case of dupli- 
cation, first letter received wins, so write 
now! 


The Radion QTA-3 Metropolitan 


+ 








+ 





— 


None can do more... 


None has ever sold as well! 
Radion sells TV, sells over-the-counter, sells best! 
Be sure of top-volume sales...Specify Radion...it pays. 
' i ™ 









Ph eg 


Get On The Profit Bandwagon—Send This Coupon Today 




















CALL RADION OR YOUR NEAREST REPRESENTATIVE: 


LEON ADELMAN CO 
25 CHITTENDEN AVE 
NEW YORK, N. Y 


GEORGE E. ANDERSON CO 
1901 GRIFFIN ST 
DALLAS, TEXAS 


ALLAN B. CARPENTER CO 
802 12TH ST. 
DENVER 4, COLORADO 


ROBERT J. CHAFFER 
235 N. BUFFALO ST 
PORTLAND, OREGON 


THE HARRY W. DENSHAM CO 
250 S$. 17TH ST 
PHILADELPHIA, PA. 


LAWRENCE ELLIOTT Co 
20011 FAIRMONT BLVD 
SHAKER HTS., OHIO 
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MAURY FARBER CO 
1200 HERTEL AVE 
BUFFALO, N. Y 


FLOYD FAUSETT & SON 
777 PINEHURST TER. S. W 
ATLANTA, GA. 


EARL GOETZE & CO 
2205 GRAND AVE 
KANSAS CITY, MO 


EDWARD HOFFMAN 
1641 SHEFFER ST. 
ST. PAUL, MINN. 


EUGENE LOEB 
5052 N. SHORELAND AVE 
MILWAUKEE, WISC 


HY MATES 
5510 HOBART ST 
PITTSBURGH, PA 


The Radion Corp., 1130 W. Wisconsin Ave. 
Dept. EM-1, Chicago 14, Illinois 
Send me free Radion profit plan folder 


Name 
Firm— 


Address 





PAUL PRIETSCH 
WESTERN MERCHANDISE MART 
SAN FRANCISCO, CALIF. 


SHEEL INTERNATIONAL 
4327 N. LINCOLN AVE. 
CHICAGO, ILL. 


MICHAEL SCOTT & CO. 
90 EDMUNDS RD. 
WELLESLEY HILLS, MASS. 


BYRON McDONALD 
5707 CONDON AVE. 
LOS ANGELES, CALIF. 


JAMES GUTTRIDGE 
1010 VERMONT AVE. 
WASHINGTON, D. C. 


MEMAC SALES CO. 
9 S. CLINTON ST. 
CHICAGO, ILL. 


ALLAN A. T. ARMSTRONG 
50 ST. CLAIR AVE. 
TORONTO, ONTARIO, CANADA 
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Power Mowers 


—— ON TINUED FROM PAGE 152 coemmnse 


garages and miniature motor servi 


stations take care of engine repair 


Snow Removers 


Snow removal held great interest in 
1952 with mower manufacturers. ‘Th¢ 
move to the suburbs has opened up 
walks to clear, and it has been demon 
strated that the average business man 
is in no physical condition to shovel 
snow. Some 36 died in Chicago doing 
it after one The market 
is north of the Mason-Dixon lin« 

Back about 1940 the first snow r 
mover appeared. It was simply a blad 
attached to a power mower to push 
the snow out of the way. Trouble was 
the mower had neither the weight 
nor the traction to do the job. 

Second approach involved — th 
method used by railroads—blowing th 
snow out of the way. Again the hom 
mower did not have the weight or 
the power. Then emerged another 
idea, a device which chewed up the 
snow and blew or threw it to one side 
This method is popular on 1952 and 
1953 machines. Anyone can 
shovel under snow, it is argued, but 
the lifting is what kills a man. 

The U.S. weather bureau has been 
of help to manufacturers by revealing 
that snow ranges in ratio in water 
from 10 to 1 (on mountain tops) to 
around 4 to | around cities. That is, 
so many inches of snow equals so 
many inches of water. On shaved ice, 
which is used for testing snow mover 
the ratio is 1.1 to 1. It has been dis 
covered that snow has viscosity, tends 
to pack up. Therefore new snow mov 
ers chew up the snow before it has a 
chance to pack 

A householder can expect to disap 
pear in a cloud of snow dust when 
he operates a snow mover. This has 
bred new motor trouble, with ignition 
shorting out, and air cleaners packing 
New shrouding and covering up of 
motors, as well as thinner lubrication, 
has been necessary. 

Snow removers being sold this veat 
are pushed along by hand, biting into 


snowstorm 


slide a 


snow drifts up to 24 in., slowly or 
rapidly as the depth may be, cutting 
a swatch 12 to 16 in. Prices run from 
$127 to $134.50; and up to $325. End 





“THE MARK DOWN ARRIVED AT THE SAME TIME 
AS AN UNEXPECTED PRICE INCREASE’ 
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a Laundry 





KY BERNICE STRAWN 
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This article, in the January COMPANION, 7 
will make room for home laundries in 7 7 
hundreds of homes in your territory. Sell : a 
these new prospects by featuring the article | Womans | 
| ae | 

in your window ... on your counter — | | 
; l | 
wherever your customers can see it. Because, l CURRENT CIRCULATION OVER 4,300,000 
| | 

what the COMPANION Says goes for over | The Crowell-Collier Publishing Company—Publishers of | 
| Collier's, The American Magazine, Woman's Home Companion | 

4,300,000 women! | | 
sare extn anno cine can vate sth eas come la anna che: aired dee Gal dhe aa ae a 


ELECTRICAL MERCHANDISING—JANUARY, 1953 PAGE 155 















































Soabar Company 
Guards Against Motor Burnouts 


with KLIXON Protectors 


PHILADELPHIA, PA.: Mr. David Tamaccio, Chief Engi- 
neer of Soabar Company, of Philadelphia, Penna., manu- 
facturers of Ticket and Label Marking and Attaching 
Machines eliminates chances of motor burnouts in Soabar 
equipment with KLIXON Protectors. He says: 

“The motor protection afforded by Klixon Inherent Over- 


heat Protectors is an asset to the maintenance and good 


operation of Soabar Ticket and Label Marking and Attach- 


ing Machines.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 








The Klixon Protectors illustrated keep 
motors in electrical appliances and other 
motor-driven equipment from overheating 
and burning out. Look for equipment with 
Klixon-Protected motors for trouble-free 


Avtomatic motor operation. 


LIxO 


Lixo 


SPENCER THERMOSTAT 
Division of Metals & Controls Corporation 
2501 FOREST ST., ATTLEBORO, MASS. 





Record Players 





| to houses that retail 
| record business is tending to concen- 
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HIE. little table device which 
squeaked out “Mary had a little 
lamb” to ‘Thomas Edison some 75 
vcars ago Was a spring wound instru 
ment which picked up its vibrations 
from a needle 
Phonographis today bear little re 
mechanically to their ma 
ternal grandmother, and usually get 
their sound through the amplifications 
of radio tubes. Only the toy phono 


semblance 


graph, not considered here, is a true 
descendant of Edison’s original 


Three Types of Players 


I'he market, as envisaged by most 
of whom there are estimated 
to be 45,000 selling phonographs 
breaks down into record changers, 
single players, and plug-in 
players made by 29 manufacturers. 
Changers in TV and radio combina 
tions are not counted here 

Experts who did the guessing for 
this round-up figured that 800,000 
plug-in players were sold at an average 
of $31.25 in 
single players at an average of $22.65. 

As an overall total for all kinds of 
record changers, the guess was 
1,675,000, at an price of 
$47.62 

Nearly all the top brands are much 
more costly than these prices, but the 
average is 
known brands and private label stuff. 
Chicago, which is supposed to be a 
5 percent market, taking this percent 
of the nation’s total output, absorbed 
about 100,000 record changers, and 
around 35,000 plug-in players 


dk ilc Ts 


record 


—_ a45 49> 
1952; some 243,335 


average 


dragged down by lesse1 


Sales Peak at Christmas 


Sales ran around 30 percent for the 
first quarter, 10 percent for the sec- 
ond quarter, 10 percent for the third, 
with the last three months of 1952 
seeing 50 percent of the year’s sales. 

It is the belief of manufacturers, 
they say, that there was no carryover 
of merchandise of any amount into 
1953. One firm has been sold out 
since last October. 

While 45,000 dealers are believed 
to be selling record players, the 
greatest concentration of volume goes 
records. The 
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trate among downtown specialists. 
Reason, we are told, is the growth of 
the discount business by mail. Rec- 
ords are easily mailed, are standard 
merchandise, and one discount house 
alone is estimated to do $1-million a 
year. Small dealers cannot carry big 
enough stocks to compete with them. 


75 RPM Record Slipping 


Since records link in so closely with 
stles of phonographs, it may be well 
to contemplate their movement dur- 
ing the year. For the first time, it is 
said, sale of 33 and 45 rpm types out 
sold the old time standard speed 78 
rpm platter. Some qualify this by 
saying yes, dollarwise, no, in point of 
numbers. 

Merchants say the sale of record 
players is a self defense move against 
the poor quality of T'V and radio 
programs. ‘The man or woman who 
plays his own does so because he 
vants to set up programs to his 
taste. 


Young People Best Market 


Young people, cager for continu- 
ous dance music, age 17 to 22, buy 
60 percent of the record changers, 
and manufacturers advertise largely 
in publications reaching the teen age 
group 

Ihe mail order chain stores have 
not made a big dent in this market, 
because they have not sought to 
specialize in the field. Music and 
record stores are the most natural 
outlets for the merchandise 

Outlook is good for 1953, says the 
industry, which found itself short of 
merchandise many times in ’52, 
Leading promotions of the year were 
a bonus record deal in which $6 worth 
of records were given with the sale 
of a plug in changer at a price of 
$16.50. Idea, of course, as to boost 
popularity of the 45 rpm changer, 
[he historical approach to the 75th 
anniversary saw all the old horn ma- 
chines in the country being put on dis 
play. 

Use of beautiful girls, often models, 
to demonstrate changers, was found 
to boost sales. How much cannot 
be stated, but demonstrators did more 
business than in 1951. End 


1953—ELECTRICAL MERCHANDISING 








to 


id 


he 


of 


| hes 


th 
ile 
of 
ast 
er, 
th 
na 


lis 


els, 
ind 
not 
ore 


ind 











ALUMINUM makes the difference 
in APPLIANCE SALES! 





TAKE ADVANTAGE OF ALUMINUM ADVANTAGES 


IN YOUR 
ELECTRIC HOUSEWARES! 












ALUMINUM FEATURES MEAN MORE PROFIT... 
More Sales For You! 
More Value For Your Customer! 


SELL THE ALUMINUM FEATURES... 
Aluminum Helps Make The Sale! 


Not only Traffic Appliances, but Refrigerators... 
Home Freezers... Ranges... Washing Machines... 


all appliances can be sold easier, faster, with more 
confidence by pointing out the aluminum features 
and pointing up your sales! ¢ 
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Aluminum features in refrigerators, home freezers, washing 
machines and other major appliances help make your sales 
story stronger—and, you can use many of these same features 
to advantage in selling electric housewares, too. Remember 
to work these aluminum advantages into your selling talks: 


Appearance—Aluminum, with or without an anodic finish or colored coat- 
ing, won't rust, stain or chip—always stays attractive. Talk up 
these important points for such parts as the outer shells and 
trim of toasters, hotplates, clocks and other appliances where 
sight-appeal is a vital sales factor, 


Light Weight— Aluminum appliances weigh much less than those made 
of other metals and that’s a big feature when you're selling 
housewives a vacuum cleaner, floor polisher, portable washer, 
roaster oven, pressure cooker, heater or other appliance that 

oh women move around the kitchen or often lift up and downstairs. 


SAY No Taste-Taint— Aluminum imparts no taste whatsoever to foods or 
beverages. Remember this when you sell blenders, broilers, 
coffee makers, deep fat fryers, corn poppers, food mixers and 
other food preparation appliances, 


Excellent Heat Conductivity — Aluminum assures fast, even heat transfer 
—important in irons, sandwich grills, waffle irons and other 


appliances where aluminum and electricity work together to 
make better products. 


Operating Efficiency — For clock parts, radio and TV parts and antennae, 
aluminum assures efficient operation and aids in reducing cost. 
No matter the size of the appliance, from air conditioning units 
down to the smallest fan, aluminum assures good electrical con- 
ductivity, quiet operation and long, trouble-free service. 
And — remember, too —if it's aluminum, chances are it's a BETTER LOOKING 
oppliance with important plus valves in EYE-APPEAL and BUY-APPEALI 



















REYNOLDS ALUMINUM 
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Now-The Queen of Gifts! 


2) 


Distinguished For Its Concufal 
Contour And Design... An Ornament 
To The Finest Table Setting... . . 


Like each of the other widely popular models in the 
famous EMPIRE Line of Fully Automatic Electric Perco- 
lators, this newest addition to the family makes “just 
wonderful coffee.” ... Every cup the same, every time! 


@ Simply plug it in —no 


regulating! To Retail at 


$9.95 


With 
Cord Set 
(Slightly Higher in West) 


@ Automatically stops 
“perking’’! 


@ Keeps coffee serving hot 
for hours! 


Craftsman fashioned Lustrous 
aluminum . . . Graceful black plastic 
handle. 


AT THE NATIONAL HOUSEWARES SHOW 
See The Newest Models In 
Automatic Electric 


Housewares 


Booths 468-470 
Navy Pier, Chicago 


Jan. 15 To 22, 1953 


THE METAL WARE CORPORATION 


NEW YORK CHICAGO 
2700 Sth Avenue Room 1411A Merchandise Mart 


METAL WARE | 
METAL WARS 


TWO RIVERS 
WISCONSIN 














man named Marvin Camras from 

Armour Institute in Chicago 
demonstrated at the winter markets 
a newly patented device called a 
magnetic recorder. It had the virtue 
of being able to record up to two 
hours of sound on a running spool of 
wire and to play it back 

Today some 26 manufacturers arc 
producing magnetic recorders unde 
the Armour patents, 14 for home 
use, seven for professional jobs, three 
for all types of markets, and two for 
pecial uses 


I the winter of 1939-40, a gentle- 


(Electronics magazine 
lists 41 makers of magnetic tape and 


wire recorders.) 
152,000 Sold in 1952 


Production has been, according to 
Armour Research figures, as follows 


Year Production by units Type 
1947 101,592 All wire 
1948 140,628 . Mostly wire 


§ 37,531 wire 
1949 64,862 ( 27,331 tape 
1950 120,000°* ) 


42,000 wire 
| 66,601 tape 
1951 136,000°* 


§ 42,000 wire 
| 84,000 tape 


Unknown 


1952 152,000* 


* Total includes machines of Brush Develop 
ment Co., which are not broken down into 
wire and tape types as are Armour Re 
search's. Does not include Wilcox-Gay 


Bulk of the production 
around 12 well known makes, and it 
is thought the average retail price is 
ibout $170. Some 13,000 retailers arc 
believed to sell recorders, and the 
pattern of distribution follows popu 
lation, being widest in industrial areas 

Most successful retail outlets have 
distributors and 
dealers—of which there are about 
1,000 in the U.S, Photo supply stores 
follow, and then appliance and musi 
cal instrument dealers. Margin of 
profit for dealers is around 40 percent 

Actual sale of magnet 
in about 66 to 75 percent of the 
cases, are to people or firms who use 


centers 


been audio-visual 


recorders, 


them for professional purposes. ‘The 
balance go to individuals who employ 
them for home use, according to a 
recent survey 

When Steinberg of Cincinnati first 
old the machines, he found doctors 
employing them for diagnostic inter 
views, detectives using them for evi 
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dence, and piano teachers recording 
pupil progress. ew families admitted 
buying them to put down for posterity 
their infant's first However, 
they were constantly being carried 
home from the office and out of this 
grew models which permitted the 
owner to slip a reel of tape into his 
pocket and carry it down for his ste 
nographer to transcribe 


“oO ‘ae 
goo! 


Owners Record Own Music 


In Detroit a manager of a large 
retail outlet said that home owners 
were buying them as a cheap method 
of acquiring a music library. Econom 
ics of the situation lay in the owner 
recording radio music of his choice 
until he possessed all the music that 
he otherwise would purchase records 
for. 

All of which brings up the current 
fad for high fidelity. Home recorders 
catch frequencies up to 15,000 cps 

The magnetic recorder gives th« 
home owner a continuous stream of 
music of his choice, ideal for back 
ground at dinner or parties. For th« 
family that can afford it, the magnetic 


recorder has a_plac« 


Drawbacks to Mass Distribution 


What holds down mass distribution 

the fact that there are no popular 
priced players and no library of ready 
recorded reels for the public to put 
chase. Audio-Video Co., of New York 
City and Magnacorder of Chicago 
do have libraries, mostly of foreign 
stuff, it is said, but the powers that 
make most of the phonograph plat 
ters and have virtually all American 
talent tied up on contract have fore 
gone this means of reproduction. The 
market that buys 69¢ records and play: 
them on a $29 player has not so far 
been tapped. 

Tape for recordings jumped 25 per 
cent in sales in 1952, and amounts 
to a $5 million yearly business. Min 
nesota Mining, National Standard, 
Audio Devices, and Reeves Sound 
Craft have parlayed the tape business 
into something that will be really big, 
once permanent recordings of music 
are turned out on a grand scale. 

Meanwhile, an industry that waited 
ten years feels that it can wait another 
decade for a grand slam, and is happy 
with its profitable climb so far. End 
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TWO GREAT NAMES 





JOINED TOGETHER TO BRING YOU 
A New Leader in the Field of Home Heating 





THE ONLY COMPLETE LINE 
 IN- THE INDUSTRY | 





QUAKER Makes it! 


WANT “HOT” PROMOTIONAL NUMBERS IN OIL WANT THE FINEST OIL HEATERS MADE 
HEATERS PRICED TO GET THE BUSINESS? THAT PRODUCE THE MOST DOLLAR VOLUME? 


QUAKER Wakes “/hem! | QUAKER Wakes Shem! 
> ; — 


The famous Quaker 3210 produces 
Quaker for 1953 brings you two ALL- more dollar volume than any other 
NEW “red hot” price leaders that : heater made. It’s the automatic oil 
will meet all price competition, There’s heater that gives you the highest gross 
an 8-inch and 10-inch heater to bring profit on a single sale. Dealers have 
prospects to your stor sold more dollars’ worth of this heater 
than any other heater now on the 


market. q 


Profit more! Sell Quaker! Mail coupon for details. 





























WANT A LINE OF MODERATELY PRICED WANT SLEEVE-TYPE HEATERS? 


OIL HEATERS? r m QUAKER Wakes Them! 
QUAKER lakes “Shem! ¢ 


There's famous Florence tradition back of these 
4 Quaker beauties. The 7-inch and 9-inch twin 
burner model circulators become driven-aire 
models with a simple fan installation. And for 
53 there will be economical 7-inch and 9-inch 
single burner radiants to round out the line. 








The Quaker Challenger line for 1953 will be 
priced to sell and sell FAST! There'll be three 
models...cach available with fuel-saving me- 
chanical draft and automatic heat circulation 
as Optional equipment 


| | Mail coupon for details on a profit- | | 


making Quaker franchise. 









































Profit with Quaker. Send for franchise details today. 





WANT A STEP-UP LINE OF OIL HEATERS? WANT THE EASIEST-TO-SERVICE OIL 
QUAKER Wakes Them! | MOOR FURNACES mam 
¢ QUAKER Wakes “Shem! < 


Three all new Quaker deluxe heaters... loaded + oe 
with exclusive features. All models will have 

Quaker’s fuel-saving mechanical draft and auto- 
matic heat circulation available as optional 
equipment. 








Service these efficient units from inside 
the home. Fuel-saving mechanical draft 
helps the Quaker floor furnace operate 
perfectly under all conditions. 
































Quaker...the only complete line is 
now franchising new dealers. A Quaker franchise is valuable. Mail coupon for franchise details. 
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line. 


WANT BEAUTIFUL VENTED RADIANT GAS 


QUAKER lakes Them! 


1 c 


HEATERS? 





Quaker features six models of these fully- 
vented, beautifully porcelained heaters 
that feature the charm of a fireplace plus 
the automatic convenience of gas. 
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SS Quaker... The 


is now franchising new dealers 


only complete line 








WANT THE FINEST GAS CIRCULATORS BUILT? 
QUAKER akes “Shem! 
> 


There are two sizes for those who 
want the finest gas heaters...the Quaker 
Blow-Thru heaters. They’re made to 
give the greatest heat economy pos- 
sible because of their unique construc- 
tion. 





Factory men at your service with 
Quaker. Find out about this new plan. 





WANT EFFICIENT BLUE-FLAME GAS HEATERS? 


OU 


AKER Wakes Them! 
‘ 





Not one or two, but six new blue-flame 
gas heaters for every heating need. The 
Pyrex window permits you to see the 












































Quaker is the 


beautiful blue flame as it burns. 


“hot line” for ‘53. Use coupon on the back. 


WANT COMPACT, VENTED GAS CIRCULATORS? 


QUAKER Wakes Them! 
. 4 





Here’s a 20,000 B.T.U. heater available for 
all gases. It has a convenient lighter door 
and a “Visi-Flame” window, 


ee Oe 


ee 


\ A better deal 

: for dealers. 
| og Write for details 
today: 


il 


a” = 





WANT HI-QUALITY, UNVENTED RADIANT 


GAS HEATERS? 


QUAKER Wakes hem! 


4 





For 


1953 Quaker features three sizes in well 


priced, unvented radiant gas heaters for all 
types of gases. They’re installed anywhere...no 
chimney or flue needed. 


rite for details today, 


Profit 
Quak It with q 





























er franchise. 














WANT KEROSENE CABINET HEATERS? 


QUAKER lakes Them! 
¢+— 


Single burner and twin burner models for 
use where no flue connection is available. 
They're beautifully styled... highly efficient. 



































Quaker dealers now being franchised. 
Write for details. 








whats QUAKER doing... 
GUAKER dang 


Supplying you with every heater you'll need is only half the job. 
Quaker’s going all out in 53 to do the other half of the job... 
helping you sell the heaters you buy! You'll get 


<> Local Area Newspaper Advertising >> Complete Display Packages 
> Local Area Radio Advertising > Four-Color Newsprint Mailouts 


>> Local Area TV Spots xt Catalogs, Line Folders 
and “Spec Sheets 





Plus tield service by Quaker’'s own men who will work with your distributor sales- 


nal -JaMe com al-1] 9 Mm ZolUMaloha-Miial- We] a-Yo](-Si mm al-tolilale me A-1o] mm ZelUN'Z-ME-NZ-1 mm alelon 


QUAKER... the First Name in Home Heating 
.. the Last Word in Efficiency 





Quaker —The Heating Division of Florence Stove Company 


1147 Merchandise Mart 
Chicago 54, Illinois ee° 


Please have my distributor give me full information on Quaker’s new lin 
for ‘53 and complete franchise details. 


NAME 


STORE NAME 


ADDRESS 


CITY 





Small Motors 





The 3,000,000 units sold over the counter in 
1952 indicate an opportunity for appliance dealers. 
Total 1952 sales were 42,063,333—off from 1951's 


figure of 50,000,000 


HE down-to-earth retail chain 
stores have built such a sub- 
stantial business in the sale of 
fractional horsepower motors that it 
is difficult to understand why other 
retail outlets for motors are n¢ 
common. 

It is estimated that of a total of 
42,063,333 small motors sold in 1952, 
some 3,000,000 went over the counter 
to retail purchasers at an average price 
of $20—which mounts up to a total 
of $60,000,000. Of the total produc 
tion it is believed that about 8,500,000 
were from one-fourth to 1 hp. and 
about 2 percent of the motors were 
used to replace those worn out in 
service. 


not more 


Sales were down from an estimated 
50,000,000 in 1951 because of the 
steel strike and a falling off in produc- 
tion of other products (66 percent of 
the small motor output goes for 
fabrication). 

These figures represent a revision in 
the opinions of motor marketing 
experts over their 1951 estimates. 


Trend to Lighter and Smaller 


The trend of the year was toward 
lighter and smaller units. Size is being 
reduced. One firm has dropped in 
diameter on one model from 6 in. to 
54 in. Motors today get as much 
horsepower out of 16 lbs of material 
as they formerly did from 24. A 
quarter-horse motor weighed 33 Ibs. 
in 1919, rose to 38 in 1933, and then 
dropped in response to demand for 
lightness. 

The high cost of freight has been 
behind this pressure. One manufac- 
turer put on aluminum brackets, saved 
9 Ibs. on the motor, which meant a 
saving of 24¢ on freight. Lighter 
weight motors are saving one manu- 
facturer $50,000 a vear 

Engineering is far ahead of a decad 
ago. Windings wer of cotton, 
today of waterproof plasti The 
number of self oiling motors is in 
creasing. Where failures occur (4 to 
1 percent estimated defective) it is 
usually due to trouble with workman 
ship or inspection 

One of the big mail order chains 
is credited with doing from 60 to 70 
percent of the over-the-counter motor 
business and has led in dolling up 
motors in colors and chrome to mak« 
them attractive 


This house, 


Once 


which was first to 
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appreciate that farmers are buying 
motors for every job on the place, is 
said to do 30 percent of its sales on 
+ hp motors; 25 percent on $ hp. It 
lists eighteen sizes and types of motors, 
up to 5 hp. 


Little Inventory Carryover 


Ihe first of the vear saw a reduction 
in price which reversed later. 
Vhere will be little carryover of in- 
ventory into 1953, several experts 
declared. Prices are about 68 percent 
higher than in the immediate prewat 
period, 


Was 


There are between 150 and 160 
manufacturers of motors in the United 
States, and since the days of Edison 
some 11,000 types have been 
produced. There have been about 150 
million motors replaced, and it goes 
on at the rate of about 2 percent a 
year 

Ihe appliance trade sells over the 
counter fractional horsepower motors, 
which are those rated less than 1 hp, 
and run at 1750 rpm, and are suited 
for use with home lighting circuits. 
‘his single phase, plug in type, is 
found generally in }, 4 and 4 hp sizes. 


A Motor for Each Job 


There are motors made for each 
specihc job: 

[he repulsion-induction motor is 
most common and is used on machines 
that are hard to start and require 
medium acceleration. Suitable for 
machines taking up to 10 hp. Its 


characteristics are: 


1. Demands low starting curent, 
up to 13 amps on 1 hp. sizes. 
Has the highest starting torque. 
Has medium pull-up or accel 
erating torque, 225 percent of 
full load torque. 

High breakdown  torque—265 
percent of full load torque 
Efficiency—50 to 75 percent of 
rated power. 

Can be used on 120 v 
if 4 hp or less. 
Requires smaller wire sizes when 
located far from meter, because 
of lower | starting current 
demand 


circuit 


The capacitor type motor can start 
under a load and is obtainable in two 
speed types. Used for heavy duty 
such as with water pumps, stokers and 
compressors 
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Requires up to 19 amps. on 4 
hp size. 

Has medium starting torque 
435 percent of full load torque 
Has high pull-up or accelerating 
torque—250 percent of full load 
Efficient fractional horsepower 
sizes, 65 to 70 percent of rated 
power. 

Cost about same as repulsion 
induction type, but higher than 
split phase. 

Can be used in 120 
} hp Or less. 


circuit if 


lhe split phase type is used for easy 
tarting loads or where maximum load 
is applied at full motor speed, such 
as washing machines, ventilating fans 
and light power tools. Not well 
realized is the fact that power com 
panies do not allow on their domestic 
lines that draw 20 
excess in starting. ‘Truc 
closed their motors, 
because they operate in a period of 
low demand and for short intervals. A 
plit phase motor may cause dimming 
of light 
lighting circuits 

Split phase characteristic 


motor amps. O1 
they have 


eves to washer 


on underwired OT overloaded 


} 


|. High torque type demands larg: 
starting current—up to 32 amp 

in the 4 hp size 

Has low starting torque, 200 per 
cent of full load torque 

Has low pull-up or acceleration 
torque—200 percent of full load 
torque 


+. Efficiency—65 percent for } hp 
size at rated power. 

5. Should be located close to meter 
and have special large wire cit 
cuit. 

6. Lowest priced of three com- 
monest types of motors, but 
limited in size up to 4 hp or 
le SS. 


Universal high speed motors are 
employed on jobs that call for a light 
load. Sewing machines, drills, food 
mixers, vacuum cleaners, shavers, mo- 
tion picture projectors employ them. 
hese commutator types use brushes 
that have to be replaced every 1,000 
hours. ‘Their characteristics are as 
follows 


1. Run on ac or d 
Are generally high speed motors, 
3,500 to 20,000 rpm 
Have a high starting torque 

+. Have low pull-up or accelerat 
ing torque. 

5. Speed varies with load 

6. Limited to 1 hp sizes for con 
tinuous service. 
Can be operated on 120 v. cit 
cuits if 4 hp or less. 
Variable speed regulated by load 
or resistance in circuit. 


linalls iv the 
hould 


experts, dealers 
tell customers that oil ruins 
more motors than anything else 
Dealers should tell customers that a 
motor can get along with lubrication 

t Some need none 


once or twice a veal 
it all End 
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A COMPLETE LINE of air treatment appliances to keep you | | s¢ 








A AO, 'ND-AIRE 
'ND-AIRE LOW , FRESH ELS 
FRESH NO WALL AND RUS BE HIGH STAND MOD 


CEILING MODELS 


Take standard Fresh'nd-Aire low stand 

model plus separately packed tube and ay 

base and you have the finest high stand oa ERESH'’ND-AIRE 
oir circulator in the industry. Only ! DOW FANS 
Fresh'nd-Aire gives you this feature. HT eveeiet ti WIN 


Low stand model converts to wall 
or ceiling model... Three models 
to sell .. . only one model to stock! 


A small, reversible 10-inch plastic 
beauty for the kitchen... plus a new 
20-inch combination window fan 
for use anywhere and everywhere. 


‘ND-AIRE 
FRESH'ND-A! 
FLOOR CIRCULATOR 


It's a beauty! Outperforms and 
outsells any other floor circulator 
in the industry. 














AIR-CONDITIONER... 





Interested in 
Air-Conditioners 


for 1953? 


Then get interested in Fresh'nd- 
Aire Right Now! Here's the new- 
est—the finest—the ‘'sell-in-est"’ 
line of air conditioners ever in- 
troduced. A line with more year 
‘round sales appeal than any 
line of air conditioners ever 
made. Check Fresh'nd-Aire now 
—and get full details on the 
greatest PROFITUNITY" in the 
industry for 1953. 





1953 SPECIAL 


The same performance and style—same plastic 
propellor—same high quality of the Fresh’nd-Aire 
chrome line all wrapped up in a new low-cost— 
profit making beauty. There's nothing to match it 
in the industry. 





AIRE « 





coRY 


JUST ONE CONTROL— DIALS YOUR WEATHER 


PFILTERS AND | SLUMBER 3 
HEATS THE AIR | FOR ECONOMICA 
NIGHT COOLING 





En 








PA HI-SPEED “a al 
ILATOR FOR aS % FILTERS AN 
TERED FRESH AIR DEHUMIDIFIE 


THE AIR 


IT EXHAUSTS ae Mag FILTERS AND 
STALE AIR eG 7 COOLS THE Al 


ES 


IT’S A LOW SPEED VEN- 
TILATOR FOR FRESH AIR 


AIRE DE-HUMIDIFIER 


'ND- 
rg big ticket, big volume item in FRESHND-AIRE 


Reg. US. Pot. OF 
the appliance industry. Check its styling— \ f 3 
its features—its performance and you'll Fresh’nd-Aire Division 
agree no de-humidifier will match it. Cory Corporation 


221 N. LaSalle Street, Chicago 1, Illinois 


Please rush me details on the new Fresh'nd-Aire All- 
Season Air Conditioner and your complete line of 
Fresh'nd-Aire air treatment appliances. 


Name 


Company 




















Address 


IIe: cnssaectilicieninistbebanchisdaiesiiaenidiimiina aged 





Floor Polishers 





Extensive use of self-polishing waxes retards 


polisher boom, but improved products and distribu- 


tion, plus bare-floor living, augur early acceptance 


O the seeking eye, the floor pol 
ishing machine appears to be 
one of the new appliances that 


is trembling on the brink of popular 
acceptance. 

The widespread use of tile and lino 
leum in homes, radiant heating, and 
the high price of floor coverings have 
all acted to promote a way of living 
that calls for floor polishing. Indeed, 
a recent survey showed that 17.8 per 
cent of the homes checked had no 
rugs, 45.6 percent had scatter rugs 
with bare floors showing, and 14.1 per 
cent of the dining rooms—in addition 
to kitchens—were covered with lino 
leum or some similar material. 

Balancing this as nearly as a de- 
bater’s pro against con is the growth 
of self polishing floor waxes, which 
need no polisher. One great wax pro 
ducer revealed that 63 units of self 
polishing wax were being sold today 
for 9 paste and 4 liquid 


Rental Units Affect Sales 


Also standing in the way of polisher 
sales has been the policy of several 
companies on rental units. It is esti- 
mated that 75,000 rental polishers are 
today in the hands of grocery, hard 
ware and department stores. At 50¢ 
rental a day they are profitable pro 
moters of floor wax sales and with the 
polishing job on wooden floors done 
about twice a year, many householders 
fee] it is cheaper to rent than to buy. 


Tile and linoleum floors are waxed 
about every two months, incidentally. 

Mechanically, the floor machine has 
been perfected, usually employing a 
high speed motor geared down to 
1200 r.p.m. They come in two sizes, 
the single brush (from 6 to 15 in 
and the double brush. The doublk 
brush is more popular, as it “doesn’t 
bounce around so much,” and 60 per 
cent of sales are in this size, even 
though prices run from $59 to $79.50 
Che single brush job is priced from 
$29.95 to $39.95. There are about 22 
firms producing polishers 

Distribution is on a  ‘shotgun” 
basis, and the polisher has not yet 
found a way to make itself important 
Indeed, since the beginning every 
thing has been on a catch-as-catch-can 
basis—direct, through manufacturer’s 
agents, and now by distributors. It is 
believed that about 1,000 distributors 
in the U. S. handle polishers today. 
Although a twin to the vacuum 
cleaner, the polisher has rarely been 
sold in combination 

Discounts break sharply upward on 
quantity purchases, and the retailer 
moving a volume enjoys about 40 per- 
cent. Single orders rate 30. In order 
of importance are appliance stores, de- 
partment stores and hardware firms. 


Business Firms Also Prospects 


Besides home owners, small shops, 
barber shops and beauty parlors are 
natural customers for polishers. Satura 
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TWO YEARS STATISTICAL SUMMARY 


Floor Polishers 





1952 1951 
287,000 ... ...Units Sold... scion 
$60.95 . Average Retail Price .... $60.00 
$17,492,650 Retail Value $16,500,000 





























“THEY MUST BE GOING TO A PARTY, THEY'RE ALL GETTING PERMANENTS” 














tion of the market is believed to be 
around three percent. Majority of 
single brush sales are for commercial 
use. 

In 1952 it is estimated that 287,000 
floor polishers were sold at an average 

tail price of $61. Retail value of this 
production was $17,492,650. There is 
believed to be no substantial carryover 
into 1953. Number of retail outlets 
is about 16,666 with 1,000 distributors 
supplying them. 

(here are hot spots for polisher 
sales, and a cluster exists on Long Is 
land, around the Leavitt homes, and 
in Canada, where wood floors are cus- 
tomary. 


Demonstration Necessary 


Biggest factor holding down sales, 
experts think, is lack of a suitable dem- 
onstration, and inability to show that 
a polisher job is better than use of 
self polishing wax. There is almost no 
house-to-house canvassing and _ littl 


ferreting out of prospects. Direct mail 
seems to be credited with most of the 
sales made. The man who creates an 
expert demonstration, and goes afte: 
sales with it, is going to cash in on the 
floor polisher business. 

The polisher people declare that self 
polishing floor wax is a fad that is des- 
tined to wane, because there is varnish 
in it which discolors, hardens and 
harms floors if used over too long a 
time, revealing scratches that cannot 
be covered up. ‘To this the wax makers 
will doubtless not agree. 


More Floor Wax Sold 


He who examines floor polishers 
should study the wax market. There 
is three times as much floor wax sold 
today as in 1940. Raw materials for 
waxes—which are largely alike—are 
abundant for the first time in ten 
years. Appearance of a competitive 
market for waxes will spur the polish- 


ing field. End 
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The Answer at the Crossroads 


PPHE SIGNS are unmistakable: appliance retailing has again reached a 
| crossroads—a place of decision. 

Business has toughened up. The eager, waiting spenders that prompted 
thousands of opportunists to open shop are no more, People are today 
buying critically. Appliance retailing now, more than ever, becomes a 
challenging opportunity . with great and lasting rewards for the right 
kind of dealers. 

And, seeing that opportunity. the right kind of dealers are prompted to 
stop, think, and take stock of their future needs... and look for a sound 
answer. 

Kelvinator is ready with that answer... 

Ready with a broadened line of appliances—refrigerators, ranges. freez- 
ers kitchen cabinets. sinks. garbage disposers, water heaters, dehumidifiers, 
room air conditioners. And coming soon—a complete line of laundry 


equipment in luding automatic and wringer ty pe washers. driers, ironers. 


THERE IS A BETTER FRANCHISE... 





vs Maechnaseatov 


Ready, too, with a retail-minded franchise that assures cooperation, and 
pledges an adequate market for every dealer with a challenging volume 
opportunity on each product in the Kelvinator line. 

Ready with the most powerful advertising support in Kelvinator his- 
tory; with an intensified program of marketing assistance; with a proved 
plan for replacement selling and an unmatched program for building a 
strong, competent retail selling organization. 

Those are the highlights of Kelvinator’s answer to the dealers’ needs in 
this crossroads year of 1953. They reveal, without decoration, the kind of 
honest tools Kelvinator dealers have at their command for the sharper 
sales contest ahead. 

Look over the Kelvinator new product parade on the following pages. 
Then, if you would like the complete Kelvinator story as it applies to you, 


we ll be glad to give you the facts... in confidence. 





Division of Nash-Kelvinator Corporation, Detroit 32, Michigan. 


THE MOST VALUABLE FRANCHISE IN THE APPLIANCE INDUSTRY 


Refrigerators - Ranges - Freezers - Water Heaters - Dehumidifiers - Kitchen Cabinets - Sinks -‘‘Electro-Drain” Garbage Disposers - Room Air Conditioners 
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KELVIN 
REFRIGERAT 


Kelvinator presents a brand-new family of 


feature-filled refrigerators all similarly aty let 


Magic yele Models 


with new , dairy ahelves. built-in putter 


chests. full-width c.wall freeze 

pure-Seal > eriapers 

atyrene New 2-door combination® 

| celf{-defrostne 

plus large-space 
Co 


freezer am 
compact 
tional mode 
design. and the | 
Kelvinatot the wor 


year. 


168 


ra, twit «\otw- 
ol trough chip-proo! Poly- 
_a home 


1 one 


A sensational new line that includes 
two 30-inch models with the giant 
“Great Scot” oven that’s a whole 
roast wider than most; double-oven 
models and «tandard size single-oven 
models. All have exclusive convel- 
jence and quality features found only 
in Kelvinator, and models that bridge 
the price span from price leaders to 
the luxury level. 
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KELVINATOR 
KITCHEN CABINETS 
AND SINKS 


They're sensationally beautiful! ‘T 
tomer can install cabinets himself! A com- 
plete line of wall cabinets, base cabinets and 
sinks in all standard widths. Made of rugged 
| with lifetime, baked-on enamel finish. 
Pantry-ettes (wall cabinets) feature fluor- 
escent lighting, sliding translucent gan 
doors! They’re traffic builders for any store: 


he cus- 


stee 
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KELVINATOR 
AIR CONDITIONERS 


Another brand-new product in the Kel- 
vinator Parade, It’s designed with beau- 
ty in mind—and designed to provide 
more cooling at no more cost. Competi- 
tively priced . . . it has features to be 
found on no other air conditioner, And— 
it’s an opportunity for Kelvinator re- 
tailers to get in on a growing and profit- 
able hot-weather business! 
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Available 


full range of sizes. 


built to pro’ ide 


with cold-water 
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Each of these products in its own field ad- 
heres to Kelvinator’s long established standard 
of quality. But even more important is the 
retail-minded that 
them. 


franchise stands behind 
Does what you have seen and read chal- 


lenge your interest? You are invited tosend 


for the complete story of the Kelvinator fran- 
chise and its unusual provisions for your busi- 
ness security and progress in the new selling 
era ahead. 

Your inquiry will be held in strict confidence. 
Nash-Kelvinator Corporation, Kelvinator Di- 
vision, Dept. 00-00, Detroit 32, Michigan. 


iets 
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Water Softeners 





Great potential and small sales characterize 


one of most useful and least known appliances. 


Makers cite product as ideal item for dealers willing 


to do specialty selling job 


“-O few figures on water softener 
S sales are available that it is al- 
most impossible to gather worth 

while information on the industry. 
Ihe present best estimate of 1952 
sales of electric home water softeners 
is approximately 50,000 units. Be 
many small manufacturers 
operate at the local level, no reliable 
figure exists for all types of home 
softeners. According to one leading 
maker there are between 500,000 and 
600,000 water softeners in use. An- 
other large manufacturer, it is claimed, 
has some 400,000 units in homes on 
a rental basis 

However, these few, small figures do 
reveal the important fact that 
water softeners fail to even approach 
the potential their use value warrants. 
As one producer bluntly puts it, “The 
industry as it stands today does not 
have the capital investment to do the 
required educational job. If some big 
ippliance manufacturer like Bendix 
or G-E would step into this business 
ind break the market water 
ifteners would really go.” 

Other 
ne that when people learn what a 
vater softener will accomplish they 
ire willing, even anxious, to buy 


Cause sO 


one 


open, 


manufacturers agree with this 


Ihe softener is not limited in usc 
fulness to a small area of the country. 
One manufacturer estimates that ap- 
proximately 90,000,000 people live in 
areas supplied with water of over five 
grains in hardness and, since any water 
with over 3.5 grains of hardness per 
gallon can be called “hard water’, 
the market consists of well over 100 
million prospects. The accompanying 
map shows that actually very little of 
the United States is completely free 
from the curse of hard water. 


Potential Exceeds Sales 


But, say some of the 16 listed 
manufacturers, sales are not keeping 
pace with the potential. As one puts 
it, “The degree of saturation is not 
known, although it is very small, and 
in many areas becoming smaller, since 
I am sure that new home construction 
outstrips sales of softeners in many 
areas. . . . A variety of channels 
have been used to distribute softeners, 
plumbing jobbers and plumbers, ap 
pliance stores, hardware stores, and 
specialty selling groups. Of all these 
the outstandingly method 
is the use of specialty selling groups, 
which had its really effective begin 
ning in Los Angeles and Southern 


successful 






































California. In this area today both 
distributors and dealers handle soften 
ers exclusively and have developed a 
pattern of developing leads and sales 
to a very high level. 
“Why are the other 
lacking in desirability? 
cause wate! 


channels so 
Chiefly be 


softeners must be sold, 


WATER HARDNESS IN THE U.S. 
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not just offered. A softener is usually 
far down on the average home owner's 
list of wants, if he is even aware of 
their existence. A rather consistent 
figure of sales is made every month 
through these channels, arising from 
people who walk in or call up for a 
softenct This figure, however, is at 
the starvation level, and to mean any- 
thing to the manufacturer the number 
of ‘onesy-twosy’ dealers has to be so 
large as to make it unprofitable to 
promote. One of our leading 
plumber jobbers sold two water soften- 
ers in 1951 through his many plumb- 
ing accounts. This year, through one 
specialty dealer, he has moved 230 
units, all in the last six months. This 
example can be repeated over and 
over again, leaving very little doubt 
as to how softeners should be sold.” 

This rather long er expresses 
a viewpoint held by many makers: 
softeners require specialty selling ef 
fort. One maker believes that nothing 
is sO convincing as a home demon 
stration and to prove its effectiveness 
he cites the example of a retailer 
who has been so successful with the 
method that when he installs a sof- 
tener on free trial he plumbs it in 
permanently instead of using the 
cheaper and more easily removed rub- 
ber hose. However, this same indus 
try spokesmen claims that the neces- 
sity of home demonstrations is a 
tumbling block to sales, at least as 
far as applaince dealers are concerned, 
“because they like to sell off the 
(Continued on page 174) 





PAGE 171 











~~ “HO 


2 piece | . 6 The complete electric food machine that liquefies, grinds, grates, whips, 
no-splash ¢ pulverizes, chops, blends, powders, mixes, churns, purees ... and even 
shaves ice. Only the KM- Liquidizer is designed to do these kitchen 


bowl for chores . . . that require variations in speed. 


whirlpool action 


if Only the wyAutomatic Electric 
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aeieten CHEFSTER is 7 Appliances in 1 OR 
if steel @ Deep Fries @ Cooks @ Bakes @ Warms’~ @ Steams 
blades @ Blanches @ Electric chafing dish [> 
(ph 
p The -KM- CHEFSTER has a com- for desired temperature. Indicator 


plete range of temperatures... auto- light signals when ready. Comes com- 


matically controlled... simply “dial” plete with fry basket, baking and 
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HARD-HITTING 


‘ NATIONAL ADS PRE-SELL 
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Iutroducing 


The NEW! 
Kan gatre 


KITCHEN 
STOVE HOOD 
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FOR INSTALLATION 
IN KITCHEN CABINET 


The new Rangaire 
Hood .. . of beautiful, 
gleaming White Enamel, 
chrome trimmed or in Copper or 
Stainless Steel installs in the 
modern built-in kitchen cabinet, di- 
rectly over the range 
FITS NEW OR COMPLETED CONSTRUCTION 
Rangaire uses very little space. Only the Hood 
canopy is visible when cabinet doors are closed. Easy 
access to blower and filter. Steel Hood and back-splash 
panel afford fire and smudge protection for wall and cabinet. 
The Rangaire Hood removes cooking fumes, grease, odors and 
excess heat protects walls, furniture, rugs, draperies, clothing and 
ceilings throughout the house. A modern kitchen necessity! 
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DISTRIBUTOR AND DEALER INQUIRIES INVITED 


A PRODUCT OF 


ROBERTS MANUFACTURING COMPANY 


DEPT. 5 CLEBURNE, TEXAS 
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Water Softeners 





floor.” He adds that merchants who 
handle water softeners exclusively do 
the best job for his company, account- 
ing for 25 to 30 percent of sales. 


A Modern Appliance 


As far as design is concerned, water 
softeners have come a long way since 
1858 when H. Eichhorn, a German, 
made the first synthetic ion exchanger. 
What a water softener does, basically, 
is to trade the harmless sodium ions 
in the softener for the harmful cal 
cium and magnesium ions in the wa 
ter. The softening compound in to- 
day’s models is unsually a resinous 
(polystyrene base) zeolite, a far more 
effective material than the recently 
used and lower capacity sodium 
aluminum-silicate type of zeolite. Be 
cause of these new zeolites, the size 
of water softener units for home use 
has been materially reduced even since 
the war. For example, one manufac- 
turer sold a two-tank model (one tank 
containing a zeolite, the other con 
taining the regenerating brine solu- 
tion) just after World War II for 
$450. Today he sells a one-tank 
softener of the same capacity for $250. 

The elimination of the brine tank 
has been effected by several makers, 
thus cutting costs and increasing the 
popularity of so-called “hand salt” 
models, one tank units into which the 
customer pours a quantity of salt to 
regenerate. Regeneration is necessary, 
of course, when the zeolite becomes so 
saturated with calcium and magne 
sium it can no longer function. In 
some of today’s models all that is 
necessary is that the customer pour 
in a given quantity of salt and set a 
timer. Other more expensive models 
take care of the whole process auto- 
matically, even to determining when 
regeneration is necessary. During re- 
generation a brine solution flows 
through the zeolite, picking up the 
magnesium and calcium and flushing 
them down the sewer. Once regener- 
ated, the zeolite will remove all the 
harmful ions until it is again saturated. 


Model Popularity 


One manufacturer says that his best 
selling models are those of 60,000 and 
90,000 grain capacity. Another’s best 
seller is a 25,000 grain model which 
lists at $250. This one unit, he says, 
accounts for 75 percent of his sales. 
Prices in the industry start as low as 
$170, can go as high as $1,000, de 
pending on size, installation problems 
and accessories such as filters for re- 
moving specific impurities. On the 
average, installations cost between $25 
ind $30 in the East and Midwest, 
between $40 and $50 on the West 
Coast, where many people have the 
softeners connected outside the house. 

Although a water softener effects 
very definite economies in the home, 
the reason why most purchasers get 
them is, says one maker, to enjoy the 
personal use of soft water and mild 
soap for baths, etc. 

However, soft water dces make sub- 
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stantial economies possible. [or ex- 
ample, a 1952 study of costs per family 
shows that with a water hardness of 
20 parts per million (parts per million 
can be converted to grains by dividing 
by 17.1) soap cost $31.04 per family 
for the year. In areas with a water 
hardness of 100 parts per million 
(equivalent to 5.7 grains) soap costs 
jumped to $48.16. With 200 parts 
per million, soap cost $59.12. The 
following shows these costs plus other 
costs created by hard water conditions: 


Hard Water Costs per Family in 1952 


Water Hardness in Parts per Million 


20 100 200 400 600 
Soap 
$31.04 $48.16 $59.12 $75.04 $81.87 
Fabrics 
141.75 157.43 177.13 217.03 259.87 
Water heater fuel 
12.67 14.73 17.36 
Water heater service 
39 1.44 3.43 5.39 6.72 
Plumbing 
2.70 3.96 6.23 
Total 
$188.55 $225.72 $263.27 $331.31 $392.74 


2279 28.49 


11.06 15.79 


The table shows that as water hard- 
ness increases soap costs rise, because 
it takes more soap to get things clean 
in hard water; fabric costs rise because 
they wear out faster washed in hard 
water; fuel costs go up because hard 
water deposits inside a water tank act 
as insulation against heat; the same 
deposits have a destructive effect on 
plumbing pipes. From these figures 
it is apparent that reducing water 
hardness from, say, 400 to 20 parts 
per million would effect an overall 
saving of $142.76. Reducing it from 
600 to 20 parts per million would save 
$204.19, enough to pay for some sof 
tener units in the first year of use. 


The 1953 Outlook 


Most manufacturers providing in 
formation report that 1952 sales ex- 
ceeded 1951. One maker says that 
he doubled his business in 1951, in 
creased sales “at a very satisfactory 
rate in 1952”, and expects a better than 
50 percent increase in 1953. Another 
maker says he will increase market 
saturation for his firm from 1.5 per- 
cent to 10 percent in the next ten 
years, a 600 percent growth which will 
require $170,000,000 in capital, 30,- 
000 additional employees and 20,000 
new trucks. If this goal is achieved, 
he says, he will have softeners in 
3,390,000 homes. A third maker, one 
of the largest, believes that final fig- 
ures will show a five percent slump 
in his 1952 sales, but he predicts a 35 
percent increase this year. 

To appliance dealers, particularly 
those who have suffered a diminishing 
net profit as the result of widespread 
price-cutting on major appliances and 
TV, the 35 to 40 percent discount 
structure on water softeners, plus the 
fact that they are so little sold, yet 
with so great a potential, water soften- 
ers could be an extremely profitable 
source of extra revenue. End 
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Keeping on top of the trend... that’s Emerson-Electric’s motto 
for 1953. And wait till you see what we’re talking about. The new 
catalog for °53 shows the famous Emerson-Electric fan line... 
including 9 new, sure-to-sell types... which has gained fame as 
the most complete line of fans in America. 

See the Emerson-Electric Exhibit 
Full details are waiting for you in the free catalog. Seip esonse eeesewates SRaw rem 
As usual, of course, you can add the Five-Year Guarantee, Emerson- Roorks 230 ond 952 
Electric’s national advertising, sales helps, and the 
Emerson-Electric reputation for quality to the sell- =| AERTS RC ike 
ing power of these fans. It’s a winning combination _ SEND FOR YOUR COPY TODAY! 

Simply attach this coupon to your business 

... see for yourself! 


letterhead ... no filling out required, Mail 


today to: 
FANS- MOTORS ——*— — ~— APPLIANCES 
t n 4 3 . s 


THE EMERSON ELECTRIC MFG. CO. 
St. Lowvis 21, Mo. 


Without obligation, please send me the new 
Emerson-Electric Fan Catalog (No, D28), 
together with 1953 price lists and details 
on Emerson-Electric advertising-merchan- 
dising sales helps. 


eee eae 
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KEYSER; S. ROSE (Assistant Buyer); J. N. MATTESON. 


Hats off to each of them for outstanding selling jobs! 
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Star Salesmen All! Reading from left to 
right: J. B. BRUCKMILLER; |. T. SCAACHTER; W. G. 
MILLIGAN; N. C. LEY; A. RICHARDSON; L. R. 


The New SPEAR of Pittsburgh Tests 


ells 114 


, : AUTOMATIC 
E aon 4 
j 





MARTY SILVERMAN, Major Appliance 
Buyer of Spear. Mr. Silverman terms the Thor 
Spinner Washer promotion “spectacular.” 
Mr. Silverman is not ordinarily given to su- 
perlatives. But one look at the sales results 
this Thor tie-in has turned in emphatically 
proves why “spectacular” is the one word 
that fits the picture! 


JANUARY, 
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HAROLD CRONE, General Merchandise 
Manager of Spear. Also a long-time veteran 
in major appliances. He, too, agrees that he 
has never seen a more effective selling pack- 
age than the Thor 7-Point Sales Plan. Says it 
covers all the bases—from newspaper adver. 
tising to person-to-person selling—and the 
2% week sales total achieved by Spear shows 
convincingly that it pays to use every one of 
the 7 selling points! 
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Celebrating their 60th Anniversary Year 
with an appropriate accent on Selling, 

Spear of Pittsburgh, took one good look at 

the Thor 7-Point Sales Plan—and really 


“got the point.” 


Just how deep an impression the plan made on 
the management and on the sales force 

is graphically illustrated by the 15-day sales figures 
headlined here! And best of all, the last-minute 
total shown is just a starter! Sales of 

Thor Washers at Spear are continuing —at the same 
spectacular rate—week after week! 


SRO? comownon, Chicago 50, Illinois 
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Automatic, Spinner and Wringer Washers + Dryers + Gladiron 
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Thor 7-Point Sales Plan... 


eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeees 


washers 





*Reg. U.S. Pat. Off. 
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Other stores report 


CHICAGO: reports brisk sales as result of Thor 7-Point 
Program tie-in. 60 Thor Spinner Washers sold 
in a few days. 


CINCINNATI: ties in—moves more than 80 Thor Spinner 
Washers. 


TOLEDO: 


cashes in quick with total of 60 Thor Spinner 
Washers reported sold. 


CLEVELAND: sells 50 Thor Spinner Washers in 3-week 
period. 












Sewing Machines 





Spurred by continually rising consumer interest, 
1952 sales approach 2,000,000 units. Appliance deal- 
ers get estimated 10 percent of business 


“hx popularity of the home sew 
‘| ing machine has been rising 
sharply during the past several 
ears and 1952 was no exception to 
the trend. All current signs indicat 
that an equally good sales crop will be 
harvested by dealers during 1953 
Istimates of sales for 1952 vary, but 
most reporting sources are agreed that 
it was a good year for the 
Two factors alone make it hard to 
wccuratcly arrive at the extent of unit 
These are (1) the 
continuing reluctance of the largest 
American manufacturer to divulge in 
formation regarding their operation 
and (2) the continuing expansion i 
importation of machines of forcign 
manufacture, most sales of which are 
relatively hard to trace. Best guess 
would indicate that unit sales from all 
sources during the past year reached 
close to 2,000,000 machines 


industry 


y 
iles for the year 


Knowledge of Brand Names Evident 


Most manufacturers could point 
knowingly to the relative value of con 
sumer advertising and its effect upon 
their sales effort, since in the majority 
of cases purchasers of sewing machines 
appeared to have ‘bought with a more 
than adequate knowledge of brand 
names to guide them. Thus in survevs 
conducted by publications and new 
papers the names most often encount 
ered were those of concerns whos 
product had been familiar on the 
American scene as far back as the turn 
of the century, and before. Among 
these the Singer company, with its 
wholly owned network of outlets, was 
mentioned most often. Following 
closely thereafter were such well 
known products as White, Domestic 
New Home, Free Westinghouse, and 
Wheeler and Wilson. Many consum 
ers were also finding that the machine 
offered by two of the larger mail orde: 
houses were deserving of attention 
and Kenmore and Montgomery Ward 


showed high percentages of ownership 


Basic Types 


Sewing machines for use in th 
home consist of three basic types, all 
classified according to the manner in 
which the shuttl 
consist of the oscillator typ the rotary 
type (most often encountered), and 
the vibrator type. In most of the 
models on the market today all of thes 


types have been developed to a high 


operate Th 
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point of enginecring perfection, and 
can generally be counted on for many 
years of trouble free service, a point 
of considerable importance to the 
dealer who must bear the purchaser's 
wrath if and when repairs become 


nece iTy 
Many Imported Machines on Market 


Perhaps the most conclusive proot 
of the increasing popularity of the sew 
ing machine may be gained from the 
number of units of foreign manufac 
ture which have come on the market 
during the course of the past few years. 
It might be claimed by some American 
manufacturers that this condition, dif- 
fering as it does so greatly from the 
pre-war period when four or five com 
panies in this country had completely 
dominated the sales scene, was hurting 
the domestic industry. Not so, claims 
one importer, contending that since 
the foreign machine must be widely 
promoted to survive, the increased 
publicity has brought with it an in- 
creased “sew-mindedness” on the part 
of the public, a condition which has 
proved beneficial to the industry as a 
whole. Whether this is completely 
true is debatable. However there 
would appear to be a certain logic to 
the theory, and it might well account 
for the continuing public interest in 
both better models and those of 
cheaper price and manufacture. 

Countries which were exporting in 
quantity to the United States during 
the past year included Italy, Germany, 
Switzerland and Japan, with manufac 
turers in Sweden and Holland con 
tributing lesser amounts to the totals 
sold. As one indication of the extent 
of the market which exists in this 
country today, one of the better known 
f the European producers, Necchi, 
reported that almost 50 percent of its 
total factory production was currently 
being funnelled into the American 
market 

Most widely voiced criticism heard 

garding imported units was limited 
iailability of service facilities and re 
To offset this, many 
of the importers of high caliber ma 
} 


chines wer" 


pl icement parts 


building up impressive 
organizations to 
enable them to compete with estab 
lished American firms. One company 
reported having built up its operations 
to the point where 1,800 dealers were 
handling its 


iles and servicing 


product, 50 distributors 
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had been franchised, and adequate re- 
placement parts were on hand in this 
country to service their product for at 
least 10 years. This approach, insuf- 
ficiently followed by some importers, 
pointed up the manufacturer’s aware- 
ness both of the consumers’ plaint, 
that, “service facilities and parts were 
non existent”, and an increasing real 
ization that unlike other appliances, 
the purchaser of a sewing machine con 
sidered that he had made a lifetime 
investment. Because of this factor, and 
depe nding upon your interpretation, a 
survey conducted in midsummer of 
1952 by Family Circle revealed, (a) 
that most owners did not consider re- 
placement of a machine, or (b) that 
1 large market for replacements did 
exist. The survey showed: 


Age of Machines in Use 


Under 1 Year 

1 to 5 Years 

6 to 10 Years 

11 to 18 Years 

20 to 25 Years and over 


3.48 percent 
26.38 percent 
13.62 percent 
17.97 percent 
38.55 percent 


What the survey did point up con 
lusively was the relatively high per 
centage of ownership, 81 percent of 
those responding advised that they had 
1 sewing machine in their home. As 
1 further indication of the extent to 
which the American housewife has em 
braced the sewing machine, at least 
estimates that 
30 million women are today mak- 
ing some of their own or their family’s 


one manutacturet 


JANUARY, 


clothing. While this can partially stem 
from the continually rising cost of liv 
ing, a portion of this popularity arises 
from the fact that many women con- 
sider the sewing machine the best and 
cheapest answer to keeping up with the 
latest trends. What cannot be denied 
is that the sewing machine is essen- 
tially an appliance for women, and as 
such, the retailer's promotional ac- 
tivity should be directed in her direc- 
tion as the primary target. 


Seasonal Trends Vary 


On another page of this issue Exec 
rRICAL MERCHANDISING has published 
its latest study of monthly sales pat 
terns. Sewing machines appear from 
this study to evidence their greatest 
appeal to consumers during December 
Sales in that month of 1951 reached 
17.28 percent of the year’s total, a 
figure almost double that of any of the 
preceding months of the year. This 
would indicate the popularity of sew 
ing machines as Christmas gifts. Gen 
erally speaking, the fall months ap 
peared to be the best time during the 
vear to attract customers. In 1951, 
for example, October percentages 
reached 8.34, followed by 9.03 in No 
vember, and the December high 
ilready indicated 

Family Circle in its survey asked 
the question, “If you bought a ma 
chine, what model would you prefer?” 
In a tabulation of replies received an 

Continued on page 184) 
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You can see it ‘BETTER| On a CROSLEY 





 @ AMERICAN KITCHENS 
CROSLEY HOME APPLIANCES 
CROSLEY BROADCASTING 
CORPORATION 
HORN 
LYCOMING 
NEW IDEA 
SPENCER HEATER 





“CROSLEY 21° TABLE MODEL 
FASTEST MOVING SET 
ON MY FLOOR” 


REPORTS LYLE MATHESON, BATTLE CREEK, MICHIGAN, DEALER 
WHO USES SIDE-BY-SIDE TEST TO CLINCH SALES 


“I can hardly stock enough of those 
Crosley 21-inch table models to keep up 
with orders!” says Lyle Matheson, 
owner of the Battle Creek, Michigan, 
Trading Post. “When you've got a TV 
set with as many great features as the 
21TOL—it sells, and fast! 


“When I put this Crosley set next to a 
competing make and tell the customer to 
turn them both on—he can see for himself 
how clear the Crosley picture comes in.” 


The Crosley side-by-side test IS convincing. 
Crosley’s automatic focusing keeps pictures 
dead center and eliminates fuzziness at the 
edges of the screen. The no-glare picture 
window reflects room or window light to 
the floor and out of a customer’s eyes. 


And when you get down to hard-selling, 
look at all the arguments on your side! 
Selling price? $259.95—and that includes 
federal tax and full-year warranty on all 
chassis parts AND picture tube. Does the 
customer live out in the country? Crosley’s 
Booster-Switch builds up extra power to 





bring in weak or distant stations. Cabinet work? 
Mahogany- or blond-finished. AND ALL WOOD. 
No metal cabinets . . . no plastic. 


This 21’’ Table Model Crosley is the ‘‘fastest 
moving set” on Lyle Matheson’s floor. Stock 'em 
—and see how fast they move off your floor! 





“THESE THREE REASONS 
ALONE HELP ME SELL CROSLEY TV” 


says: Zell S. Lewis, of Dayton, Ohio 





FULL-YEAR WARRANTY—‘‘Cros- 
ley’s warranty —included in the 
price—arms me with the best 
sales argument of all. People 
expect a year’s coverage on the 

icture tube. When I tell them 

Srosley’s warranty covers every 
part in the chassis as well, it’s 
an eye-opener!” 


INTERFERENCE CHECKED—"‘Ap- 


times even passing cars and low- 
flying planes, cause white lines 
to appear on T'V screens. Spe- 
cial wiring and advanced engi- 
neering have just about licked pressed when I 
this annoyance in Crosley tele- 
vision sets.” 


NO-GLARE PICTURE WINDOW 


pliances used in the home, some- “The glass picture window 


ona Cr y is specially slanted 
so it reflects room lights right 
down to the floor and out of 
viewers’ eyes. Prospects are im- 
them the 
can keep lights on—and still 
enjoy Crosley television.” 


AND DON’T FORGET—THERE ARE TEN REASONS WHY 


YOU CAN SELL THEM BETTER ON A CROSLE 
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“The outlook for the television busi- 
ness in 1953 is glowing. The TV 
audience expands daily. New TV 
stations are opening at the rate of 
two a week. TV programs grow 
more interesting and helpful. And 
TV sets get better and better. Serv- 
ice has been much improved. Even 
a new administration may mean the 
beginning of a change in the flood 
of regulations the average mer- 
chant has had to contend with. 


* * * 


“Yes, this is the year television mer- 
chants have been waiting for. As the 
TV market widens, the market for 
Crosley sets will widen even faster. We 
have set our sights . . . laid our plans 
... invested in advertising and promo- 
tion firm in the belief Crosley is des- 
tined to win a larger and larger share 
of the market. 


* * * 


“In recent years many enterprising 
dealers have discovered new ways 
to increase their sales. They have 
set a pace that others will follow. 
Some dealers—in large cities—have 
opened stores outside city limits in 
the growing suburbs where parking 
conditions are more favorable. 


* * * 


‘Many dealers find staying open one or 
more nights a week well worth the 
extra effort. Buying a TV set is, after 
all, a family affair. When husband and 
wife shop together, it’s easier to get that 
sale settled on the spot. 


* * * 


“But whatever new steps you take— 
advertise them . . . advertise them 
steadily ... and never stop your ad- 
vertising efforts. We at Crosley 
stand ready to help our dealers in 
every possible way. We want them 
to get a record share of the growing 
television market in 1953...” 











“ON THE BEAM”. . 
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FINE FURNITURE DEMANDS FINE WOODS, 
FINE CRAFTSMEN-AND TIME! 


These photos give some idea of why Crosiey all-wood cabinets are fine furniture. 


FOR MANY YEARS THIS FACTORY HAS BEEN NOTED for its 
production of distinguished, hand-crafted furniture. Today — 
the plant’s designers, woodworkers and cabinetmakers devote 
all their skill and time to the making of Crosley television cabinets. 


blemish can hide under a high- 
gloss Crosley finish. That's why 
each piece is sanded five times, 
first by machine, and finally by 
hand with a paper so smooth you 
can’t even feel its tiny grains! 


THREE COATS OF LACQUER 
sprayed on a cabinet create a 
hard, gleaming surface—but it 
takes this hand-rubbing with 
pumice-stone powder and oil to 
_ a Crosley cabinet its heir- 
oom gloss. 





‘WECK! THATS THE SAME RECIPE SWE SHOWED LAST WEDNESDAY!” 














MAURICE BECKHAM has been 
making fine cabinets for more than 
45 years! You can tell by the way he 
handles a piece of wood that fine 
cabinetmaking is his pride as well as 
his job. Here you see Maurice hand- 
tooling the bevel on what will be the 
face of a Crosley Custom Console. 


Whether it’s genuine oak or ma- 
hogany he’s working on, it’s fine, 
rich wood—not metal or plastic! 





A television set isn't a small object you hide 
away in a corner somewhere. It stands 
proudly in the living room where everybody 
sees it about the first thing. 


That's why—although there is nothing par- 
ticularly wrong with metal or plastic—we 
just don't think they look well in the living 
room. Crosley believes any man and woman 
would rather have a fine wood cabinet to go 
alongside other beautiful living-room fur- 
niture. 


We know that's true. You know that's true. 
Wood harmonizes better with other furnish- 
ings . . . gives a richer effect. Crosley all- 
wood cabinets are a major selling appeal. 


SEE THAT STEEL FRAME? Solid as a sky- 
scraper. Crosley cabinets are not only solidly 
built in themselves—but many consoles are 
actually put together on a steel frame for 
extra, fifelong solidity. 


A HANDSOME CABINET CLINCHES MANY A TV SALE! Here’s popular 18th Century 
style adapted to today’s homes by Crosley’s expert designers . . . built by Crosley’s 
expert craftsmen. This console—finished in rich, hand-rubbed mahogany veneer— 
houses a 21-inch Custom Television and Radio-Phonograph combination. 
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complete promotional 


SELL A WATER SYSTEM TO SELL YOUR LINE. When 
a city dweller plans his back-to-the-country move, one of the 
first things he his to have is a water system. The dealer who 
sells him, not only makes a good profit on the water system 
sale, but is also in an excellent position to sell related mer- 
chandise such as an automatic garbage grinder, automatic 
washer or dishwasher, simply by following up his customer. 


HN 
LESS EJECTOR 


CONTR Fuga PUMP 
PERS OMmante 


MYERS HELPS YOU TRAIN A WATER SUPPLY EX- 
PERT. The Myers factory training school is open to qualified 


dealers sincerely interested in developing a water supply ex- 
pert for their staff 


In addition, Myers factory representatives 
to work closely with dealers in developing a 


program and personal sales slants. 
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MYERS SUPPLIES FREE PROMOTIONAL AIDS. Ad 
mats, literature, and direct mail are free to you along with 
dozens of other promotional aids. These help establish your 
store as headquarters for anyone with a water supply problem. 
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OTHER PROFIT ANGLES. Your present customers, as well as soda fountains, beauty shops, ete. 
right in your town are prospects for water conditioners which you would normally carry in your 
Water Supply Department. So the water “expert” on your staff can make money not only on water 
pump installations, but also on water conditioners. Sales run high on commercial installations with 
good profit for you. As one method of promoting interest, dealers offer free water test service as 


a door-opener. 


Bring in New Business with 
a Water Supply Department 


... a Water Supply Department is a 


new source of profit for appliance stores 


HE back-to-the-country movement is 

now in full swing in the U.S. Every 
year hundreds of people in your town are 
building new houses or buying older ones 
beyond city water mains. The whole prob- 
lem of putting in a home water system is 
very unfamiliar to most city people. 
Sooner or later they realize they need the 











help of a specially-trained “expert”; a spe- 
cialist who would be the head of your 
Water Supply Department. 


If you would like more information, a 
Myers representative will be glad to call 
on you. Write the F, E. Myers & Bro, Co 
201 Fourth Street, Ashland, Ohio. 


, 





MYERS HAS A COMPLETE LINE OF WATER EQUIPMENT. Myers Pumps and Water Systems 
are known the world over for their high quality. In addition, Myers also offers water softeners, 
neutralizers, filters and purifiers. No need to line up several suppliers when you buy stock for your 


Water Supply Department. 
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Amana sells faster 


Customers are pre-sold on Amana 
performance and efficiency by a 
nationwide advertising program. No 
other brand has such a sound com- 
bination of practical design plus en 
gineered performance superiority. 


BACKED oa 


MODEL 80 


outse 


SEN TUR Y-OtD 


— 


your profits assured 


Amana dealers’ profit is protected. 
Your big-volume, wide margin profits 
are not cut into by trade-ins, service 
and installation costs, or price cut- 
ting! When you sell Amana Freezers 
they STAY SOLD. 


TRABITICN @ 


—— 


MODEL 12 
Seu. fr. 12 cw. ft. 


MODEL 18 
18.1 cu. ft. 


F 









Is all 
Abnana greatest profit 


with an unlimited 


a ready-made market 


Recognized quality of product cou- 
pled with Amana’s hard-hitting 
national advertising program means 
MORE PROSPECTS and EASIER SALES. 
Satisfied users and superior perform- 
ance result in more referral sales, too! 


FINE CRAFTSMANSHIP 


MODEL 258 
25 cu. ft. 


and models, including popular chest styles and “Sharp-Freeze” uprights, gives 


4 THE “S¥G-ur’” LINE OF FOOD FREEZERS. Amana’s complete range of prices 


THE 


(fe 
A 


ONLY FREEZER TO RECEIVE THE 


JANUARY, 


FAMOUS FASHION ACADEMY AWARD 


the Amana dealer both a higher average unit sale and higher average unit profit. 


NATIONALLY ADVERTISED...FEATURED ON RADIO AND TELEVISION 
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line in freezers 
market in 1953! 


guaranteed 


to outperform all 
other food freezers 


Nationally recognized testing labo- 
ratory results proved the Amana 
Upright Best By TEsTs for freezing 
larger quantities of food, faster, bet 
ter and more economically than 
other leading makes tested 











Gi 








Continual comparative tests in fac- 
tory laboratories show that Amana 
stays ahead of the field in every way! 


AMANA REFRIGERATION, INC. 
AMANA 16, IOWA 


World's largest exclusive manufacturer ~ Wi ’ won OF 
of Food Freezers AS * WG 


* Guaranteed by 
Good Housekeeping 
UPRIGHT FOOD FREEZER 6 orcas ita 
the most copied 


food freezer in America 
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Sewing Machines 


"Safe Steam Heat from any Wall ceca 


overwhelming proportion favored the 

cabinet-console model, 54.5 percent, 

ZZ” a lesser number, 26.5 percent, liked 

the portable types, and 19.0 percent 

* were undecided as to type. One manu 

MAGIC WORDS WITH 44,000,000 PROSPECTS \ facturer advised that ae the basis of 

. last year’s sales the console to portable 

FOR THE BEST SPACE HEATER IN THE WORLD! ratio reached even higher Fras ma 

with his national sales averages being 

80 percent for the console type and 
2() percent to portables. 













































@ WORLD'S SAFEST 
@ MOST EFFICIENT 
e MOST ECONOMICAL ‘ . iy 


&lectresteem | 


Installment Purchases High 


Reflecting the relatively high pur 
chase price (portables averaged be 
tween $140 and $250, consoles $175 
to $336) a preponderance of sales 
were made on the installment plan. 
One manufacturer went so far as to 
indicate that an approximate 75 per 
cent of all present day sales were be 
ing made on the strength of the 
purchasers being able to make time 
payments, with the majority of sales 
also carrying with them the trade-in 
of an old machine. Still another manu- 
facturer concurred on the extent of 
installment purchases, but claimed 
that the trade-in rate had decreased 
from the 60 to 70 percent common 
several years ago, to a more moderate 
40 percent in today’s market. As a 
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IT’S JUST AS EASY TO SELL AS 
ANY OTHER TROUBLE-FREE APPLIANCE PACKAGE 


) 
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AND iT’s PROFIT-PACKED! basic onsideration the appliance 
Deitel Seenindidinenesmneliemmemeemnanal | 
j \ | dealer who adds the sewing machine 
| to his line should be prepared to meet 
\] the purchaser’s request for installment 
payment 
Outlet 
; ‘ i Fak rey ea SAFE HEALTHFUL STEAM HEAT Family Circle’s readers reported pur 
£06 as Oe ee ee , pC WALL PLUG chasing their sewing machines at the 
SAFEST IN BO Bre Das _=s q elem ’ FROM ANY AC or following outlets: sewing centers, 46 
THE WORLD ins iting syster Bae . There's absolutely neshies —— perce nt: de pal tment stores, 34 perce nt 
; 7 a ELECTR Eee sd. Available in ippliance stores, 10 perc ent; other out 
aero 8-SECTION delivering lets, 10 percent. While this ratio will 
8,250 BTU pet hours per hour. Choice of probably parallel closely the outlets 
sen Walnut oF Ivory Sate Beet valeed heat through which sales are being mad« 
on mnidget-olaed power consumption. on a national scale, it should not pre 


sage a static condition. Most sources 
are agreed that the year ahead will sex 


< *K. 1 continuation of last year’s better than 
’ eh TREMENDOUS UNTAPPED MARKET 


re. a! on ice . rol iverage sales 
LESS THAN 2¢ = srarket—delivers more heat | or | average Sales. ; 
me Lo ere - I ad 


PER HOUR a sive patented all-steel construc: 
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FANS and 
AIR CONDITIONERS 


A repetition of the 1952 
boom in fans and air condi- 
tioners is expected by the 
: i: industry in 1953—but at a 

is, Kentucky higher level. ELECTRICAL 

e8 helps ; MERCHANDISING helps 
“round you get ready for it with 
sase studies of successful 
operations and statistics, in- 
cluding the fan market 
study omitted from this 
issue, in the 
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ELECTRIC STEAM RADIATOR CORP. 


ELECTRICAL MERCHANDISING 








FEBRUARY 









PAGE 184 JANUARY, 1953—ELECTRICAL MERCHANDISING 






ry. }/'fe) presents a completely new 


window type room air conditioner 
for ‘53! So ceggacmeme 

















New for 53! 


1-H.P. unit gives you a size for 
every room. 
%HP,....%HP....1HP. 


New for 53! 


Cabinet styling in smart new design 
blends with any furnishings, office or home. 


53! 
New for 53! 
Adjustable louvers direct air stream in 


any direction. ee 
5-YEAR WARRANTY New for 53! 
and labor allowance! Concealed control panel for neat, clean, 


modern design . . . eliminates tampering. 


New for 53! 


Removable air filter—easy to clean, 
easy to replace. 


New for 53! 


Compact cabinet permits installations in 
the smallest standard double-hung windows. 


New for 53! 


Simplified installation kit means money- 
saving installations. 


Distributorships available in some territories, write 


UNITED STATES AIR CONDITIONING CORPORATION 


MINNEAPOLIS 14, MINNESOTA 


On display at the Heating and Ventilating Show + Booth 2-228 
International Amphitheater « Chicago + Jan. 26-30, 1953 
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How Big is the LIFE Market? 


Take electric clocks... 









If this year, electric clock manufacturers sold only one 















a‘ From Columbus, Ohio, Stanley B. Klein, tember. We had many calls for the specials 
new clock to each of the households reached by a single : ‘ cath ay : 

f LIPE. sales to t! id he KROF gen. mgr. of Budd & Co., reports: “It's amaz but the great majority of sales were on 
issue OF LIFE, sales to this group alone a ee ing! Gross sales rose almost 10°, for Sep *LIFE-advertised’ merchandise.” 
yreater than the total 1951 production of the entire 


imdustry.** 


or electric toasters... 


If, this year, electric toaster manufacturers were to 





sella new toaster to just one out of every three house- . = : S : n . 
From Philadelphia, Pa.,Stanley E.Frazee, is read by hundreds of thousands of Phila- 


holds reached by a single issue of LIFE, sales to this 
; merchandising manager, home furnishings, delphians each week. By tieing in with LIFE, 


ur i » ‘ be greater b rar { ) . aT? 
rroup alone would be greater by far than the total ie Ae ee A a i a ee 


1951 production of the entire industry 





or refrigerators... 


If, this year, a new refrigerator were sold to just one 






out of every 3 households reached by a single issue of 





LIFE, sales to this group alone would far exceed the From Chicago, Illinois, Sol Polk, presi- sales volume. LIFE is the greatest selling 
total 1951 production of all refrigerator manufacturers dent of Polk Brothers, writes: “Our LIFE force in America and we endorse its use by 
combined.** **Latest available industry figures promotions are a true aid in our over-all the manufacturers we represent.” 
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ADVERTISED IN 


use promotions 











As the examples on the opposite page show, the LIFE 
market is big enough, all by itself, to consume the 
entire yearly production of most brands, many manu- 


facturers, many entire industries. 


But how much of it belongs to you? 





Look around you. 


In Chicago — Columbus Philadelphia — cities and 
towns all across the U. S.—leading dealers are learn- 
ing this one fact. 
LIFE’s great market is as important to ap- 
pliance dealers locally as it is to appliance 
manufacturers nationally. 
For dealers can cash in on LIFE’s tremendous selling 
power—by tieing in with LIFE. Not once. But many 
times—continuously. 

With LIFE at work on the counter, on the floor, 
in window display, they have an important ingredi- 
ent of a profitable promotion. 

Get moreof LIFE’s unmatched market of 11,880,0007 
households each week by tieing in—as many other 


dealers are doing now. 


*From A Study of the Household Accumulative Audience of LIFE, by 
Alfred Politz Research, Ine 
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stagnant 
SSR 


8 SSE 


Tie in with these advertised- 
in-LIFE products 


MAJOR APPLIANCES 


Jan. 5 General Electric Ranges—spread, color 
Jan. 12 General Combination Appliances—'4 page 
Servel Electric Wonderbar—¥4 page 
Jan. 19 Frigidaire Washers and Dryers—page, color 

Servel Refrigerator—page, color 
Bendix Appliances—page 
Bertolotti Sewing Machines—14 lines 


SMALLER APPLIANCES 
AND HOUSEWARES 


Jan. 5 Burgess Batteries—14 lines 

Jan. 12 General Electric Bulbs—page, color 

Jan. 19 General Electric Clocks—page 

Jan. 26 General Electric Sun Lamps page, color 


HOME FURNISHINGS 


Jan. 5 Cannon Towels—spread, color 
Lane Cedar Chest—page, color 
Jan. 12 Cannon Sheets—page, color 
Delaware Floor Products—Flor-Ever—¥ page 
Jan. 19 Delaware Floor Products—Flor-Ever—'% page 
Jan. 26 Lane Cedar Chest—page, color 
Barca-Lounger Chair—page 
Delaware Floor Products—Flor-Ever—'& page 


RADIOS, TV, RECORDS 
AND INSTRUMENTS 
Jan. 12 Philco Television—page 
Jan. 19 Sylvania Radio and Television—spread, color 
Children’s Record Guild—page 
Jan. 26 Raytheon—page 


STATIONERY REQUISITES 
Jan. 12 Royal Portable Typewriter—page 
Jan. 19 Eastman Kodak—page, color 
Jan. 26 Ampro Cameras—4 page 


OTHER 
Jan. 12 Tac Ratchet Wrench— 4 page 
Presto Fire Extinguisher—14 lines 
Jan. 19 Vigoro Plant Food—\4 page 
Jan. 26 Childers Aluminum Awnings—page, color 
Chris-Craft Boating Equipment—'% page 










9 Rockefeller Plaza, New York 20, N. Y. 
FIRST IN CIRCULATION 
FIRST IN READERSHIP 

FIRST WITH APPLIANCE DEALERS 
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Traditions upset as some 





POV UD sb se cvc seaweeds 






older appliances slide while 





5, WOT 5 vid ce eo ween 
steam irons, blenders, fry- 













WAFFLE IRONS 


ers, and portable mixers SANDWICH GRILLS. ..... 


show sales increases. New 
Fair Trade law responsible 
for part of second-half up- 
swing which helps industry 
top $600,000,000 


HANGES in trends, upsets growing trend away from the plain whether this is a trend, or whether As in previous years, we again point 
a in traditions become sacred automatic dry toward combination it is just a temporary fad wave. In out that this is a conservative estimat 

through the years, and a gen team-and-dry iron this connection, it is interesting to No allowance has been made for the 
eral shaking down to a more “normal” For the first time since we have note that portable mixer unit sales many small powered housewares on 
sales pattern (if anyone can define been making these market studies, enjoyed the highest percent of increase which we have no information. Man 
what’s “normal” in electric house toasters have slipped from second to 184 percent) over 1951. of these items are enjoying increasing 
wares today), was the order of the year fourth position in dollar earnings. Un Practically all gains for the year acceptance each year, especially cofte: 
just ended in the electric housewares like automatic dry irons, this does not were in the newer housewares cate- grinders, knife sharpeners, hair drvyet 
industry indicate a trend downward for toast gories. Blenders, broilers, fryers, port (Drug Topics, Aug. ’52 lists hair drve1 

While irons maintained their lead ers. It is merely the result of adjust ible mixers and steam irons all show sales for 1950 at $3,150,000, and for 

as top dollar producers, for the first ments or leveling off caused by the big increases in units and dollars 1951, $3,600,000), and ice cream 
time in automatic iron history steam exceedingly high demand for toasters Staples, with high saturation rates, freezers. Vegetable juice extractor 
irons superseded automatic dry irons in the past several years induced by such as clocks, hotplates, automatic vibrators and vaporizers also do a good 
in dollar volume. Steam iron dollar scare buying, shortages, et irons, toasters and waffle irons, all volume each year. And in the food 
volume was almost $15-million ahead Mixers stepped up from third to show losses preparing aids, bottle warmers, hot 
of the automatic dry irons, although second position, in spite of the fact In spite of all these upsets and cups, buffet servers, chafing dish 
the automatic drys held a slight lead that standard mixer sales for the year changes, the housewares industry corn poppers all provide a substantial 
over steam in unit sales. This change are below 1951. Portable mixers cap- managed to forge ahead toward its volume to swell the overall totals 
in dollar position was not entirely be- tured popular fancy in 1952, and al- $1-billion-a-year goal, with a new rec 


- hte “ What Happened 
cause steam irons have a higher aver most tripled 1951 in unit and dollar ord of over $600-million. (See accom PP 


age retail price. It was the result of a volume. Opinion is divided as to  panying table.) Shortages of critical materials set 
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ously handicapped many of the bigger 
producers in the first half of 1952. 
Chis situation was never felt at re 
tail, because distributor inventories 
carried over from 1951 were surpris- 
ingly high in some areas. In addition, 
consumer buying was depressed far 
below the normal first quarter slump 
which occurs each year in electric 
housewares. ; 

The upturn in consumer buying 
was first noticed about the middle of 
May, after the signing of the new 
McGuire fair trade bill. The materials 
situation eased up somewhat in June 
and Jul 


Distribution and Outlets 


Door-to-door and club plan selling, 
on the upgrade in 1952, presents no 
threat to regular distribution chan 
nels. Industry experts say these me 
diums reach a new market never be 
fore tapped and represents people who 
never would go downtown to buy a 


housewares item. 


cent; hardware, 30 percent; jewelry, 
20 percent; all other—department 
store, auto supply stores, utilities, fur- 
niture and gift stores—the remaining 
15 percent. 

This may be true at the distributor 
level. It was not a true picture of re- 
tail distribution in 1952, especially 
in trading areas where discount houses 
flourish. In these areas, particlarly on 
the East Coast, electrical specialty 
houses have had so little call for elec 
tric housewares that many are consid 
ering abandoning them entirely. 

Manufacturers generally are re 
luctant to discuss this difficult prob 
lem. They say the McGuire fair trade 
bill is a good one. It is generally hoped 
that these marginal type retailers who 
took on electric housewares because 
they were scarce and people were buy 
ing them from anyone who happened 
to have stocks, will give up housewares 
now that demand has returned to nor 
mal. And one or two manufacturers 
have shown a sincerity in their efforts 


Many manufacturers engaged in vig 
orous promotional activities in 1952. 
Special package values, tied in with 
easy terms, were offered consumers. 
Promotionally priced merchandise 
was Offered dealers in an effort to help 
them fight price cutters. Advertising 
on a national scale in magazines, news- 
papers, T'V and radio was bigger than 
ever. The NEMA gift campaign in 
spired new interest in housewares 
among utilities in such areas as Phila- 
delphia and Detroit. 


New Products 


Many manufacturers expanded theit 
lines in 1952, adding such items as 
fryers, steam irons, portable mixers 
and broilers. It is also indicated that 
this expansion of lines will continue in 
1953. Several manufacturers also plan 
to announce new models, and some 
hint that they are working on entirely 
new types of housewares. Proctor Elec 
tric Co. plans to start production of 
its automatic Presurmat on a national 


Manufacturers also agree that there to enforce the new fair trade bill, basis in April 1953. 
vas little change in the distribution notably G. E., which has set up a For 1953 NEMA Electric House 
pattern in 1952, which averages about separate department to aggressively go wares Section plans an expanded gift 
follows: electrical outlets, 35 per ifter the known price cutters campaign designed to enable dealers 
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ce f 1951 
Number Retail Number Retail Percent ~~ 
Sold Value Sold Value Units Dollars 
BED COVERINGS 830,000 $35,275,000 776,000 $32,980,000 + 6.96% + 6.96% 
BLENDERS 425,000 17,637,500 290,000 11,455,000 + 46.55 + 53.97 
BROILERS 434,700 13,172,100 312,000 7,200,000 + 39.33 + 82.9% 
CLOCKS 6,700,000 48,575,000 7,500,000 52,125,000 — 10.67 — 6.81 
COFFEE MAKERS, (Total) 3,000,000 60,185,500 2,825,000 59,409,750 + 6.19 + 1.30 
Automatic 1,950,000 48,652,500 1,695,000 43,646,250 + 15.04 + 11.47 
Non-Automatic 1,050,000 11,533,000 1,130,000 15,763,500 — 7.08 — 26.84 
DEEP FAT FRYERS 1,250,000 37,437,500 725,000 20,662,500 +72.41 + 81.18 
HEATERS, ELECTRIC, (Total) 1,202,000 31,203,000 930,000 12,393,000 + 29.25 + 151.78 
Fan-Forced & Fan-Htrs. 690,000 12,075,000 605,000 9,468,000 + 14.05 4 27.53 
Convector & Radiant, Non-Fan 270,000 2,430,000 325,000 2,925,000 — 16.92 w- $6.92 
Wall Type 242,000 16,698,000 — — _ oo 
HEATING PADS 1,500,000 10,425,000 1,450,000 10,077,500 + 3.45 + 9.45 
HOTPLATES 905,000 8,597,500 940,000 8,695,000 — 3.72 - 32 
IRONS, (Total) 6,135,000 95,203,250 7,585,000 104,166,800 — 19.12 — £8.60 
Automatic 2,965,000 38,396,750 4,950,000 60,637,500 — 40.10 36.68 
Steam 2,675,000 §3,366,250 2,100,000 39,795,000 + 27.38 + 34.10 
Travel 285,000 2,565,000 298,600 2,687,400 — 4,55 4.55 
Non-Automatic 210,000 875,250 236,400 1,046,900 — 11.17 _ 16.40 
MIXERS, FOOD (Total) 1,730,000 67,227,250 1,600,000 68,000,000 + 8.13 — 41.14 
Standard 1,375,000 60,500,000 1,475,000 65,687,500 — 6.78 7.90 
Portable 355,000 6,727,250 125,000 2,312,500 + 184.00 + 190.91 
ROASTERS 460,000 18,377,000 442,000 18,541,900 + 4.07 - .89 
SHAVERS 2,550,000 63,622,500 2,200,000 53,900,000 + 15.91 + 18.04 
TOASTERS, (Total) 2,991,700 63,187,850 3,725,000 75,763,700 —19.68 — 16.60 
Automatic 2,836,700 62,265,600 3,350,000 73,532,500 — 15.32 —~ 15.32 
Non-Automatic 155,000 922,250 375,000 2,231,200 — 58.67 — 58.67 
WAFFLE IRONS — SAND. GRILLS 1,570,000 32,165,500 1,875,000 33,656,300 — 16.27 —- 4.43 
ao. Ok oe eee Oe oe eee a $602,291,450 $569,026,450 + 5.84 
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to realize benefits from an extensive 
publicity campaign directed to the 
consumer, with closer tie-in and team- 
work among manufacturers, distribu- 
tors and dealers. 


1953 Predictions 

Predictions for 1953 furnished by 
housewares manufacturers are almost 
all optimistic for the first half of the 
year. lew are willing to hazard a guess 
beyond that, however. Steam iron 
manufacturers agree that in 1953 the 
market for steam irons is going to be 
tremendous. 

Speaking optimistically, one manu- 
facturer goes so far as to predict that 
the first six months of 1953 are going 
to be the best first six months in any 
year since the war. Reasons for this: 
If holiday buying comes up to expecta- 
tions, inventories should be unusually 
low at the end of 1952. Economic 
conditions of the country should be 
favorable generally and mate- 
rials, barring war, should be available. 

Many economic experts have been 
predicting that 1954 will be a year 
of adjustments in present inflationary 

Leading national economists have 
been predicting that 1954 will be a 
vear of adjustments in present infla- 
tionary trends. Some advance this 
period to the latter part of 1953 
hese predictions may be as far off 
base as they have been in the past. 
}lowever, they have a tendency to in- 
fluence buving habits somewhat. 

Speaking of selling and promotions 
for 1953, all agree that competition is 
going to be stiffer than ever before at 
all levels. “One of the hardest slug- 
gin’ sales years we've seen in a long 
while,” predicts one manufacturer. 
The general industry attitude concern 
ing 1953 selling and promotion is 
summed up neatly in the predictions 
of Marvin E. Allesee, vice president, 
Dormeyer Corp: “Those manufactur- 
ers, wholesalers and retailers who do 
the most aggressive, imaginative sell- 
ing and promotional job will show 
greatest increases over 1952, It won't 
be necessary to ask ‘how’s business?’ 
we'll be underwriting our own sales 
success, by the of effort we 
put behind it End 


lrons 


A NEW trend was established in 
Z the iron industry in 1952 when 
steam iron sales established another 
record of 2,675,000 units. This is a 
27.4 percent increase over the previ- 
ous record in 1951 of 2,100,000 units. 

Monthly sales, according to NEMA 
reports, compared to the high volume 
vears of 1950 and 1951, showed gains 
for every month of the year over all 
former August 1952, set a 
new record in monthly volume with 
273,814 units 

This unprecedented steam iron vol 
ume, it is generally believed, sets a 
new pattern in iron sales for the years 
to come. More and more steam irons 
will be sold each year, with a slow de- 
cline in automatic dry iron demand. 
This is logical, since most steam irons 
today perform a dual service—they can 
(Continued on page 192) 
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— THAT CUSTOMERS 


APPROVE! 


Many sales of many products start with the finish, It’s one 


of the first things customers see... 


More and more, market-minded manufacturers are helping 


dealers cash in on this important feature by contributing 


‘sales plus” you need to ring up more sales. 


may often be the added 


the added sales appeal of the best-known name in finishes. 


There's no easier way to say, “This is a quality finish” t 
so many people, so quickly, than identification with the 


Sherwin-Williams name and trademark. 


Look for Sherwin-Williams finish identification tags, seals 


or decals on the products you sell. Feature them—to let the 


finish help you increase sales. The Sherwin-Williams Co., 


Industrial Division, Cleveland 1, Ohio. 


ina 
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SHERWIN-WILLIAMS 


INDUSTRIAL FINISHES 











Electric Housewares (continued from page 189) 


be used for steam and for dry ironing. 


[his does not mean, however, that 
the old reliable dry automatics, many 
of which have been developed to a 
high degree of efficiency, will drop 
completely from use. American home- 
makers, as long as they continue to do 
the bulk of their ironing at home, will 
continue to need a top quality auto- 
matic dry iron for special ironing jobs. 


The Figures 


A look at the figures broken down 
by types of irons shown in the accom- 
panying table shows that automatic 
dry iron units fell off 40 percent from 
1951. The dollar volume is 37 per 
cent less than 1951. Reckoning iron 
industry totals for the year of all types 








February. Said one manufacturer, re- 
gretfully: “Had steam iron manufac- 
turers been able to ship orders received 
from distributors the last four months 
of this year, sales for 1952 would have 
been fantastically high.” 

At the end of the year distributor 
and retail stockpiles of steam irons 
were practially nil. 


Promotions 


Aggressive promotional programs 
were engaged in by many of the manu 
facturers. Most successful among them 
were the Casco offer of one free iron 
with every 12, and a cash “spiff” offered 
retail sales people by Silex which stim- 
ulated interest. Deals were also popu- 
lar. Proctor’s integrated selling plan 





TWO YEARS STATISTICAL SUMMARY 





1952 lrons 1951 
2,965,000 .. AUTOMATIC Units Sold. . 4,950,000 
$12.95 Average Retail Price..... $12.25 
$38,396,750 -Retail Value.... $60,637,500 
210,000 ._NON-AUTOMATIC Units Sold. 236,400 
$4.17 Average Retail Price...... $4.43 
$875,250 Retail Value..... $1,046,900 
2,675,000 STEAM Irons Sold. ... 2,100,000 
$19.95 Average Retail Price. ..... $18.95 
$53,366,250 Retail Value. $39,795,000 
285,000 TRAVEL Units Sold .. 298,600 
$9.00 . Average Retail Price .. $9.00 
$2,565,000 Retail Value . $2,687,400 


reveals that steam iron increases cancel 
out about half the automatic unit 
losses and an even greater proportion 
in dollar loss, so that while the com 
bined total sales for 1952 are off 19 
percent in units from 1951, the dollar 
loss is only about 9 percent 


Steam Irons 


All steam iron makers did not fare 
equally well in the materials shortages 
ituation prevalent in the early months 
of 1952. Some manufacturers experi 
enced no shortages whatever, and r¢ 
port production increases for 1952 as 
high as 32 percent over the previous 
ear. Others, on the other hand, wer« 
0 handicapped by shortages that they 
never caught up with demand _ all 
through the year. Practically all steam 
iron manufacturers were back-ordering 
through December. Some sav thev ma\ 
have to continue into January and 
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which offered a package of three iron- 
ing necessities, and Presto’s combina 
tion iron and ironing board combina- 
tion deal were prominent among this 
type. 

Utility promotions spearheaded by 
NEMA’s gift promotion, were effective 
in areas where they merchandise. ‘T'V 
demonstrations and store demonstra 
tions were used to advantage. 

Two companies added steam irons 
to their lines in 1952 (Westinghouse 
ind Hoover). Casco added a new 
“M-T” spout; Steam-O-Matic was im- 
proved with a visual filling indicator; 
ind General Mills returned to the 
field with a new plastic “Permamold”’ 
tank attachment. 


Prices 
Prices in 1952 remained constant as 
applied to suggested or Fair Traded 
retail prices. The actual selling price at 
(Continued on page 194) 
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Make this 


fora BIG NEW YEAR 


Cleaner Sales 


Sell the quality market with ROYAL 


For customers who want the ‘‘cleaningest"’ cleaner — powerful, beautiful, 
with all the special features which make Royal Cleaning provably su- 
perior, there's the Royal ‘‘801"’ upright. No finer value is available. For 
the same high quality in tank type cleaners there's the Royal ‘'901", 
complete with every modern tool for around-the-house cleaning. Both 
of these quality leaders come with Royal's neat and handy ‘‘Toss-Out”’ 
bags at no extra cost! 


Sell the “‘price’’ market with ROYAL 


Royal ‘'601"’ (upright) and Royal ‘'701"' (tank) are popular companions 
to the quality leaders, with powerful motors and fine performance 
features, but built to a budget. 


Sell the specialty market with ROYAL 


The famous Royal *'501"’ Hand Cleaner with motor-driven brush is a 

snappy specialty sales package in itself; AND you also have a choice 
of two price-ranges in above-the-floor attachment kits for uprights . . . 
easily ‘‘plugged in" either *801"’ or ‘601"', making them complete 
cleaning systems. 


You’re always right with ROYAL 


Royal's policy of franchising only blue-chip distributors and dealers, with 

a margin-for-profit deal, assures a good, sound business for everyone 
along the line. Royal offers for 1953 a new ‘‘sales-concentrated”’ line, 
based on realistic appraisal of maximum customer demand. 


SELL ROYAL’S “WINNING FIVE”’ 


ROYAL VACUUM CLEANER COMPANY, Cleveland 8, Ohio 







































No dust-dumping 
with “’Toss-out’’ bags 


ONE 
Hand 
Cleaner 





with motore 
driven brush 


TWO Tank-Type YA ‘ie 
Cleaners | a 


Complete with attachments leads the world for velee 
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> 


aMPH 


TUBULAR 
TWIN-LEAD 


U.S. Patent No. 2,543,696 


TV PICTURE QUALITY 


The Amphenol Inline VHF Antenna is the result of an intensive 
effort by an engineering staff that has become famous because of its 
contributions to the radio-electronic industry. 

Included in the basic factors which these engineers felt were essen- 
tial in a TV antenna are all-channel reception, a single, strong for- 
ward radiation pattern and maximum available signal strength. That 
they have succeeded is borne out by the fact no other VHF television 
antenna offers all three of these quality factors as well as does the 
Inline Antenna 

Amphenol Tubular Twin-Lead is the latest answer to the need 
for a low-loss TV lead-in that is unaffected by weather conditions 
or age. The following table shows the comparative losses, dry and 
wet, of flat twin-lead and Tubular Twin-Lead 


D. B. SIGNAL LOSS PER 100 FT. 











100 MC 500 MC 1000 MC 
Dry | Wet/| Dry Wet Dry | Wet 
Flat 300 ohm twin-lead 1.2 7.3 3.2 20.0 5.0 | 30.0 
Tubular 300 ohm Twin-Lead 17 2.5 3.0 681 46 10.0 


This low-loss characteristic has become a vital factor in the picture 
quality of fringe area installations and is absolutely essential to any 
UHF installations. 


AMERICAN PHENOLIC CORPORATION 


CHICAGO 50, ILLINOIS 


Your Authorized Amphenol Distributor has your free copy of 
this book. If contains complete, detailed information on the 
factors which determine VHF television picture quality. 











Electric Housewares (continued trom page 192) 


retail was another matter. Steam irons 
did not escape the price cutter and di 
ount seller. 


Outlets 

Lh bulk of steam I ! ile 
through regular chann electrical 
hardware and jewelry store in about 
that order. Door-to-dov id ch -plan 
elling, expr nt th b om 
nanutacturer yroved ntcre 
Door-to-door operator ell a $19 
team uwon tor $25 [he ell t 
rather than produ t, and reach wom 

the lower middle in me group 
wouldn't go downtown to shop an 
vav. Therefore, a raing to ind 

nitict zx \ 


opinion thi ty pe 


h Wt 


Travel lrons 


Travel iron unit sal ly eda 
a TCAs vith l total ot 
old in 1952 against 298,000 in 195] 


1] werage retail pr runs some 


$5,000 unit 


Toasters 


vhaere between $9.50 and $10. This 
price does not include the price of 
travel kits which are available with 
ome models, and which boost the 
price by an additional $4 


Models made for a d 
| 


have proven most practical and popu 


operation 


: 
lar, consequently most models are non 


utomatic. [lowever, a new automati 

hich operate Ola d Va brought 
out the latte part of 1952 by Gl] 
Vhi mw depart in the field 

Uni Handvho nd WDurabilt 
lso announced n nodels in 1952 

The Market 

\ travel iron is an ideal gift item 

| priced right as a gift tor all occa 

is. Its u not limited to vacation 
ind occasional trip ni] Busine 


vomen living in clubs and furnished 
tudents, both girls 
ill good travel iron pro 


rooms, and colleg« 
ind bor al 


} 
»¢ 





2,836,700 








TWO YEARS STATISTICAL SUMMARY 
1952 Toasters 1951 


AUTOMATIC Units Sold. . 3,350,000 


$21.95 Average Retail Price $21.95 
$62,265,600 Retail Value $73,532,500 
155,000 ._NON-AUTOMATIC Units Sold. 375,000 
$5.95 Average Retail Price $5.95 
$922,250 Retail Value $2,231,200 
2,991,700 TOTAL Units Sold 3,725,000 
$21.12 Average Retail Price $20.34 
$63,187,850 Retail Value $75,763,700 
Jan. 1953 Jan. 1952) 
30,000,000 Homes Owning 28,862,000 
12,306,600 Homes Without 12,105,000 








\ ANUFACTURERS sales of auto 
A matic toasters fell substantially 
behind 1951. Units sold totalled onh 
$36,700 compared to 3,350,000 units 
in 195] Ihis is the second year foi 
1utomatic toasters to show a decline 
n volume. And it is the first time since 
1947 (2,840,000 units were sold in 
1947) that the unit volume fell below 
the 3-million mark 
Dollar volume for the 
$62,265,600 This is 


\VCal totalled 
15.3 percent of 


compared to 1951, and 18.2 
below the peak toaster year of 1950 


percen: 


when automatic toaster sales ager 
gated $76,127,000 
Lhe drop in volume was bv no 


means unexpected in the industry (S« 
“Toasters, “The Market’,’ EM Jan 
52, paragraph 2 Ihe decline in 
volume was brought about by a not 
mal lessening of consumer demand 
caused by the large volume of toasters 
Continued on page 198) 
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ndi 
— fACilities t 
With M °o Meet the 


anj 
fOwoc Freeze, 
s. 


See Your Menitowoe Distributor WOW/ 


CALIFORNIA DES MOINES--White Refrig. Sup. MISSOURI SYRACUSE— Tedesco, Inc PENNSYLVANIA 
LOS ANGELES—tU. 8. Grant Sup KANSAS KANSAS CITY John G. Gain ‘o. NORTH CAROLINA FORTY FORT — Bassler Utilities Co. 
OAKLAND—4<alif a st ) WICHITA—Sutton Electric Supply 8ST. LOUIS ollande ‘ CHARLOTTE Parnell Martin Co PITTSBURGH UTAH 
MARYLAND MON OHIO Standard Air & Lite Corp. SALT LAKE CITY 
DENVER mitrac Htg. & Sur BALTIMOR? \ 7 dist Inc, BILLINGS and Imp. . CANTON —Canton Hardware Co TENNESSEE 
MASSACHUSETTS NE § CINCINNATI-—Johnston Elec, Sup MEMPHIS—Wellf rd Dist., Ine WASHINGTON 
BOSTON—Hub Distributors, Ine, OMAHA—Ricke Jon: ypliance Co, COLUMBUS—-Mason Sup. Co . . a ag eed SEATTLE-—R. M. Wade Company 
MICHIGAN DAYTON—Allied Supply Co., Inc, NASHVILLE—J. L. Perry Co, WISCONSIN 
CHICAGO—Revere Elec. Sup. Ce DETROIT—J. G. Fischer & Sons RENO—Saviers Elect. Prod. Corp. LIMA—-Allied ply Co., Inc TEXAS ASHLAND 
IN GRAND RAPIDS—State Dist. Co NE § TOLEDO— Loeffler Electric c, AMARILLO.-Thomsens Wholesale E. Garnich & Sons Hardware 
FORT WAYNE st SAGINAW—J. G her & Sons NEWARK ll State a. C. OKLAHOMA DALLAS—Marlin Associates EAU CLAIRE--W. H. Hobbs Sup. Co, 
GARY Indiana Pfaff Distributors MINNESOTA N OKLAHOMA CITY EL PASO-Gorman Engineering La CROBSE—W. A. Roosevelt Co 
INDIANAPOLIS—<apitol Paper Co, ST. PAUL ALBUQUERQUE-—Gorman Eng. Modern Appliance Distributors MADISON-—Culver Elec. Sup. Co. 
w Farwell Ozmun Kirk & Co. NEW YORK OREGON HOUSTON Marlin Associates MANITOWOC—Crafts Inc 
DAVENPORT—Peterson Fixture Co. ST. PAUL—Vhermal Co., Inc, NEW YORK—Mann Refrig. Sup. PORTLAND—K. M, Wade & Co, SAN ANTONILO— Marshal Webb Co, MILWAUKEE-—Thermal Co., Inc, 


Walter B. Lioyd Company 
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Now—the General Electric 


* 
Mixer 
is being featured on the 


JOAN DAVIS Show 


“| Married Joan’ * 















1. Powerful performer! Even though it’s so light 2. Goes where the food is! Weighing a mere 3 3. Hangs neatly on wall! Show shoppers this 





and compact, this mixer packs the power to tackle pounds, this mixer is easy to take to the food .. . mixer’s handy keyhole slot—for hanging it up 
virtually every mixing job. Demonstrate its 2- instead of carrying the food to it. The housewife like a saucepan, out of the way but always ready 
speed, fingertip control . . . and how it doubles as can use it to mix while she cooks. Watch your cus- for use. And point out the s»ecial heel rest, which 
a drink-blender, with one beater removed. tomers handle it . . . fall in love with it! lets them set it down firmly .. . like a hand iron. 
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Portable Mixer 
B ou $1995 
— Banepa ee 


Manufacturer’s recommended retail or Fair Trade price. 








really selling 
that really mixes > 


“EVERY WEEK ON NBC-TV en ee 








* Really powerful 
She’s winning raves from the critics! The man to see is your General Electric * Truly portable 
She’s wowing millions of viewers! And distributor. Be ready for the rush of buyers oA ; oes 
what a sales job lovely Joan Davis is doing this TV program will bring in. General Amazingly ~=as ndy 
for General Electric Appliances on this Electric Company, Small Appliance Di- 


weekly half-hour of sparkling comedy! vision, Bridgeport 2, Connecticut. shes H cel 
And now the General Electric Portable 

Mixer has joined the other G-E time- and Yi, / y ¥ 

work-savers featured on this smash-hit head can fut Yow conf ence i~—— 


TV program. Right this minute, it’s one 


of the hottest items in the whole home 
PAGE 197 


appliance field. Sales of this handy mixer 
are wonderful already ... and the Joan 


Davis Show will really send them soaring! 
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Major Motor Manufacturer 
Praises KLIXON Protection 


Against Motor Burnouts 


LOS ANGELES, CAL.: Philip Hawkins, Shop Foreman of Wagner 
Electric Corporation's Los Angeles division, is a man whose word on 
motor protection is backed by plenty of experience! 

Says Mr. Hawkins: 

“It is our experience that those motors equipped with KLIXON In- 
herent Overheating Protectors constitute but a small percentage of 


those we see with burned out windings. 


“We believe that KLIXON Protectors contribute much to prevent 


motor burnouts.” 


KLIXON Protectors Build Customer 
Goodwill by Preventing Major Repair Costs 
The KLIXON Protectors illustrated are built into the 


motor by the motor manufacturer. In such equipment 
as refrigerators, oil burners, washing ma- 





Bpaeal chines, etc., they keep motors working by 
preventing burnouts. If you would like in- 
creased customer-preference, reduced serv- 
ice calls and minimized repairs and re- 

—— placements, it will pay you well to ask for 


equipment with KLIXON Protectors. 





SPENCER THERMOSTAT 


Division of Metals & Controls Corp. 
2501 FOREST ST., ATTLEBORO, MASS. 
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Electric Housewares (continued from page 194) 


old in the six postwar years 1946 
through 1951 inclusive, which totalled 
18,455,000 units. ‘This represents 43.7 
percent of the 42,306,598 wired homes 
in the country owning the same type 
of modern, streamlined being 
old today. ‘There has been little out 
standing change in toaster design o1 
performance since 1946. Figuring th 
life of an automatic at fron 
12 to 15 years, these 184-muillion toast 


toaster 


average 


ers won't be due for replacement for 
another six to ten year 
thing 


unless some 
radically new in_ toasters is 


brought out to quicken their ob 


Saturation 
\bout +0 percent of the 1952 tota 
ales went toward replacement of old 
worm out models. Statistically this 
means that toaster ownership has 
reached a total of 30,000,000 units, 
reent of the total wired 


number of automatics a 


ol 0.9 pe 


PLOT The 


tually in use today, far exceeds thi 
total, however, because manv aut 
matics still in use have reached the 


venerable age of 25 vears and mor 


The Market 


will be ind continu 
ing good market for automatic toasters 
each vear. ‘The levelling off in volume 
which occurred in 1951 and 1952 does 


Vher« 1 steady 


not mean there will be anv great slow 
down in future demand. It is, rather, a 


natural compensation for the larg 


have become a staple. In addition to 
the millions of wired homes not own 
ing an automatic toaster there will be 
1 continuing good replacement mat 
ket. The million or more marriages 
that take place cach year will also pro 
vide automatic 
sent day brides have been 
brought up in the tradition that an 

toaster is a basic essential 

the new 
there an additional 
families branch out and 
from the doubling up 
because of housing short 


a good demand for 
toasters Pre 


iutomat 
| I 

for homemaking. In home 
built cach vear 
market, as 
bre IK way 
which exist 
wes 


Prices 


; generally held about the same 
he softening at retail caused by pric« 
cutting was considered mild compared 
vith toaste in the 
ind summer of 


Price 


pricc wars 
195] 


spring 


Inventories 


Distributors and dealers inventoric 

re spottv at the end of the year 
Most well-known brands were in low 
supply. Many manufacturers say they 
are back on allocation. 
tions of the country certain brands arc 
not available. On the other hand, som« 
still out of line. Howevei 
there has been much progress on th 


In some se 


brands are 


part of distributors and dealers to get 
inventories im line. 

Proctor and Westinghouse an 
nounced improved models in 1952 








mount of scare buying done in 1949 — Several manufacturers indicated ther 
unl 1950. Automatic toasters are no are working on new models for 1953 
longer a luxurv in the home The Continued on page 200 

ee or j i { 
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“WE'VE DECIDED TO ACCEPT YOUR RESIGNATION 
MORGAN—GO IN AND WRITE ONE” 
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What are the 7 things 
’ women look for when they buy a kitchen? 


Arwenitan Kifeens 


Compare! Only American Kitchens 
offer all these features! 


tr Easy to clean—smooth surfaces 
with no dirt-catching handles 
A. Handy-Pantry, turns like a Lazy- 
Susan, uses every inch of corner 
A. Space 
Lifetime vinyl tops, no seams to 
wy» catch dirt 
Giant storage space 
American Kitchens Roto-Tray Dish- 
washer the most modern, efficient 
dishwasher on the market today 
K Gisciee rounded drawers clean 
as easily as wiping out a bowl 
+ Convenience features by the score 


. . » for example the step-saving 
Serv-Cart 


Women like to shop around, compare, get the 
most for their money! And that’s where American 
Kitchens dealers get the lion’s share of the 
kitchen business for when a woman looks 
and compares she sees for herself the advantage 
that American Kitchens offer over al/ 
makes. 


other 


POINT OUT QUALITY 


Yes —urge your customer to compare feature by 
feature. Show her how soundlessly doors close 
because of the more expensive insulating mate 
rials used by American Kitchens. Point out the 
famous design, created by one of America’s top- 
flight designers—a design that gives smooth 
body contour for working comfort, as well as 
beauty of line. 


DISPLAY—SELL THE NEW 
ROTO-TRAY DISHWASHER 


Let her see for herself how the American 
Kitchens Roto-Tray Dishwasher. makes all 
others second best, how it washes dishes three 
times cleaner than by hand, how it means really 
work-free dishwashing! 

Let her look—let her compare—win a bigger 
share of profits. Send coupon today! 


a 


- 
Cee TT Ts 


71 

Dept. EM" 

‘ chen’, tion 
American Mgacturing Corpore 
avco iile, Ind. jon 
. ymatior 


ens and 
ples se 


i} on me 


Please — an 
about Ame yns. 
the new , ce 
have my 


Name 


Addres* 


_ Zone— 
City— 


° 


- 
a 


ae rem w a a 


AMERICAN KITCHENS DIVISION ( 4!CO) CONNERSVILLE, INDIANA 
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Your customers 
don't need 
oil wells... 
to buy tr 
these 


appliances! [ 


You don’t have to lose sales just because customers think 


































aiviru 


4 


+ 


“big name” merchandise is priced too high! Get their 
business with Son-Chief. Nationally known and recog- 
nized for top value. Smartly designed, built for performance, 
priced for turnover, the Son-Chief line is your best bet 


for a supplementary line. Investigate! 


OFFER THE COMPLETE LINE 
OF DEPENDABLE SON-CHIEF APPLIANCES 


Son-Chiet Toaster * 680A 


Son-Chiet Pop Up Toaster # 622 Wo. 680-17 Speed-Master Toaster 
Wo. 9190 Combination Grill & Waffle iron 


Son-Chiet Automatic iron * 302SN 


Son-Chiet Indicator ron + 388 


Sen-Chief Automatic iron * 334 


BUYING A BIG NAME OR A BIG VALUE? 


Compare the Magic Maid Auto- 
matic Pop-up Toaster with any 






of your top-priced models, fea- 
ture for feature. Luxury styling, 
gleaming chromium, engraved 
sides, toast color control, hinged 
crumb tray, guaranteed perform- 
ance, automatic shut off .. . it’s 
got them all, yet costs $5 to $8 
less! Magic Maid sells where Se 

others won't, gives you quick agec Grid 
profits. See it now! AUTOMATIC POP-UP TOASTER 

See us at the Housewares Show . . . Booth 815-817 


SON-CHIEF Electrics Yue. 


WINSTED, CONNECTICUT 


turnover, full markup, high 
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Coffeemakers 
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TWO YEARS STATISTICAL SUMMARY 
Coffee Makers 








1952 1951 
3,000,000 . .Units Sold....... 2,825,000 
$20.06 ..... Average Retail Price..... $21.03 
$60,185,500 ....Retail Value.... $59,409,750 

Jan. 1953) (Jan. 1952 
21,570,000 ....Homes Owning.... 20,070,000 
20,736,600 ....Homes Without.... 20,897,000 








N spite of the fact that produc 

tion for the first half of 1952 on 
automatic coffeemakers was far from 
‘normal’, sales for the year totalled 
1,950,000 units. ‘This is an increase 
of 15 percent above 1951 volume, and 
represents approximately two-thirds of 
the total electric coffeemaker sales of 
all types for the year. 

About 65 percent of the automatic 
sales were percolator types; 35 percent 
were brewer or vacuum type coffec 
makers. 

Arriving at an average retail value 
on automatic coffeemakers is difficult 
because of the wide variation in price 
range of models now on the market. 
Industry opinion, however, is that the 
higher priced, blue chip models from 
$29.95 up represent about 69 percent 
of the year’s volume; 31 percent wer 
in the inexpensive price bracket. Of 
this latter, lower priced group, it is the 
concensus that over 
in the $13 category 

Scarcities of nickel, copper and cet 
tain types of stainless steel, such as 
type 302, were experienced by coffe« 
maker manufacturers early in the veat 
Component parts necessary for making 
heating elements and thermostats wer 
also temporarily unavailable. Many 
manufacturers were forced to project 
their requirements far in advance of 
normal, and in many instances they 
had to pay prohibitive prices to assure 
1 reasonably steady flow of materials 

\s a result, monthly sales reported 


75 percent were 


JANUARY, 


by NEMA were far below sales for the 
same period of 1951. It wasn’t until 
July that the upward swing began. 

So far as dealer’s supplies was con 
cerned, this problem of critical ma 
terials was never felt. Consumer buy 
ing in the last quarter of 1951 did not 
reach usual holiday proportions, and 
distributors found themselves 
with sizable inventories at the end of 
that year. 

Consumer buying continued slow 
into the early months of 1952. This 
situation was not peculiar to coffee 
makers only. It was a general trend 
noticed in all commodities. Resistance 
to high prices, poor personal finances, 
or expectations of bad times were rea- 
sons given for this slump in consumer 
buying in a survey made by the Fed 
eral Reserve Board. A wave of price 
cutting to combat the situation swept 
It further depressed 
retail demand when prices were put 
back to normal levels. Demand for 
electric housewares generally has con 
tinued far below normal in New Eng 
land and east coast areas into th 
holiday season of 1952 


many 


the east coast. 


The Market 


\utomatic coffeemakers are luxur 
items. A large percent represents gifts, 
especially wedding presents. They arc 
also said to have special appeal for the 
man of the house. Specialty appliance 
dealers and credit jewelers are said to 
(Continued on page 204) 





1953—ELECTRICAL MERCHANDISING 








in TELECHRON TIMERS only... 














































































FEATURES TO HELP YOU SELL 
CLOCK-RADIOS 


—a gentle, musical wake-up. Also can turn on sell. It gets the “‘quality” idea over fast 


electric appliance through auxiliary outlet And “Telechron” is a trade-mark 


RADIO ALARM. Turns on radio at time set ao h SEAL OF ACCURACY. Point it out when you 


on clock-radio everybody knows. Look for the Telechron 





trade-mark on the dial 
SIGNAL ALARM. For heavy sleepers, insistent buzzer 


shouts “Get up.’’ It’s a sales-boosting extra talking point for Select from these 25 clock-radios using Telechron 


any clock-radi the -"é ] \ 
any clock-radio. In the clock-radio field, only Timers: Admiral, Airline, Arvin, Automatic Radio, Capehart 


d Telechron Timers have a signal alarm Crosley, DeWald, Emerson, Firestone, Hallicrafters, Jewel, 

Mitchell, Motorola, Packard Bell, Philco, Raytheon, RCA Victor, 

: >> DEPENDABLE SLEEP SWITCH. User sets it to lull him Sentinel, Silvertone, Stewart -Warner, Stromberg - Carlson, 
} to sleep and shut off radio automatically. Simple Trav-Ler, Truetone, Westinghouse, Zenith 


design, sturdy construction for accurate, dependable Telechron Dept., General Electric Company, 12] Homer Ave., Ashland, Mass 


performance even with rough handling 


{ 


ell pn ? 
are ; ] 
GENUINE TELECHRON ELECTRIC CLOCK. The same high C ie i? / 
quality movement as used in famous Telechron Electric Clocks « C ( C l Ln 
‘ with over 30 years of proved performance and 


MARK OF TIMING LEADERSHIP 
millions of enthusiastic owners. 
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Nursery Rhyme? Sure, but a great sales 
lesson which can help you get a bigger share 
of your market. 

The lesson .. . knock on the right doors. 





You have to be there to ask for the order 
or keep a prospect interested. Look at your 
most successful salesman. Chances are that 
he knocks on a lot of doors .. . makes a lot of 
contacts ... asks for a lot of orders. Adver- 
tising works the same way. It exposes your 
brand, your product and your policies to 
supplement top contacts your salesmen 








make. 
In the appliance-radio-TV industry you 


SERVING THE 


| r% 
i ‘ 
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must contact dealers regularly ... the more 
often the better. The right medium to sup- 
plement your sales staff is ELECTRICAL MER- 
CHANDISING. More appliance-radio-T V deal- 
ers and distributors buy it than any other 
publication serving them. Your advertising 
in ELECTRICAL MERCHANDISING covers a lot 
of ground your salesmen would like to reach 
more often. 

ELECTRICAL MERCHANDISING doesn’t pre- 
tend to be a cure-all. It can’t remedy every 
sales or advertising problem. But, it can help 
appliance or radio-TV set manufacturers 
who offer dealers a good deal. Such manu- 


APPLIANCE-RADIO-TV 


> ELECTR AT 





MERCHANDISING 
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INDUSTRY 


on the daa 


facturers should advertise regularly in 
ELECTRICAL MERCHANDISING. 

So, if you want your product to be a Best 
Seller knock on the right doors regularly 
in the appliance-radio-TV Industry’s Best 
Seller. You’ll be telling your story in ELEc- 
TRICAL MERCHANDISING which distributor 
executives say has the “‘most-useful” sales- 
making ideas. You’ll be doing your best sell- 
ing job when you advertise regularly in this 
‘“how-to-sell” trade magazine. Your cam- 
paign in ELECTRICAL MERCHANDISING will 
help you improve and maintain distribution 
of your product. 





A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, N.Y. 
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with the NEW 1953 
PUIVIEABUL! “geeelentieeae” 


portable window fan 


Sell this 
money-making idea! 


At night, when air is cooler out- 
doors than indoors, the PORT- 
ABOUT is a window fan (exhaust 
or intake) to draw in cool air. 
During day, when air is cooler in- 
doors than outdoors, keep windows 
and blinds closed and use the 
PORT-ABOUT as a room circulator. 




















244667) 


INSTANT 
INSTALLATION! 


Famous ATLAS Patented 
Extender Handle locks the 
frame into window in sec- 
onds—no tools, screws, 
hooks or gadgets to mar 
woodwork, Frame can be left 
in window and fan unit re 
moved for use as room fan 
if desired. 



















NEW! Lighter, slimmer, streamlined design! 

NEW! Safer, sturdy fingerproof grills! 

NEW! Rigid X-Type, cushioned motor mount! 
NEW! Whisper-quiet, rubber-silenced construction! 


NOW there's no need to carry a big stock of intake 
fans, exhaust fans and room circulators! The Atlas-Aire 
PORT-ABOUT is all 3 in 1—does everything the others 
do, plus the exclusive, patented Extender Handle that 
; beats 'em all! 

@ REMOVABLE, PORTABLE FAN 

UNIT 

@ SUPER-SAFE GRILLS BOTH SIDES! 
@ EXTRA-EFFICIENT WIND TUNNEL 


ACTION! 
10-inch 12-inch 


P| 16-inch 20-inch 


*See your jobber or write today for full details on store displays, 
merchandising and advertising helps. 
. rs) my Fi ET BE betas : 
ae se 3 ee . 


et 
eee = 





@ QUALITY-BUILT THROUGHOUT! 


@ RUSTPROOFED, BAKED-ON 
HAMMERLOID FINISH! 


@ GUARANTEED A FULL YEAR! 


sell-on-sight models for 
every home and budget: 


1. eh ee eee, % oe | 

a Re ae ee ee ee ~ 
>, . its as eae 

* 


Pre i Abe: 
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be selling the greatest volume of cof- 
feemakers among retail outlets. 

The increase in sale of instant coffee 
in the past five years stirred up alarm 
in some coffeemaker quarters. It is not 
considered a threat to automatics, ac- 
cording to leading brand makers. ‘They 
regard most instant coffee users as 
good prospects for an automatic. In 
stant coffee users, they say, are seek 
ing the quality of coffee that only an 
automatic provides—the same rich 
brew each time without effort and 
without guesswork. 

At the end of 1952 approximately 
6,145,000 automatics were in use. 
Chis is 14.5 percent of the wired 
homes in the country. 


Roasters 
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(he first metal automatic coftee- 
makers were introduced in 1937 and 
1938. Assuming such appliances are 
replaced once every ten to fifteen years, 
a replacement market of anywhere 
from 10 to 15 percent presently exists. 


New Products 


Several new automatic coffeemakcrs 
were introduced in 1952. Arvin added 
a percolator type to its line; Cory an- 
nounced a stainless steel automatic 
coffee brewer type; and Dulane got un 
der way with national distribution on 
its drip-type automatic. On the other 
hand, one of the original automatic 
vacuum type makers temporarily dis 
continued coffeemaker production. 
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Roasters 
1952 1951 
450,000 Units Sold 442,000 
$39.95 Average Retail Price .. $41.95 
$18,377,000 Retail Value $18,541,900 
Van. 1953 Jan. 1952 
3,762,000 ..Homes Owning 3,442,700 
38,544,600 Homes Without 37,524,300 


] OASTER sales totalled 460,000 
units in 1952. This is a 4.1 per- 
cent gain over 1951, although it is 


31.9 percent under the roaster record 
in 1948 when 675,000 units were sold. 
he dollar volume for 1952 is esti- 
mated at $18,377,000. This is one per 
cent ahead of 195] and 27 percent 
under 1948. 

In the past postwar years, 1946 
through 1952 inclusive, close to three 
million were sold. This is 
ilmost one-and-a-half times the entire 
number sold in the years before the 
war (1,710,000 units). 

In common with other electric 
housewares, roaster sales fell off sharply 


roasters 
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in the early months of 1952 according 
to NEMA reports. ‘This was primarily 
due to a falling -off in demand and not 
to material shortages. Before mid-year 
however, sales began to forge ahead 
and were equal to or better than all 
other post war vears at the halfway 
mark except for the 1948 record year 
and 1951, which had an abnormally 
high rate of production in the first 
three months 

A comparison of roaster sales by 
months—retail vs. manufacturers—in 
percentages for the vear 1951 appears 
on page 80. It shows that the greatest 
volume, 45 percent, of retail sales are 

(Continued on page 208 
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New UHF stations are coming on the air 
with amazing speed. They'll be coming 
even faster in the months just ahead. 
Note in the list at the right how widely 
the number of UHF stations varies from 
city to city. And observe how almost 
every area will have more—far more— 
than the total of 12 channels to which 
most TV sets, even today, are limited. 
Your customers want to receive those 
new channels! But will they want to 
buy a new tuning strip—at $13.95 each 
and pay for a service call every time 
a new UHF station opens? And how will 
they feel if they move to other localities 


no converter, gets all 82 
channels on one knob! 





Will OMF be a hewulathe to you, 


— and. your customers 7 


(NOT if you sell Arvin TV with built-in ALL-CHANNEL tuning! ) 





and have to replace all their tuner strips? 

You 
those 
Super 


and your customers—can avoid 
headaches when you sell Arvin 
28...the set that receives all 
VHF, all UHF stations within range as 
fast as they come on the air. All on a 
single tuning knob! Nothing else to buy, 
no service call needed! And ready for 
instant reception in Syracuse or Seattle. 
Arvin is the first TV engineered and 
produced with all-channel tuning built-in. 
You can profit handsomely from Arvin’s 
leadership. Sell Arvin, the TV that brings 
in all VHF and all UHF stations within 
range, at the turn of a single knob! 


Arvin All-Channel Super 28 features 28 tubes*, sensational 
Phantom Filter, Dual Power and many other advantages 


28 tubes including rectifiers and picture tube assure distance, pic- 
ture quality and interference control that simply cannot be provided 


by a chassis with fewer tubes. 


Exclusive Phantom Filter filters noise from the video signal, elimi- 


nating picture roll, bounce and jitter. 


Dual Power and Cascode Booster Tuner build up weak signals and 
prevent overloading by too-strong signals. 


ever needed. 


Other Arvin advantages for 1953 


decreased noise factor. 


Choice of eleven 21-inch and 27-inch consoles, superbly styled in 


period or modern. 


No external booster is 


include 
creased stability, higher audio output, increased sensitivity, and 


greater contrast, in- 





*Including rectifiers and picture tube 


A few selected distributor franchises are still available. 
Write R. P. Spellman, Sales Manager ® Radio and Television Division 


ARVIN INDUSTRIES, Inc., COLUMBUS, INDIANA 
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NO MATTER how many TV stations 
ultimately will be in your area... 


NO MATTER whether they’re VHF 
or UHF... 


ARVIN ALL-CHANNEL SUPER 28 
will get ’em all! 





This list of the principal metropolitan areas shows the 
number of TV stations, existing or authorized, within 60 
miles. Arvin is first to provide built-in, all-channel tun- 


ing to receive them all — at the turn of a single knob! 


Number of Number of 








Metropolitan Area VHF stations UHF stations Total 
Albany-Schenectady 

sae 1 12 13 
Atlanta.. 5 12 17 
Baltimore 9 15 24 
Birmingham 4 14 18 
Boston.... 7 17 24 
Buffalo 5 10 15 
Chicago ) 18 23 
Cincinnati 5 11 16 
Cleveland 3 15 18 
Ry os 5 oi 6 15 21 
Denver..... 8 i) 17 
Detroit 6 12 18 
Houston 4 8 12 
Indianapolis 5 22 27 
Kansas City 6 13 19 
Louisville 2 10 12 
Los Angeles 7 12 19 
Milwaukee 3 11 14 
Minneapolis-St. Paul 6 10 16 
New Orleans 4 12 16 
New York 8 16 24 
Philadelphia 5 25 30 
Pittsburgh 6 14 20 
Portland 5 7 12 
Providence 6 16 22 
San Francisco-Oakland 7 15 22 
Seattle 6 9 15 
St. Louis 4 9 13 
Washington, D. C, 7 13 20 
Youngstown, O. 6 21 27 
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ALL WARING BLENDORS lifetime lubricated, 115 volts, AC-DC, 25-60 cycles; % H.P. motor; 


UL Approved; Warranted 


full year. Models PB-5, 700 S and 700 CR available for 230 volts. 


What everyone should know about selling good appliances like 
THE WARING BLENDOR 


1 FREE 64 PAGE RECIPE 
BOOK! Show your customers the 
hundreds of taste tested new recipes 
only WARING BLENDOR can 
make so well! 
ONLY WARING BLENDS SO 
"THOROUGHLY! WARING’s ex- 
clusive design and high speed stain- 
less steel blades break down food 
into a homogenized blend no other 
type of mixing can do! 
WARING ALONE HAS THE 
3ENUINE PYREX CONTAINER! 
Only WARING BLENDOR cleans 
so fast (5 seconds) with complete 


safety (no exposed blades)! Most 
recipes completely blended in less 
than 60 seconds! 

WARING BLENDOR PAYS 
TOR ITSELF...AND MORE! 
Turns leftovers into delicious new 
recipes! Purees nutritious baby 
food from family foods. Saves time 

. Saves dollars! 

s IF IT ISN’T A WARING, IT 
ISN’T A BLENDOR! WARING’s 
handsome design sells on sight! 
There are imitations, but only 
WARING makes the world famous 
BLENDOR! 


THE WARING MIXOR 


, WARING MIXOR'’s exclusive 
“Propeller Pitch” beaters do 90% 
of all domestic mixing jobs. 


2 3 scientifically selected speeds 
with easy thumb control! 


3 Lightweight, perfectly bal- 
anced, comfortable handle with left 
or right hand switch control! 


4 Exclusive down and around 
5-way action gives thorough non- 
spatter mixing! 

5 WARING MIXOR alone has 
convex-curved blades which elimi- 


nate pan scrape! No metallic scrap- 
ings in your food! 


6 WARING 's top-to-bottom ta- 
pered beaters fit the sides of all 
pans or bowls—leave no unbeaten 
ingredients! 


Beaters snap in and out in- 
stantly! Quick and easy to clean! 


8 Specifications: Lifetime lubri- 
cated; 115 volts; 25-60 cycles; AC- 
DC; UL Approved; Warranted 1 
full year. 


Don’t miss the WARING exhibit at the Chicago Housewares Show... booths 427, 429, 431 and 433 
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The facts about the 


OUTSTANDING 
SALES SUCCESS 
IN APPLIANCES TODAY! 


The mighty WARING BLENDOR has become a gold mine! 
WARING’ tested selling steps have increased sales and upped prof- 
its for distributors and dealers coast to coast! Dealers have discovered 
the WARING sales plan of “knowing your product,” works not just 
for WARING BLENDORS, but for any good appliance on 
the market! 


To get your full share of the profits to be made, stop, look and learn 
the sales producing features that have made WARING the outstand- 
ing leader in its field! 


~ 
WARING PRODUCTS CORPORATION 


A Subsidiary of Claude Neon, Inc., 25 West 43rd Street, New York 36, N.Y 
Distributed in Canada by Canadian Westinghouse Supply Co 


sbalaes/ 


For use any place in the 


WORLD 
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“five-spots. 
“‘ten-spots” 


ooo mever any dull spots 





























NEW FEATURES MAKE THIS 
A BEST SELLER! 


NEW disposable dust bag... 


floor nozzle . . 


NEW “floating 
. NEW color—silver grey Ham- 
NEW “snap-back” handle ... NEW 
. NEW bayonet 
locking device on attachments... 
NEW simplified filter... PLUS 
These fea- 
tures and many more make 
the Model N800 cylin- 
der-type Cadillac click 


brush” 















merloid ... 
toboggan-type runners .. 


2-speed control. 


with homemakers. 


MODEL 
143A 












Get behind the 
Cadillac line now. 
Sell the cleaners that 
have been proved and 





praised since 1911 by 
dealers and homemakers : 
alike. Nationally advertised ‘\ 


in AMERICAN HOME, SAT- 
URDAY EVENING POST, 
FARM JOURNAL, WOMAN’S 
HOME COMPANION and AMER- 
ICAN MAGAZINE. 


BOOTH 
1768 


See us at the Chicago Show, Amer- 
ican Furniture Mart, January 5-15. 





For more than 40 years sold 
only by reliable deolers and 
distributors 


CLEMENTS MFG. CO. 


Dept. A, 6666 $. Narragansett Ave., Chicago 38, Ill. 
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| Electric Housewares (continued from page 204) 


made in the last three months of the 
year. 
Promotions 


Utility companies, cooperating with 
the NEMA gift promotion showed a 
marked increase in their interest in 
pushing electric housewares sales in 
1952, and roasters were included. 
Pennsylvania Electric Co., always good 
roaster promoters, reported sales of 
roasters in their Western Pennsylvania 
territory for April to be one of three 


| appliances on the upgrade (dryers and 


Blenders 


refrigerators were the other products). 
All other appliance sales were off. 

Roasters were used as premiums 
with the sale of major appliances more 
than ever before in roaster history. 
Many dealers and some manufacturers 
offered a roaster free with the purchase 
of electric washers, dryers, or refrig- 
erators. 

A trade-in offer allowing $20 on old 
roasters of any make taken in trade 
with the purchase of a roaster retailing 
over $60 was well received. The 
roasters taken in trade were donated to 
the Salvation Army. 

On TV, the roaster, along with all 
other Westinghouse housewares, got 


national TV coverage during the px 
litical convention broadcasts in thx 
summer of 1952. 


The Market 


It is estimated that about 30 per 
cent of the roasters sold in 1952 
sold as replacements for obsolete or 
wormnout models. The balance went to 
new users. This all-purpose cooking 
device brings to homes not wired for 
220-volt equipment, all the advantages 
of electric baking, roasting, broiling 
and grilling. As in recent years, the 
bulk of sales were in the 18 qt. rectan 
gular models. However, in 1952 the 
smaller roasterette models also enjoyed 
good volume. 


we're 


Prices 


While the average retail price is set 
at $39.95, the total take per unit sale 
is usually much higher. Better than 
60 percent of the roasters sold in 
clude a cabinet. The broiler griddle at 
tachments (25%) and the timer clocks 
also sold in good volume. So, that while 
the average retail price of an 18 qt 
roaster is in the neighborhood of $40, 
these extra attachments can bring th« 
sale of a roaster closer to the $80 mark. 
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Blenders 
1952 1951 
SREBOO once cces Units Sold. 290,000 
$41.50 ..... Average Retail Price $39.50 
$17,637,500 ....Retail Value $11,455,000 
(Jan. 1953) Jan. 1952) 
V474,500 ....: Homes Owning . 1,098,500 
40,832,100 ....Homes Without 39,868,500 
HE intensive educational cam- 1951 blender business proved to be 


paign on the art of 
waged in the past several postwars by 
blender manufacturers finally hit 
home in 1952. Unit sales by manu- 
facturers jumped from the 1951 rec- 
ord of 290,000 units to a new record 
of 425,000 units—a 46.5 percent in- 
crease. Dollar volume increased from 


| $11,455,000 to $17,637,500. 





(In this connection we'd like to 
point out that our estimate of the 
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blending 
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too conservative. For that reason, we 
have revised the totals upward from 
260,000 units at a retail value of $1I 
270,000 to 290,000 units valued at 
$11,455,000) 

1952 prices were from 5 to 10 per 
cent higher at the distributor level, 
according to industry reports. Blender 
sales at retail did not escape, however, 
the general softening caused by price 
Continued on page 212) 
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A New Day is about to Dawn 
for 
: Modern Kitchen Distributors 


it. Within the next few months a new big name will take its 
place in the steel kitchen industry. 


This leading producer — whose name and products are known 
world-wide — will offer a distribution and merchandising 
plan that is sound and profitable. 


The product will be the newest, finest and most complete 
in this fast-growing market. 


It will be sold only through franchised distributors whose 
territories will be fully protected. 


“_~ 


The market for this product is big. Sales in 1952 surpassed 
$200,000,000. Expert forecasts indicate a growing market 
in the years ahead. 


The company behind this new product is “blue chip”—a 
member of the select circle of businesses reporting sales of 
more than one billion dollars a year. 


Along with an outstanding product and the great name it 
bears will come new plans, new programs and new policies. 
All are based on long study of trade conditions and prob- 
lems. Insofar as long experience, careful planning and 
ample resources can make it possible, a new day is about to 
| dawn for modern kitchen merchandisers who take advan- 
tage of this great opportunity soon to become available. 


| WHOLESALE DISTRIBUTORS 


If you are interested in the greater opportunity offered 
through the distributorship of this complete new line of 


Write for Advance nim steel cabinets, cabinet sinks and accessories, write to the 


box number listed below. Please give your name, address, 
and as much other information as you consider desirable. 


a2 All inquiries will be held in strictest confidence, 
Write Box 6355, Electrical Merchandising. 
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FIRST PLAN OF ITS KIND IN THE 
HISTORY OF GARBAGE DISPOSERS 


Now, General Electric offers your customers a five- 
year protection plan—first of its kind in the history 
of garbage disposers! 


Here’s how the protection plan works: 


FOR THE FIRST FIVE YEARS 





. after your customer buys a G-E Disposall, 
General Electric will exchange any defective part 
for a like, or similar part, without charge. 


That’s dependability . . . right 
on the dotted line! 


This is the kind of plan in which customers can 
have full confidence because it’s backed by the name 
of General Electric. It gives you anexclusive feature... 
makes for easier, faster selling of this convenient, 
dependable, rugged appliance! 


AND, WHO ELSE 
BUT GENERAL ELECTRIC! 


General Electric pioneered food disposers. General 
Electric perfected food disposers. More people have 
bought General Electric Disposalls than any other 
food disposer. Not only that—in many, many homes, 
the Disposall has been giving steady, dependable 


service for ten years and more! 
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Protection 


———— 





CCTHIC Garbage Dish osqll” 
Pigh : 








Extra-tough shredder-jaws easily chew up... 





Soft food ... tough rinds ... even bones! 


FOR ALL THESE JOBS, YOUR CUSTOMERS NEED A 
RUGGED DISPOSALL! 








Why more people have bought G-E Dispos- 
alls than any other food disposer... 


Only the General Electric Disposall has all these features 
(1) 5-year protection plan. (2) Unique safety Twistop control 
that keeps garbage in, and hands out! Also acts as sink strainer, 
and stopper. (3) Extra-quiet action because parts are floated on 
rubber. (4) Extra-tough shredder-jaws for years of rugged 
service! 

Specially designed for septic tanks, too. Today, over 100,000 


garbage disposers are operating efficiently with septic tanks. 
Actually helps keep drain lines clean! 


EASY 10 INSTALL 


The G-E Disposal! will fit amy kitchen sink. A special sink- 
boring tool has been perfected by G. E. to quickly adapt any 
kitchen sink for the Disposall installation. Many kitchen sinks 
do not need to be adapted. Many do. So, make your opportuni- 
ties as big as the market really is. Be sure you have this special 
sink-boring tool! Available at your General Electric distributor. 


G-E DISPOSALL—THE ELECTRIC WAY TO WASH AWAY GARBAGE 


GENERAL ¢ ELECTRIC 
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HELP YOUR CUSTOMERS T0 
PROTECT FAMILY HEALTH 


Even a few flies, attracted 
by garbage into the clean- 
est of homes, can carry 
harmful germs. Help your 
customers get rid of the 
garbage that draws flies. 
Sell them the proved health 
protection of a General 
Electric Disposall. 





JASPER, INDIANA, PROVES 
HEALTH PROTECTION 


You've probably heard that the city of Jasper, Indiana, has made 
a city-wide installation of the G-E Disposall. But, do you know the 
health news that has resulted? Now, Jasper announces fewer flies, 
and fewer rodents in the city. And the number of communicable 
diseases has been reduced! What a wonderful health possibility for 
the homes in your community! 


PRICED FOR VOLUME SALES 


No other electric appliance gives 


your customers so much convenience, 
and so much health protection, at 
so little cost. 
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LODGES + RECREATION ROOMS 
LUNCH ROUMS « CiVIC GrouPs 
WOMEN’S SOCIETIES - CHURCHES 
COFFEE SHOPS + DRUG STORES 
TEA ROOMS + FRATERNITIES 
CLUBS « RESORTS 


See us at the show! 
Booths 675, 677 and 679 


“pleaser! 





ELECTRIC 
CORN POPPER 


The TV companion. Makes 
2 quarts of crunchy pop- 
corn in about two minutes 
after pre-heating. Heat- 
proof “see-through” glass 
cover. Plastic handle. Elec- 
tric base can be used sep- 
arately. Retail $6.95. 
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Electrical Housewares 








cutting experienced by most electric 
housewares. 

In the first four months of 1952 
sales were off compared with the previ- 
ous year. This was largely due to dis- 
tributor and dealer inventories carried 
over from 1951. Excess stocks, how- 
ever, were wiped out by the end of 
April, and the sales curve began to 
soar. 

Most of the leading blender manu 
facturers engaged in intensive adver- 
tising, especially on ‘T'V programs. In 
give-away programs and demonstra- 
tions the blender was also right out 
front all during the year. Blender 
manufacturers also express the opinion 
that much of the success of their edu- 
cational efforts can be attributed to 
such thought leaders as the consumer 
magazine editorial pages and the TV 
demonstrations put on by home econo- 
mists. All these molders of American 
homemaker opinion gave the art of 
blending a good play in 1952. 

Two new books published in 1952 
on the art of blender cookery had high 
promotional value for the blender. 
Mabel Stegner’s Electric Blender Reci- 
pes and Mary Mead’s Magic Recipes 


(continued from page 208) 


for the Electric Blender enjoyed wide 
readership and are already in their 
second printing. Publishers of both 
books used blenders in their pro- 
motions with the result that blenders 
appeared in book store windows all 
over the country, and the book review 
sections of the nation’s newspapers 
and magazines helped promote the 
idea of blender cookery in the home. 


Distribution and Outlets 


No unusually heavy overstocking 
was indulged in by distributors and 
dealers in the fall of 1952 in antici- 
pation of holiday business. Conse- 
quently inventories should be just 
about current going into 1953. 

Greatest volume of blender sales 
is said to go through electrical spe- 
cialty channels, tapering off through 
hardware, utility and the jewelry trade. 

A newly designed Blendor was an- 
nounced by Waring early in 1952. It 
featured a streamlined exterior and a 
2-speed motor. Hollywood also intro- 
duced a new model with 8 cutting 
blades and two speeds. Oster has an 
improved Pyrex container graduated 
iccording to cup measurements. 





Fryers 


Two 





YEARS STATISTICAL SUMMARY 
Deep Fat Fryers 





1952 1951 
1,250,000 ....055 | eres 725,000 
$29.95 . Average Retail Price..... $28.50 
$37,437,500 ....Retail Value. $20,662,500 











o“— of deep fat fryers continued 
upward in 1952, establishing a 
new record at 1,250,000 units. At an 
estimated retail price of $29.95, this 
amounts to $37,437,500 in dollars. 

Unit volume for 1952 exceeded the 
combined total of the previous two 
years sales (500,000 in 1950 and 725,- 
000 in 1951) by 25,000 units. 


JANUARY, 


Contrary to the general trend of 
electric housewares in 1952, the fryer 
business, according to leading makers, 
was better in the first three months of 
the year than ever before. Retail de- 
mand held pretty steady throughout 
the year. 

Fryer acceptance continues its un- 

(Continued on page 216) 


1953—ELECTRICAL MERCHANDISING 
















Perk u 
we p your post-holiday sales with 
wit 

















4 DEAL NUMBER 


Cost 














3 Model 6000 Coffee- 
Perks @ 18.87. $56.61 $389.85 
2 Model 550 Lectric 
Cooks @ $i: 7 31.714 59.90 
Model 5630 Heater 
22.02 34.95 
29.95 





@ $22.02 meee 
Heater 

@ $18.87 My Sint : 18.87 
1 odel 5030 Heater 

@ $12.56 - Meee F : 12.56 19.95 
1 Model 6000 Coffee 

Perk -:-: i ante FREE 
1 Perk -xferchantme” 

pisplay:-*° 25.00 Sg 

$172.80 $264.55 j/ 






29.95 












RICAL 
HA 
NUAR 
Y 
PAGE 
213 























Suggested retait 
price 


* 





Slightly higher 
west of the 
Rockies. 
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Here’s a profitable promotion package that will 
bring customers in to buy! 

It’s the Murray 3-Star Special—a handsome 
Murray cabinet sink with all the selling features 

. and a sensational price. 

Full 66” width—over 18 cubic feet of storage 
space... 

Huge twin bowls and drainboards.. . 

All the quality and features that you’d expect 
to sell for up to $40 more! 


WITH THIS 


"S-STAR SPECIAL 
TWIN-BOWL CABINET SINK 
PROMOTION 


Here are the other features that Murray is 
famous for. . . 


@ solidly constructed of heavy-gauge steel 

@ acid- and stain-resistant porcelain enamel tops 
@ rounded snag-proof corners 

@ plus more than 15 additional selling features 


@and you get full promotional support—all 
wrapped up in one package. 


Write, wire or phone Murray or your Murray distributor today for complete details about 


this record-smashing promotion and the sales and advertising helps available. 


Only Murnroy builds complete kitehons like this | 
No matter how big or small your customers’ kitchens may be, the com- | 
plete, flexible Murray line allows you to fit their requirements exactly, 


THE MURRAY LINE INCLUDES: 


\Sig & 


; 
’ 
' 
; 
: 





@ All-steel wall cabinets, die made for 
smooth contours. Finished in high-baked 
gleaming white enamel. Full range of 
sizes and designs. 


@ Base cabinets of heavy-gauge steel 
topped with rugged Vinyl plastic in a 
choice of 8 decorator colors— And there is 
no extra cost for this sales-producing color! 


MURRAY 


@ Cabinet sinks in a range of sizes and 
styles to suit every homemaker’s need. 
Packed with sales-appealing features. 
Cabinet makes these the most practical 
(as well as beautiful) sinks ever built. 


@ High-speed electric ranges and Stream- 
lined gas ranges . . . there’s a Murray 
model for every need, every budget! 

















THE MURRAY CORPORATION 











OF AMERICA 


Home Appliance Division 
Detroit 11, Michigan 

































William Bel 


Washington, 
Moisture Monster 


x and Victor s. Filler, 
Managers of the Sun R 
give appre 
display that helped 


sell 217 Oasis Air Driers f 


MOISTURE MONSTER DISPLAY 
HELPS SELL 217 AIR DRIERS 


for Washington, D. C., dealer! 


— 







adio Stores, 
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or them. 

































Sun Radio Stores for 


the Air Drier. 


Make profits 
out of your 
town's damp 


basements— 


All 
OAV: 


216 
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Moisture Monster display 


. saw the displays... 


You can’t blame the managers of the 


being enthusi- 


astic about the eye-catching Oasis 
more than 200 high- profit appliances 
for them! Customers with damp 


basements stopped in the Sun stores 


.. bought Oasis! 


% Moisture Monster displays that sell! 


it sold 


asked about 








And when you sell an Oasis Air 


Drier you make money, because you 
don’t lose part of your profit on a 
trade in, and there’s little or no serv- 
ice problem! The demand for air 
driers is growing—last year was a 
big year... next year will be bigger. 
Don’t overlook this big-profit appli- 
ance—find out about the Oasis Air 


Drier! Then there's: 


*% Oasis National advertising in Saturday Evening Post, Better Homes & Gardens, 
House Beautiful’s Maintenance & Building Manual, House & Garden Book of 
Building, and other national publications! 


% Merchandising Plans that help dealers get prospects and close sales. 


% Demonstration Plan that sells nine out of ten prospects. 


OASIS Ait Diier 


ELECTRIC DEHUMIDIFIER 


Write today for all the facts. 


proposition. 
NAME 


ADORESS_ 


THE EBCO MANUFACTURING CO. 
405-A W. Town Street, Columbus 8, Ohio 


Send me full details on the money-making Oasis 


THE EBCO MANUFACTURING COMPANY, 405-A W. TOWN STREET, COLUMBUS 8, OHIO 


ee nitncmnenmsn 
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even geographic pattern, however. Eat- 
ing habits peculiar to individual sec- 
tions of the country still exert an influ 
ence on sales. A similar situation has 
always existed in the broiler business, 
and it is interesting to note how one 
appliance balances the other in these 
geographic areas. As a rule, where 
there is little demand for fryers, broiler 
demand is better than average. In 
stances of this in 1952 are metropoli 
tan Boston and New York, wher 
broilers are reported enjoying a brisk 
while fryers were down 

Areas where fryers sold in great vol 
ume in 1952 include Philadelphia, 
Jacksonville, Detroit, Pittsburgh, to 
few of the newer markets 
Vv hic h have be cn develope d. 


busines . 


name a 


Promotions 


Promotions of all types were activel) 
engaged in at manufacturer, retail and 
utility levels in 1952. Floor demon 
Strations m department stores moved 
frvers steadily while other electric 
housewares lagged far behind. A di 
rect mail campaign put on by a Ports 
mouth, Ohio, store (EM Sept. 752, 
P. 116) sold 189 frvers on a free trial 
basis. Direct mail promotions by de 
partment stores in Philadelphia, plus 
Philadelphia Electric’s housewares 
campaign is said to have resulted in a 
20 percent increase in downtown store 
business in that city. Direct mail was 
reported to have better results than 
newspaper advertising in Philadelphia, 


ilso. ‘T'V demonstrations proved to be 


good promotional mediums for fryers. 
l'ie-ins with food companies in thes¢ 
IV demonstrations, offering free pack 


ages of food with the sale of each fryer 
produced good response. 

Promotions at the manufacturer’s 
level included combination packag< 
deals such as a kit of fryer cookery ac 
cessories with the sale of each fryer; 


and a 3-lb. can of Crisco with each 
fryer. 
New Products 
I'hree companies added fryers to 


their lines in 1952. ‘wo were rectan 
gular models (Universal and Swifty), 
one a circular fryer (Sunbeam). Dot 
meyer, Dulane and Burpee also an 
nounced improved models. At pres 
ent, types available are pretty evenly 
divided between rectangular or square, 
ind the circular types. However, the 
rectangular and square types accounted 
for about 80 percent of 1952 volume. 

Other housewares manufacturers are 
planning to come into the fryer field 
early in 1953, it is reported. 


Trends 


The average size fryer runs from 
three to four pints in size. However, 
there was a healthy demand for larger, 
five to six pint models. 

The controversy between 
versus non-spigot seems to have set 
tled down to one of personal prefer 
ence on the part of the purchaser. 
Users are being educated to a common 
sense attitude concerning fat storage 
Average kitchen temperatures are said 
to be satisfactory for storing fat for an 
iverage of four weeks without change, 
except for replenishing purposes, as 
the fat is used up. 

(Continued on page 220) 
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“GIMME ALL THE CASH—AND FOR THE WIFE 
SHOSTAKOVICH’S SYMPHONY 5, OPUS 47” 
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It’s One Of The Biggest 
Advertising Campaigns In TV History! 





CBS wee ween 
Americas Most 


Gi 






e- 








gage EARED 
THIS FULL-COLOR DOUBLE-PAGE SPREAD APP 
IN LIFE MAGAZINE 


Vid Continuing Magazine Campaign in 


LOOK, LIFE, BETTER HOMES & GARDENS 
‘ Cc d Black Wh ‘ 
ble-Pa eS read & Full Po e t Full olor, an Blac & ite: 
Pp s ges ‘ 
ubie g 
















JACK BENNY ARTHUR GODFREY 


u 
CBS-TV's Sunday Star a CBS-TV Star 
. 34 : lA ot 


p B aa 
y , 










Do 






Au This...Plus: 





1 THE DORIS DAY SHOW—Big, 4 Dramatic Store-Demonstration Record 
new Tuesday Night Rad Show— CBS featuring top CBS-TY St 

Pp CR 

' 

& FE f 
F 
f oe i 

paign feat 3 CE t hundreds of 8 Exciting 8B etting Promotions 
am ir Maes Se CBS-COLUMBIA INC. 


A Subsidiary of the Columbia Broadcasting System 
And dozens of promotional devices! 


memes CONTACT YOUR CBS-COLUMBIA DISTRIBUTOR NOW! 
IN CHICAGO VISIT US AT THE MERCHANDISE MART, ROOM 11-106, 11TH FLOOR, JAN. 5TH TO 16TH 
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a FREE ru coior 


DISPLAY — Counter sized, in 


beautiful gay Spring colors with 
display space for a big assort- 
ment of Universal Electric 
Housewares. It’s a pt ty in 
your store. It’s FREE wit 
Spring stock order! 


your 





A FREE EVE-CATCHER WINDOW 
BANNER—In your window, it’s a sure 


way to let everyone know it will pay 
them to take a look at your Universal 
Display. It identifies your store as Sella- 
bration Headquarters. 


Get full details from your UNIVERSAL 
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Ling SULABRATION 


A TREMENDOUS, NATIONALLY ADVERTISED 


5-STAR PROMOTION TO BOOM YOUR ELECTRIC 





HOUSEWARES SALES! 


Here, for the first time ... in one complete package... 
is a promotion to bring sales—quick sales, right to your 


store. It’s backed all the way from national advertising 


right down to point of sale to make your store 
Universal Electric Housewares Headquarters. 


Don’t miss out on this FIVE STAR landslide. 


A FREE TRAFFIC-BUILDER—Build « 
line of sales prospects right to your appli- 
ance section by offering this fifty cent apron 
pattern Free. Every woman will want this 
easy-to-make pattern by Carolyn Schnurer, 
one of America’s foremost designers. 


distributor today! 
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A STOCK OF FAST MOVING ITEMS 


—Get a full assortment of Universal quick 
selling + ser eg gd your ticket to this 
big Sellabration. Be sure you have plenty 
for your display and sales. 


ce vm ¥ 


. 
‘ 


, Tey NIVERSAL for 





TIE IN WITH NATIONAL ADS... 
TV, RADIO—Your “Package” con- 


tains product mat ads, suggested lay- 
outs and a complete “How-to-do-it” 
booklet. Make Universal’s national ad- 
vertising work for you by tieing in your 
own store as headquarters. 








LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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FANS 


IT WILL PAY YOU TO INVESTIGATE 
THESE NEW MEMBERS OF THE ALREADY 
LARGE FRESH-AIR MAKER FAN FAMILY 


FOR F-12 PORTABLE oy 


Model F-12—-Combining an excellent port- 
able and window fan. Finest, handiest low- 
priced portable obtainable. Sliding window 
panel (optional) quickly adapts to sash win- 


dows 2714” to 414” width. 
— 


FOR MODEL C-25 CASEMENT AND 
SASH WINDOW FAN 


Model C-25—Tops for versatility. A 
natural for casement or sash win- 
dows, steel, aluminum or wood, or a 
floor fan. Reversible, intake or ex- 
haust. Powerful and quiet. Most at- 
tractively priced. 


wee FOR W-16 WINDOW FAN 


Model W-16—Electrically reversible, 
two-speed, 16” adjustable window fan. 
Made to order for the popular priced 
market. 


FOR 24” WINDOW FAN 


Model R-24—Compact, electrically re- 
versible window fan—two speeds cither 
way—a fine fan for homes, offices or busi- 
ness. Fills requirements of big housing 
jobs and priced to get them. 


GED Fox move x-20 


Model R-20—-New, improved electrically 
reversible two-speed adjustable window 
fan. Abundant air delivery for small homes 
or apartments. 


ye THE 


giptive 


eR 
 pRESH-AIR MAK 


SCHWITZER-CUMMINS CO. 
VENTILATING DIVISION 
INDIANAPOLIS 7, INDIANA 


Quserest BEST 


Buclders ag Fine Faus aud 
+ 





Pa eo € ae ‘ 
Olawerd for es Gears 
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TWO YEARS STATISTICAL SUMMARY 
Broilers 
1952 1951 
434,700 ...Units Sold. 312,000 
$30.30 ......Average Retail Price . . .$23.03 
$13,172,100 . .Retail Value. $7,200,000 
Jan. 1953) Jan. 1952) 
2,813,000 . .Homes Owning . 2,487,000 
39,493,600 ....Homes Without 38,480,000 
\n indication of what can happen local ‘TV programs undertaken by 


in the housewares business when new 
models with radical improvement in 
design and performance are introduced 
is shown in the evolution now taking 
place in the broiler business. 

In overall volume a new record was 
rung up with 434,700 units of all types 
sold. The estimated retail value ap- 
proxmates $13,172,700. 

In 1950 and 1951 oven type broilers, 
which were introduced in the 1948-’49 
period, had been selling at 4-to-1 ratio 
over table broilers. In 1952, however, 
this ratio increased to almost a 10-to-1 
lead, with 285,000 oven-type units sold 
in 1952 

Combination broiler-rotisseries, new 
in 1951, in 1952 sold 120,000 units 
his is eight times more than the 195] 
volume of 15,000 units. This places 
combination broiler-roteries, only in 
their second year of production, in a 
competitive position with oven typ¢ 
broilers. 1952 Sales by Type of Unit 


Units Ay. Ret. Pr. Dollars 


Oven Type 285,000 $23.50 $6,697,500 
Combination 120,000 $49.50 5,940,000 
Table Type 29,700 $18.00 534,600 


Before the war, broiler sal \ 
oncentrated almost entirely 
round the two major markets of N 
York and Chicago. However tartin 
in 1951, several broiler make mad 
efforts to extend their markets aw 
from these tight, highh iturated 
ireas into the smaller cities and town 

Advertising in national magazin« 
ooperative advertising at local levels 
ind demonstrations in stores and on 
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some of the more aggressive manutfac- 
turers helped bring about a noticeable 
change in national acceptance of infra- 
red cookery in the past year 

In addition, some of the better 
known national chain stores took on 
popular priced oven broilers and some 


} “5 
rotisserie combinations in 1952 


The Market 


here is a large replacement market 
in the highly saturated metropolitan 
areas, especially for combination 
broiler-rotisseries, among the enthusi 
istic broiler fans 

Smart broiler merchandisers have 
observed a tendency on the part of 
broiler users to junk their old models 
ind purchase the latest improvements, 
and they are successfully using low 
priced oven-type broilers to open each 
new market, certain in the knowledge 
that once a homemaker ts converted 
to broiler use. a large percentage will 
be cu ( 
In the Sout! t, where p opl 70 


in for ¢ 


New Products 
Ih facturer itered th 
ler busin in 1952. Dormevyer 
with a combination broiler-rotisseric 
round oven-tvpe: and 
Continued on page 224 
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WILSON FREEZERS 1953 


AMERICA’S MOST BEAUTIFUL FREEZERS 








If you’re looking for a line of freezers to round out your present lines of appliances 
—look into Wilson. You’ve never seen such good-looking, such saleable freezers as these. 


And, as for the Wilson Franchise... read the 


WILSON FREEZER FEATURES 


NEW, SPACE-SAVING DESIGNS ... Sleek, clean-cut, blended radius designs. 
Welded steel construction. 


NEW COLOR STYLING... Beautiful blue and gold color trim to highlight 


the gleaming Dulux finish 


NEW POPULAR SIZES... A complete line of both chests and uprights. 
6 popular models to meet every need. 

NEW CONVENIENCE... Every feature a freezer can have. . . compart- 
mented interiors, separate freezing sections, juice pockets, tem- 
perature control, signal lights. 

NEW EFFICIENCY... Advanced engineering and construction give new 


efficiency, peak performance, low operating costs. 


NEW COMPETITIVE PRICE New value .. . more value than ever before. 





facts below and judge for yourself. 


WILSON FRANCHISE FEATURES 


EXCLUSIVE TERRITORY... Yours alone... and large enough to insure 
a steady growing business. 

QUALITY MERCHANDISE. .. By a “known”’ maker . . . the pioneer in up- 
right freezers. 

GOOD PROFIT... A really worth-while mark-up. 

FREEZERS ONLY... No conflicting side-lines, no tag-a-long products. 
POWERFUL ADVERTISING SUPPORT... In leading magazines—directed to 
your best prospects. 

HARD-SELL LOCAL ADVERTISING ... A complete cooperative campaign for 
newspapers, radio, television. 

BUSINESS-BUILDING LITERATURE... Direct mail pieces, folders, broad- 
sides, catalog sheets, display pieces. 


NATION-WIDE FINANCE PLAN... (through CCC) to “untie’’ your cash 
investment. 


LOOK INTO THE WILSON FRANCHISE ARRANGEMENT TODAY. 


Write, wire, or phone for complete details and availabilities. 


REFRIGERATION, INC. 


102 GLENWOOD AVENUE, SMYRNA, DELAWARE 
America’s first makers of upright home freezers 


HOME FREEZERS + FARM MILK COOLERS =. COMMERCIAL REFRIGERATORS 
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Aire you tapping 
the right erreurt? 


HE best appliance ads in the world won't 
f jew the bell—unless they reach the kind 
of people who can afford new appliances. 
What kind of people are they? Figures show 
that the bulk of all appliances are bought 
by folks earning $3,000 to $10,000 a year. 
They buy 75% of the automatic washing 
machines, 68% of the vacuum cleaners, 72% 


of the dishwashers, 65% of the home freezers. 


How do you talk to this affluent group? One 
of the best ways is to use the major weekly 
magazine that has the biggest concentration 
of them in its circulation. 

That magazine is Collier’s. Look at the fig- 
ures and judge for yourself: 

Percentage of Circulation in $3,000 to $10,000 Group 


CORR REI G 6.0 cts ceive vive tee 
BANS s.0-000s ésevesaewieeeee 
The Saturday Evening Post . . . 68% 
Look (Biweekly)........... 69% 


And here’s something else. Of the four major 
magazines, Collier’s leads the field in per- 
centage of women family heads 35 and under, 


ollier’s 





women whose principal interests are child 
care, food preparation, housekeeping — your 
best customers. 


Percentage of Women Family Heads 35 and Under* 


OCORAAEAS. nccccesicvcsdaSeee 
RIGO 6 cdtinnd 1060 
The Saturday Evening Post . . 34.1% 
Look (Biweekly) .........38.2% 


And because Collier’s leads in percentage of 
young-women family heads, naturally it also 


leads in families with children. 


Percentage of Families with Children Under 15* 


CORLIER'S  oi6-06 ¥:0. 060 000 ee 
FP  Pereririrt re ee eee, 
The Saturday Evening Post . . 45.57% 


Look (Biweekly) .........50.0% 


So it’s easy to see why Collier’s readers will 
buy over 200 million dollars’ worth of elec- 
trical appliances this year. 

If the products you sell are advertised in 
Collier’s, you can be sure you’re reaching 
the right people! 


Colliers 
i Tohilelale Mm @el',=1gele [= 
ohm cohilelsle| m@ey 





MAKES THINGS HAPPEN 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, New York 19, N.Y. 


Publishers of Collier's, The American Magazine, Woman's Home Companion 







*Source: Stewart, Dougall and Associates 


YOU CAN COVER 
THE KITCHEN FIELD 
BY ADDING BRAMMER 


with THREE PRICE RANGES 


ma = aw j\- 
ts ’ IN 
’ 1 1 
Assembled Assembled 


and lacqured unfinished 


«* = SS ? 
Ss =. | The Popular “Do It Yourself” 


LOW SHIPPING COSTS 
LOW WAREHOUSING COSTS 
MORE PROFIT 


/ 
/ 
> 


Semi 
Assembled 





When in Chicago 
Don’t fail to see the Brammer 
display at 11-112 Merchandise Mart 


or NAHB Convention 
6th Floor, Room 41A 
Conrad Hilton Hotel 


ia Meek BIRCH 


Brammer 


the fast mov 


ng kitcher 


in Natural Birch that answers the 


ever increasing demand 


Complete your line Brammer is the kitchen designed 
Be a Brammer 


distributor 


for easier-faster selling, because it is 
more profitable to the dealer and 
more appealing to the 


customer. 





Full color literature 
available 


BRAMMER 





Write today for complete details 
—— -——_ —--— ———_ Pr: 
” ¢ il 


= ashe T7 


tg— 


BRAMMER MANUFACTURING COMPANY, DAVENPORT, IOWA 


SHOWROOMS: PHILADELPHIA: 5521 WAYNE AVE. -: CHICAGO: THE MERCHANDISE MART 


SAN FRANCISCC: WESTERN MERCHANDISE MART 
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Nesco with a rectangular oven type. 
Other manufacturers have expressed in- 


| tentions of adding oven type broilers 
and combinations to their lines. 


Practically every broiler manufac 
turer has added a combination broiler- 
rotisserie to their lines. All have motor 
driven spits that are removable for 
broiling. Some have additional space 
on top for grilling. 





Broiler rotisserie combinations sold 
in greatest quantities in the $50 to $60 
categories, according to manufacturer 
reports. Oven type broilers averaged 
about $23.50 and table types held to 
the $18.00 figure for suggested retail 
price. However, general price cutting, 
especially on the East Coast knocked 
these prices down some 25 to 40 per- 
cent. 





Waffle lrons-Sandwich Grills 











TWO YEARS STATISTICAL SUMMARY 
Waffle Irons — Sandwich Grills 


1952 1951 
1,570,000 Units Sold 1,875,000 
$20.49 Average Retail Price $17.95 
$32,165,500 Retail Value $33,656,300 

Jan. 1953 Jan. 1952 
13,322,500 Homes Owning 12,340,000 
28,983,500 Homes Without 28,627,000 








NOTTHER 14-million waffle iron 
4 of all type 
tion waffc 
sold by manufacturer 
300.000 units or 


ingle and combina 
iron-sandwich grills) wer 
in 1952. This is 
16.3 percent les 
than 1951. It is the second year in 
row for waffle iron sales to show a dk 
cline 

Dollar volume, 
is only 4.4 
the increase in sales 
deluxe combinations 

Vhe tight materials situation in the 
early months is responsible for som« 
of this drop. One large maker reports 
that sheet aluminum shortages in the 
econd quarter forced his company to 
stop production on waffle irons and 
grills 

\s with other high-saturation house 
retail demand for waffle irons 
was off the first half of 1952 Lhis 


not so surprising when you figure 


on the other hand 


percent off, because of 


of the large sized, 


War>res 


that over 184-million waffle irons were 


sold in the past six ve Chis means 
that 43.7 percent of the wired homes 
in the countrv now possess waffle irons 


vears old 


that are under six 


JANUARY, 


1953- 


Sales of 
continued 


ingle or plain waffle iron 
their decline in favor of 
the combination sandwich grill and 
waffle bakers, especially the large sized 
deluxe models. (Approximately 40 pet 
ombinations sold were in 


it Oo i 
higher priced square models Sale 
yy ft pes wert follows 
Avg 
Retail 
Units Price _ Dollars . 
Comb. Wat 
fle Iron 
Sandwich 
Grill 1,325,000 $21.50 $28,487,500 
Waffle tron 
only 245,000 15.00 3,675,500 
1,570,000 20.49 32,162,500 
he gift trade accounts for most 


of the waffle iron sales. A comparison 
of sales by months, retail vs. manufac 
turers, in percentages for the year 1951 
ippears on page SV of this issue. It 
is interesting to note that almost 30 
percent of the entire waffle irou sale 


t 50 


(Continued on page 228) 
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EASY 


fo mount... 
snaps on window 
bracket. Side panels 
adjust to windows 
28” to 40” wide. 


ELCA SHER 


The new Welch ultra-quiet 
Model 20-W Air-Flight is 
engineered to function per- 
fectly as a window, table 
or floor fan. A large 20” 
size, this fan delivers 2800 
cubic feet of air per minute, 
yet has portability usually 
found only in smaller mod- 
els. Three speeds. Powerful 
6-pole motor, 110-115 volt, 
50-60 cycle, AC. Beauti- 
fully finished in cool, me- 
tallic Nassau Blue. 

Retail $59.95 


Wart anty guar 

Welch motors 
mechanical . 
al defects: 


A 5-Year 
antees all 
against 
electric 





fo use any- 
where...snaps 
out of bracket, 
stands on 


EASY 


table or 
floor. 


BE PREPARED TO SELL FANS THIS YEAR! 


All forecasts say “‘Fans will be in big demand in 1953.”” Last year many dealers and dis- 
tributors lost sales and profits simply because they did not anticipate the demand for 
fans. Order Welch Air-Flight models NOW, make sales history this summer. 





Medel 4 
Four Winds Window Fan 





Versatile! Portable! Re- 
versible! Use 4-ways, as 
a window, wall, table or 
floor fan. Special AERO- 
INDUCT LOUVRES 
increase air-flow 45 to 
$09, climinate need for 
slide panels. 


Retail $39.95 


ELECTRICAL 


Biggest selling hassock 
fan in the industry. Has 
louvres from base to 
top, a patented feature 
that increases airflow 
efficiency. This type 
floor circulator avail- 
able only from Welch. 


Retail $49.95 
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and patent features. In- 
cludes a full five year 
motor warranty, as on 
all other Welch models. 


Retail $36.95 


1953 


Portable Twinmaster 
The most flexible twin- 
fan on the market. Fits 
both sash and steel 
casement windows, 
6 speeds. Each blade 
has a built-in wind tun- 
nel, is individually con- 
trolled and reversible. 


Retail $69.95 






20" 


WINDOW FAN 


MODEL 20-W 


Be sure to see the 
New Welch Air-Flight Line 
at the Housewares Show, 
Jan. 15 to 22 
Navy Pier, Booth No, C-1013 


For a 
BIGGER MARK UP 
take advantage of our 
“Operation Snow Shoe” plan. 
Dealers! See your authorized 
Welch distributor or write us 
for complete details, 











"You know 
what the demand 
will be fora new 
double-duty 
portable fan 
of this type!”’ 





hye 


W. W. Welch Company, Cincinnati 2, Ohio 
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MODEL 127 HF "'CATALINA’* 
PLUG-IN FONOGRAF Automatic 
3-speed “push-off" plugs into radio, 
TV or amplifier. Russet and cream 
(R-127 HF), burgundy (B-127 HF) avail- 
able. $61.50. 127-27 HF equipped for 
plug-in of magnetic cartridge. $56.75. 
127-270 HF equipped with G.E. Triple 
Piay Cartridge. $62.50. UL approved. 


MODEL 121 DISKCHANGER 
Automatic 3-speed for modernizing out- 
dated combinations. Forest green and 
gray (F-121), burgundy (B-121) avail- 
able. $49.50. 121-270 equipped with 
G.E. Triple-Play Cartridge. $51.75 
MODEL 126 HF DISKCHANGER 
Automatic 3-speed “push-off” for re 
placement or high-fidelity custom in- 
stallations. Russet and cream (R-126 
HF), burgundy (B-126 HF) available. 
$55.50. 126-27 HF equipped for plug- 
in of magnetic cartridge. $50.50 


FOR 55 


NEW STYLING... 
NEW COLORS...NEW PRODUCTS 





MODEL 122 "DECORATOR" PLUG-IN 
FONOGRAF Automatic 3-speed plugs 
into radio, TV or amplifier. Forest green 
(F-122), burgundy (8-122) available. 
UL opproved. $53.75 





MODEL 123 “JUBILEE FONOGRAF 
Automatic 3-speed fono for any room. 
Forest green (F-123), burgundy (B-123) 
available. UL approved. $63.50 


MODEL 134 "MAESTRO" FONOGRAF 
Manual 3-speed in portable base reflex 
case. Forest green and gray (F-134), 
burgundy (B-134) available. UL ap- 
proved, $5450 





MODEL 124 “HOLIDAY” FONOGRAF 
Automatic 3-speed portable fono. For- 
est green (F-124) burgundy (B-124) 
available. luggoge-type case. UL 
approved. $87.50 
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MODEL 166 PORTABLE AMPLIFIER 
High-fidelity amplifier with 8-watt, push- 
pull circuit. 10-inch speaker. Phono and 
microphone inputs with separate tone 
and volume controls. Use as P.A. system. 
Burgundy case. U.L. approved. $68.75 


MODEL 125 PORTABLE DISK- 
CHANGER Automatic 3-speed portable 
Diskchanger. Mate for 166 Amplifier. 
Burgundy carrying case. $68.50. UL 
approved. 





MODEL 181 WIRE RECORDER 
High-fidelity head, automatic stops, 
semiportable metal case. UL approved. 
$104.50 





MODEL 288 WIRE RECORDER 

High-fidelity console response. Auto- 
matic stops. Simple controls. Burgundy 
case. UL approved. $157.50 


sbcor 
unds better ona Ww« 7 


I ; c o9 
A cu hicege?e 
: Websté 
ae facture?d 











MODEL 129 “AUTHENTIC” FONO- 
GRAF Automatic 3-speed “push-off” 
fono for high-fidelity music in home. 
Khaya mahogany (129-1) $168.50. 
Antique fruitwood (129-2) $178.50 
available. UL approved. 












MODEL 136 “‘MIDGE” FONOGRAF 
Low-cost manual 3-speed fono in com- 
pact case, Forest green and cream 
(F-136), burgundy and cream (B-136), 
tan and cream (T-136) available. UL 
opproved. $29.95 


MODEL 135 "LARK" FONOGRAF 
Manual 3-speed portable at moderate 
cost. Forest green (F-135), burgundy 
(B-135) available. UL approved. $39.95 
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Idea suggested by DONALD B. BUCKLEY, 
Van Sant, Dugdale & Company, Baltimore, Maryland 


In Chicago, it takes 2- 


to deliver your message! 


ECAUSE... 


Chicago has outgrown the 


power of any single daily newspaper to 


reach even half of your city and suburban 


prospects. 


reach a 


MOST net unduplicated coverag 


Today it takes two daily newspapers to 


majority 


of the 


market 


and for 


e, one of 


your two MuSsT be The Chicago SUN-TIMEs! 





kyr | 
02 ancy 


% 
a 
say 


CHICAGO 


= /SUN-TIMES 


211 W. Wacker Dr., Chicago * 250 Park Ave., New York 


READERSHIP ve: ee WHERE MOST OF THE BUYING IS DONE! 


LOS ANGELES 


Sawyer-Ferguson-Walker Co. 
612 So. Flower St. 


PHILADELPHIA 
Sawyer-Ferguson-Walker Co 


Girard Trust Bldg., 


1400 S. Penn Sq. 


SAN FRANCISCO 


Sawyer-Ferguson-Walker Co. 


1213 Russ Bldg. 


MIAMI BEACH 
Hal Winter Company 
9049 Emerson Ave. 


ATLANTA 


Sawyer-Ferguson-Walker Co. 
821-822 William Oliver Bldg. 
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Electric Housewares (continued from page 224) 


were made at retail in the month of 
December. Another 17 percent was 
accounted for in the preceding months 
of October and November. 


Shavers 





Westinghouse and Dominion an 
nounced large, square deluxe models 
in 1952. Universal added a high styled 


rectangular combination 





TWO YEARS STATISTICAL SUMMARY 





Shavers 
1952 1951 
2,550,000 ‘Units Sold....... 2,200,000 
$24.95 . . Average Retail Price. .. $24.50 
$63,622,500 ....Retail Value.... $53,900,000 
(jan. 1953 (Jan. 1952 
13,507,500 . .Homes Owning 12,270,000 
28,799,100 Homes Without.... 28,697,000 


eke shaver industry had another 
record year in 1952, when 2, 
550,000 units were sold. At an aver 
age retail price of $24.95, this repre 
sents a dollar volume of $63,622,500. 

In units this puts 1952 shaver 
business 15.9 percent ahead of 1951, 
and 50,000 units or two percent ahead 
of the former record year of 1947 
In dollars the increase is even greater 
$10-million ahead of 1951 $20 
million ahead of 1947, aver- 
retail prices gradually 
idvanced from $1 1947 to 
$24.95 in 1952 

E:xpanded advertising on television 
ind m national magazines and news 
papers by two of the leading shaver 
producers is said to be largely respon 
ible for this increase in business. ‘The 
I'V advertising includes programs on 
national hook-ups, plus cooperativ 
tie-ins with dealers on local stations 


and 
because 

have 
7.50 in 


age 


While the geographic sales pattern 
of shavers has remained about the 
une, biggest increases were recorded 


where there is television 
broadcasting. 


\s a result of this expanded adver 


in aTCas 


tising barrage directed at the con 
sumer more and more men have be 
come converted to electric shaving, 
ind an equal number are eager to 
get the newest and latest in shaver 


models. One company reports third 
quarter production 65 percent ahead 
of the same period in 195] 

Anywhere from 25 to 50 percent of 
the 1952 sales are repeat or replac 
ment The balance went to 
men newly converted from other shay 
ing methods and those reaching shay 
ing age 


sales. 






JANUARY, 


sales 


old 


\pproximately 15 percent of 
made on the basis of 
shaver accepted as a trade-in 


were an 


Outlets 
At the wholesale 
tribution is divided fairly equally 
among electric, jewelry and drug 
wholesalers with hardware and othe: 
miscellaneous distributors accounting 
for only a small percent of the total. 
At retail, department stores, jewelry 
and drug outlets lead, followed by 
ippliance and hardware stores 


level shaver dis 


In an endeavor to keep discount 
selling at a minimum one company 
reduced the number of wholesalers 
handling their line, and asked each 
wholesaler to sign a fair trade agree 
ment. 

Greatest promotional efforts wer« 
uimed at consumers in 1952, in the 
I'V and national advertising men 
tioned above. However, “Shaver 
Weeks” and promotions and cam 
paigns through wholesalers with 


also continued as 


dealer tie-ins wert 
in former years. 
Remington 


models in 1952 


introduced two 
a deluxe model priced 
at $29.50 and a Contour model at 
$21.50. Schick introduced a 
Colonel model at $19.95 


new 


new 


Predictions 
Another good year is expected in 
1953 in the shaver industry. In the 
midst of a rapidly expanding market 
for shavers, with TV programs 
tinuing into the new year, 
manufacturers reporting a good back 
log of orders 1953, they should 
equal 1952, if not surpass it 


con 


ind all 


Say, 


1953—ELECTRICAL MERCHANDISING 



























GAS RANGES 
ELECTRIC RANGES 
AIR CONDITIONERS 


— 





NEW FOR ‘53 
WELBILT 
GAS RANGES 


Featuring Deluxe Infra-Red 
Rotisserie Super Mo el 
Priced To Create Plus Volume 






NEW FOR ‘53 

























Phys 
Ved 3 WELBILT 
@€-* 
ENT x 4 ELECTRIC RANGES FASTER TURNS 
oNy Pri 
Y uy CS. Featuring Deluxe 38 inch ioc: for the -— 
‘ I~ Tr Glamour Cooking Models. ss Market 
ge ( = Offering for First Time the i 
. f Mass Market Electric Range i.\¢ 
\\ MEN, re MORE DOUGH 
i t 7) Pes. % 7% Ry FOR YOU 
Jw vy») part : | ¢ i ]~ Longest profit 
\ <j tiie > \) appliance industry 
ans OC q 












BIGGEST NEWS YET! 
WELBILT ZEPHR-TROL 


Permanent Display 
seperate coMDONE 


{ ! Your Local Welbilt resent tiv ' irect to 
, ‘ Cc 


WELBILT STOVE COMPANY, INC 


MASPETH, LONG ISLAND, NEW YORK 
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-OUTSELL ALL OTHER HOME HEATER 


DEALERS WITH THE SUPERFLAME 


“LIVE DEMONSTRATOR” 


SMOKE! 


UPL T Yorme 
Yisual*Demonstraror 


uti SAVER” 


DEALER REPORTS PROVE IT’S A 
SENSATIONAL SALES BUILDER! 






Superflome 


DEALERS HAVE THIS GREAT 
SALES-BUILDING 
“LIVE DEMONSTRATOR” 


Dealers who used this new sales-builder in 1952 
report Superflame sales increases to 100% over 
1951! 


It’s the most effective oil heater sales tool of all 
time! Burns anywhere without smoke or odor. 
No chimney connection required. Use it in the 
store, on the sidewalk, at Fairs, etc. 


Dealers who previously sold only a few heaters 
annually are now selling Superflame in volume 
with this demonstrator. Big volume dealers 
who have sold hundreds of Superflames, year 
after year, report that “live”? demonstration 
has increased their volume. It’s a proven sales 
builder! 


This “Live Demonstrator” is available to all 
Superflame Franchised Dealers without extra 
cost! Comes complete with signs, roller base, 
thermometers, etc. It enables dealers to demon- 
strate and prove how the amazing Superflame 
‘“*Fuel-Saver’’ reduces chimney loss 350 degrees 
and saves up to ONE-THIRD on fuel! Only 
Superflame has the “Fuel-Saver’’. 


SEE THE GREAT SUPERFLAME LINE 


AT THE JANUARY FURNITURE MARKET 


BOOTHS 1775-1776-1777 AMERICAN FURNITURE MART 
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NO WONDER SUPERFLAME 
DEALERS SELL HOME HEATERS 
IN VOLUME! 

















(// erflome 
OFFERS DEALERS THIS 
“ALL-OUT” SUPPORT! 


AMERICA’S MOST COMPLETE HOME HEATER LINE! A model for 
every need! Each model a value leader. 


MORE POWERFUL SALES FEATURES! Such exclusive features as 
the ““Triple-Combustion” Burner’and the amazing ‘Fuel- 
Saver’’, plus 15 other outstanding advantages that turn “‘shop- 
pers’’ into buyers. 


GREATEST PROMOTION SUPPORT! Year after year Superflame 
powerhouse promotions mean volume sales, easier sales and 
maximum profits for every Superflame dealer! 


MOST LIBERAL CO-OPERATIVE AD PLAN! Gives you all-out ad- 
vertising help where it does YOU the most good ... in YOUR 
town! 





% 


Supetflome 


HAS JUper, iT 


It’s the hottest promotion item in the history 
of home heater selling. Only Superflame 
dealers can offer this triple-duty blower on a 
special promotion that clinches a sale fast! 
Superfan fits under heater giving forced air 
comfort. Saves users up to 25% TT 

on fuel. The ideal year-around air eS 


circulator. Has dozens of uses. 


The Sales Winning Methods of 
America’s Most Successful 
Home Heater Dealers. 

MAIL COUPON TODAY! 





SAFE! No dangerous fan blades. 


Ove — ay 
ORK ~ 
A, MIN S14 aoe, 
IN: bated 
f 
am Wigan " 
i i fs] 29-Way.n 
Hg . " this req 
eo... . m 
' i ie a ny ee 
A2AC/- STOVE WORKS, INC. am eo 


ALBERT LEA, MINN. ai 


Cee~ 
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Mixers 





Portables jump to 355,000 units as mixers set 


new sales record. Heavy promotions, including use of 


club plans and door-to-door selling, help boost sales 


IXER ile hit a new high 
M again in 1952 with a total 
unit volume of 1,730,000 
mixers. An interesting trend is indi 


cated in the following breakdown by 


ty pr 
Units Avg. Retail Pr. Dollars 
Standards 1,375,000 $44.00 $60,500,000 
Portables 355,000 18.95 6,727,250 
1,730,000 $38.86 67,227,250 
While the overall industry total of 
tandard mixer sales compares favor 
ibly with 1951 (1,600,000), reports 
from leaders in the field reflect a 


widely varied year in mixer produ 
tion. Some companies report declines 
of as much as one-third less than thei 
volume for 1951. Others claim 1952 
to be the biggest year yet in mixci 
history. 

Materials shortag cut back 
in the first and second quarters caused 
ome manufacturers to stop produc 
tion entirely in this early period. How 
ever, more important was the fact that 
inticipated retail volume for the last 
quarter of 1951 failed to materialize 
ind many manufacturers and di 
tributors found themselves unexpect 
edly carrying over inventories into th 


and 


new vear. This inventory situation 
vasn’t entirely confined to the mixer 
business, however, nor was it nation 


vic It was 
metropolitan 
1952 


confined primarily to 
(In comparing 
with 195] production we must 
ilso remember that production in th 
first quarter of 1951 was far from nor 
mal, with factories operating at full 
capacity in anticipation of threatened 
cutbacks 


arcas 


By the end of April most distribu 
tors and manufacturers had worked 
off their surplus and production 
tarted an upward wing. One mam 


facturer reports Mai the biggest 
month ever experienced in mi 
duction 
Prices 
Average retail pric t by m 
facturers for standard mixers didn't 
iry much from 1951. Price cutting 


ind discount selling, however, contin 
ued to flourish at the retail level in 
metropolitan areas and there was a 
reluctance on the part of the con 
sumer to purchase any clectric appli 
ance at full price. However, with th 


signing of the new McGuire fai 
trade act, a new stability was noticed 
here was renewed confidence in th¢ 


trade, and consumers holding out fo1 
further price slashing finally resumed 
buying 

As was predicted in last vear’s su 
for the consumer 
intense in 1952. Ever 
employed 


vev, the scramble 


doll iF 


known 


was 
selling device was 
Special deals and premium offers to 
the dealer; premium and promotional 
deals to the ¢ 
demonstrations; advertising in na 


onsumer: live 


package 


tional magazines, T'V and radio. Clul 
plans and door-to-door selling was ex 
perimented with to a greater degre 


than ever befor 
Most fruitful among the many pro 


motions engaged in was a cooper 
itive promotional type advertising 
used primarily by the credit jewelt 
trade which offered the consumer a 
package consisting of a mixer plu 
uch related cooking equipment 


FIVE YEAR MIXER SALES IN UNITS AND DOLLARS 


952 
1951 

700,00 
i Pe Sor 
i949 
2 ea ee 


GE Units Sold 
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Retail Value 



















































































































































































TWO YEARS STATISTICAL SUMMARY 
Mixers 
1952 1951 
1,730,000 Units Sold 1,600,000 
$38.86 Average Retail Price $42.50 
$67,227,250 Retail Value $68,000,000 
Jan. 1953 Jan. 1952 
12,565,200 Homes Owning 11,431,500 
29,741,400 Homes Without 29,535,500 
Pyrex baking dishes or kitchen tool for the past four year Although 
ets tandard mixer makers are reluctant 
Another promotion said to have to admit it, portables have captured 
worked well in 1952 is a live demon opular fancy and have cut int 
tration with lights to demonstrat tandard mixer volume in 1952 


the beating action in the bowl. A sp« 
ial batter provided with this demon 
tration required no attention on th 
part of the dealer. It dramatizes th 


batter flows in the bowl 


Portable Mixers 


Portable mixers have shown a slow 
but steady growth in public accept 
in since 1948, as follows 

1948 20.000 units 
1949 150,000 
1950 145,000 
195] 125,000 
400.000 units 
Sales for 1952 alone (355,000 


units) almost equal the combined to 


JANUARY, 





Changes in living habits caused by 
the war, such as housing shortages and 
the high cost of living have forced 

in ung marrieds, many with work 
ing wives, into living quarters with 


little space for cooking, no room fot 


1 standard size mixer, and no place 
to store it. (See Cubbyhole Cooking 
EM, Feb. ’49). For this group, who 


ire customers for ready mixes and 

every other homemaking shortcut, the 

portable fulfills a genuine need 
According to one portable mixet 


manufacturer, better than 75 percent 


f the 1952 volume has gone mto 
homes where standard mixers already 
exist. They are light in weight, can be 


moved from stove to preparation table 


Continued on page 236 
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Fy a Wy ae A ot 
FOR FULL PROFIT... 
SELL THE CROSLEY 
FULL LINE! 











































“Hello! I'm pec age Lindsay, I'll be 
helping you sell by demonstrating '53 
Crosley Shelvador Refrigerators and 
other Crosley products to your cus- 
tomers on that top TV show, ‘What’s 
My Name?’. See your local paper for 
time and station.” 


Here's the Shelvador 
Model CAE-11 for '53! 











































> " 
f 
he 
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CROSLEY SHELVADOR 


For ’53, seven beautifully styled single-door Removable shelves provide flexible interiors for 
models — plus two breathtaking twin-door all ’53 Shelvadors. 
models at the top of the line. 





The three top models have handy meat holders 


And in every model, famous Crosley r ’ ... the rest have extra frozen-storage drawers. 
shelves-in-the-door. Seven models have a ButterSafe, the Butter- 
Safe in the ‘‘11” and each of the ‘‘Twins’’ is 


PushButton Automatic Defrosting even in adjustable and removable. 


moderately priced models—Completely Auto- 


: ; : Sealed crispers in all models but one. 
matic Defrosting at the top of the line. 


Seven models have Color Styling—Custom 
A huge, across-the-top freezer locker is built Models in beautiful ‘“‘sorr-GLo,” Standard Mod- 
right into every model for ’53. els in striking “‘SEA-MIST.”’ 


THE PROOF IS “IN THE BAG”! 





You probably know that Crosley pioneered the idea of shelves-in- 


i 


the-door. And you’d expect that Crosley shelves-in-the-door would 
still be the best of all. You’re right...and the ‘“‘shopping bag’’ test 
proves it! The big, deep shelves recessed in the doors of models 
like the one illustrated, actually hold enough groceries to fill three 
20-pound bags— twice as much as most other leading makes. 

See comparison at left.) 


EXCITING NEW AUTOMATIC 
DEFROSTING FOR ’53! 


At the top of the line there’s Com- 
pletely Automatic Defrosting! Every 
24 hours a built-in clock turns on the 
fast, efficient defrosting system. Water 


drains into a pan over the compressor 


! ) 


and evaporates! And, many 753 
Shelvador models have PushButton 
Automatic Defrosting at prices people 
used to pay for old-fashioned refrig 
erators without defrosting systems! A 
touch of the button starts the proc 
ess! When defrosting is over, the 


refrigerator switches itself on again! 





MAKE THE MOST— SELL THE MOST— STOCK THE FULL CROSLEY LINE 


If you're not a Crosley Dealer now, write Crosley Division, AVCO Manufacturing Corporation, 
1329 Arlington Street, Cincinnati 25, Ohio, or phone your nearest Crosley Distributor for full information! 


CROSLEY 


BETTER PRODUCTS FOR HAPPIER LIVING 










SHELVADOR® REFRIGERATORS - SHELVADOR® FREEZERS - ELECTRIC RANGES - RANGE AND REFRIGERATOR PANTRIES - AUTOMATIC DISHWASHERS - SINKS - ELECTRIC FOOD WASTE DISPOSERS 
STEEL WALL CABINETS - STEEL BASE CABINETS - VINYL-ON-STEEL CONTINUOUS COUNTER TOPS - HANDY ACCESSORIES + AUTOMATIC TELEVISION + KITCHEN RADIOS - ROOM AIR CONDITIONERS 





| Mixers 










































eee CONTINUED FROM 232 cxmmmeecee 


and hung on the wall. The beaters can 
be washed in a jiffy and there are no 


extra bowls to contend with. 
e e ; Another factor in the rise of the 
ee elf if doesn t have portable mixer is its price. More than 


half the mixer sales are for gifts. Wed- 


en9 ding presents account for a good por- 

ad DOUBLE TOP—it q not a tion of this gift business. The average 

price paid for a wedding present is esti- 

in z T mated from $15 to $25. And a portable 
: L: ’ 0 f 

(here were no changes or innova 

THE Original ALL-METAL IRONING TABLE tions in standard mixers during 1952. 


at about $19 retail fits much more 
ax. I'wo manufacturers added portables 
_ ; Waring and G-E.). Sunbeam is said 
——_____— shy i . , to have one on test. And Dormeyer 
y = si j ch ind Gilbert introduced improved 
a.  aaN models at the July Housewares Show. 
{y — = & : 7 At the same time Hamilton Beach 
ad $f . 


New Products 





comfortably into this category. 
brought out a household type drink 
mixer similar to their commercial 
type drink mixer. 


The Market 

It is estimated that ipproximat 
25 percent of the total mixer sales for 
1952 went as replacements. (Som¢ 
make iv from 50 to 75 percent of 
the portables wer id as aunilia 
mixers in homes already having 
ard models 

\s of January 1953, total mixe 


ownership is estimated at 12,665,200, 
or approximately 30 percent of ou 
wired homes. This leaves a market of 


ilmost 30-million homes that are pro 


pects for one or both types of mixers 
Mixers move through normal retail 
channels: electrical specialtv dealers 


department stores and credit jewelr 
stores. Jewelry outlets have shown a 
yy ] . 
ady gro ) 
ie edt ne te steady growth in volume in the past 
The terurday Brewing everal years, whereas hardware out 


POST lets continue to diminish in volume 


Thg general concensus is that the 






S90 


...and America's first six months of 1953 will be good. 
IRONING SURFACE outstanding Said one manufacturer: “If critical 






women’s, home materials are released, 1953 should be 
and farm publi- 1 good mixer year despite a lower 

cations. cligible marriage crop, because birth 
rates were down in the depression 


ue End 


Of all ironing tables, only MET-L-TOP 
offers DOUBLE TOP construction—two 
sheets of steel eyeleted and pressed together 


















1 O8 , Mir 
co uae o> 


Sy ~~ 
* Guaranteed by ~ 


( Good Housekeeping 
<0 


to form a 100% reinforced top. This means n 

that the ventilated working surface of a 8 sovenens SE 
MET-L-TOP will remain smooth, flat and level 
-——will never sag, buckle, bend nor dip, The hollow 
channels also help to retain heat. This, plus 
heat reflection from the smooth, white top, 





Be sure to see us at 





keep the pad dry for faster, easier ironing. BOOTHS 392-394 
Remember that all three MET-L-TOP models—C-680, NATIONAL HOUSEWARES SHOW 
A-606, P-600—have the exclusive DOUBLE TOP feature! January 15-22 


Ge GEUDER, PAESCHKE & FREY CO. 


= 1415 W. St. Paul Ave. Milwaukee 1, Wisconsin ~— 





"| TOLD YOU ALL ALONG THIS WASN'T A 
TREASURE MAP” 
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Another sure winner joins 






America’s Leading Line of Kitchen Clocks 





A beauty spot on any wall! 


Warmly colorful polystyrene clock in choice of 4 
Decorator Colors — yellow, red, white, blue-green 
with smartly stylized numerals. A self-starter in 
clock-action ... and in sales action! 


America’s Favorites—these 
essions 
KITCHEN CLOCKS 


“Teapot’’—all time favorite and best 
seller. 4’ silver color metal diol, 
raised black numerals with gold trim 
and black hands. Choice of red, yel 
low, ivory, green, blue, or white plas 
tic case. Retail $4.95* 


‘a 7 12 | 
¢. Ama 2 









“Elegance’’— streamlined chrome colored 
metal case. 5'2"' metal dial. Frosted alu 
minum center field. Numeral band in a 
choice of colors, contrasting numerals and 


hands. Retail $5.95" 


“Pierre” French Chef — favored by 
lovers of the unusual. White plast 
case, 5" silver metal dial, black nu 
merals and hands. Retail $4.95 





Beauty tailored to add luster and 
sparkle to a kitchen. 5 metal dial 
frosted aluminum center field. Choice cf 
black, red, blue, green, or yellow dial 
rumeral band, contrasting raised numer 
als, hour and minute hands. Retail $4.95 


Plus applicable taxes. Manufacturer’s suggested retail or Fair-Trade price 
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kind out about the a” 


Jan uary 15-22, 1953 








Lowest priced 
quality kitchen clock 
in America... 


| . * 
Fair traded at 9 


THE SESSIONS CLOCK COMPANY, Forestville, Connecticut 


In Chicago: Merchandise Mart Plaza In San Francisco: Western Merchandise Mart 








Wanna make enough money 
to choke a horse? 


biggest promotion in aa 


Yessions 120 Veal histor \ 


Visit the 


Sess ions booth 840-842 


Housewares Show 


Navy Pier, Chicago 
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NEW EUREKA 


brings quick sales in big 
to dealers everywhere! 


Already! In just a few months this 
amazing new EUREKA at $69.95 has 
proved it entirely eliminates: 


CUSTOMER PRICE 4 NEED FOR 
RESISTANCE EXTRAVAGANT 


@) NEED FOR COSTLY TRADE-IN 
PREMIUM OFFERS ALLOWANCES 


Ks NEED FOR DISCOUNTS } NEED FOR 
: Doter HOMES TO CUSTOMERS SUPER-SALESMANSHIP 
a 
X\ <a ry ee Tremendous National Advertising in gorgeous 
—" color has poured tens of thousands of Eureka 
“Roto-Matic’”’ sales into dealers’ stores! 




















Probably never before has tremen- 
dous national advertising in striking 
color given dealers such a flood of 
interested prospects and easy, quick 
store sales as on the sensational new 
Eureka “Roto-Matic” at the unheard 
of low price of $69.95. 


For over 40 years the world-famous 
name of EUREKA on a vacuum 
cleaner has beena standard for quality 
and cleaning performance. So when 
EUREKA introduced the sensational 
new “Roto-Matic” at $69.95—$20 
to $30 less than comparable cleaners 
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—in beautiful single and double-page 
ads in color, it was only natural that 
dealers everywhere immediately felt 
the tremendous impact of this amaz- 
ing cleaner on the millions of read- 
ers of the great national magazines. 


In 1953, Eureka “Roto-Matic’’ ad- 
vertising in color in the leading 
national magazines will be 242 times 
what it was in 1952. Eureka dealers 
are sure to profit from this tremen- 
dous advertising — it is certain to 
make their own local advertising 
many times more effective. 


See you at the market / SPACE 1786-87 


— 5-16, 1953 —FURNITURE MART, CHICAGO 
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ZotoMatc at $ 


SWIVEL-T0P CLEANER 


volume at 





$20 to $30 less than 
comparable cleaners—but 
at full profit to you! 


EU 


“Raoto-Matic *<-" Cleaner 


@ Engineering genius developed it! Its price is a mass 
production miracle! A gorgeous, full-size, super- 
powered swivel-top cleaner ... with exclusive features 

complete with deluxe Attach-O-Matic clip-on 
cleaning tools. The sensational low price of $69.95 
eliminates need for costly premiums and excessive 
trade-in allowances. It sells on sight—sells quick. . 
without customer price resistance and need for super- 
salesmanship. Dealers make fu// profit on most sales. 





Sells quick without trade-ins for 
above-floor cleaning in homes 
with good upright cleaners 


@ Dealers report a surprising number of Eureka 
“Roto-Matic’’ sales in homes where good upright 
< leaner Sare <¢ ontinued inuseon rugs and carpets. T he 
“Roto-Matic”’ becomes the second cleaner for above- 
the-floor cleaning and the sales are made without 
trade-ins, at full profit to the dealers. At the low price 
of $69.95 the ““Roto-Matic” is quickly purchased for 
the purpose of replacing the attachments of upright 
cleaners. This procedure gives Eureka dealers great 
opportunity for increased sales and profits. 
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ROTO-MATIC 
EASY ACTION 
SWIVEL-TOP— 


can clean an 
er of av 
© ze size without 
movingorturn 
in 


j the cleaner! 


EXCLUSIVE AT- 
TACH-O-MATIC 
CLIP-ON TOOLS 

always handy 
Easy to use, easy 
tostore.No floppy 
bag or bulky box 
to lug around! 


' 
E Me 


PrRoovcrTs 
—_ 


Eureka Divis 


Eureka Williams 


f 


Better Products, Better Made 


l 


EXCLUSIVE 
EUREKA NO. 60 
RUG NOZZLE 
with full floating 
brush gets dog 
hair, lint, thread 
fast. Glides eosi 
ly on all rug naps 


a | 


| 


; 
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NO DUST BAG 
TO EMPTY. When 
full, remove large 
paper bag, throw 
it awoy, insert 
new bog —just a 
few times a year, 


OIL-O-MATIC 
Home Heating 





1953 





full 


. Phone, wire or write 


ON PST 
GAS-O-MATIC 
Home Heating 


“~ 








EUREKA 
Vacuum Cleaners 


69?” 

























DISPOS-O-MATIC 
Waste Food Disposer 
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Electric Clocks 





Retail and manufacturers clock sales slump 


during year, with some sources predicting better things 


to come in ‘53. Best sellers continue to be tagged at 


from $4 to $6. 


Sallic 


electric clock followed the 
decline in was 
registered by so many other ap 
pliances in 1952 l'rade estimate 
indicate that total national sales for 
the year amounted to 6,700,000 units 
bearing a retail dollar value of $48, 
575,000. These totals represented a 
iles decrease in units of 10.7 percent, 
ind dollarwise, 6.8 percent from 1951. 


Factors Behind the Decline 


Most manufacturers were in agree 
ment on the reasons behind slumping 
ales. That reason was the continuing 
influence which was still being exerted 
early in 1952 by the Korean War. 
Spurred on by threats of metal short 
ages, production cutbacks, and other 
bogies, many a distributor had stocked 
electric clocks at a more than average 
rate during 1951. The average dealer 
meantime had decided that this period 
of want for both manufacturer and re 
tailer was not to be, and during this 
ame period his inventory had not 
hown a measurable increase. By mid 
1951 the distributor had begun to see 
the error of his ways, and a drastic 
period of inventory reduction became 
the order of the day. ‘This reduction, 
ommunicating itself slowly to factory 
levels made inroads in the sales of 
manufacturers during the first six 
months of 1952, and explains in great 
part the general decline throughout 
the industry. 

Traditionally, the fall months of the 


1952 


1951 









year bring the greatest sales peaks both 
at the manufacturer and the retail 
level. 1952 was no exception to this 
rule and it was during this period that 
a more normal sales pattern once again 
began to make itself felt. One manu 
facturer believes that at least 58 per 
cent of distributor sales are registered 
annually during the last six months 
of the year, with 47 percent of this 
amount occurring during September, 
October, November and December, 
alone. By comparison retail trends in 
electric clock sales came within degrees 
of almost identically parallelling this 
pattern, with 56 percent of sales being 
made during the last six months of 
the year. During other periods of the 
year sales were of relatively slight im 
portance, except for a short spurt of 
activity during January and February, 
at which time many retailers found 
that consumer sales appetite could be 
whetted by price promotions, and 
other after Christmas activities 


Types of Outlet 


‘The electric clock finds its greatest 
outlet in the retail sales of the elec 
trical appliance dealer, with one manu 
facturer advising that in his opinion 
the electrical appliance dealer, the 
jewelry store and the department stor 
constitute the big three in point of 
steady sales. To these, another manu 


tacturer added the hardware and dru 4 


store, and the claim that through thes 
five basic types of outlet almost 85 per 


FIVE YEAR CLOCK SALES IN UNITS AND DOLLARS 


6,700 000 
$ 48,575.00 


7,500,000 
$ $2,12! 





1949 


1948 


GM Units Sold 
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9,995,000 





} Retail Value 


[a 





























































































TWO YEARS STATISTICAL SUMMARY 

















Clocks 
1952 1951 
6,700,000 Units Sold - vss. +4 7,500,000 
$7.25 Average Retail Price .. $6.95 
$48,575,000 Retail Value $52,125,000 
Jan. 1953 (Jan. 1952 
34,248,500 Homes Owning 32,292,500 
8,058,100 Homes Without 8,674,500 
ent of the electric lock business had mung No serious ynpetition 


been channeled in the course of the 


lor 


the importance played by these five 


iles yeal 1 closer imdication ot 


| types of retail clock outlet, the latest 
| survey by This Week magazine, show 
| ing sales by type of wholesale outlet 
| by the five industry leaders is of in 
terest. Sales were broken down for 
the vear 1951 as follows 
1951 Clock Sales in Percentages 
(Manufacturer to Wholesaler) 
Electrical 42.7 Automotive 26 
Hardware 11.0 Drug Wholesalers 6.5 
Jewelry 15.8 Drug Chains 1.2 
House to House 0.1 Tea & Coffee 2.0 
| Club Plan 1.0 Premium 3.7 
Mail Order 5.2 Miscellaneous 8.2 
\t least one manufacturer belie 
that the relative position of the dru 
| hardware and variety chain will con 
ae nue to show strength, and will grad 
lly consume a much greater portion 
if th innual sales p during tl} 
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1953—ELECTRICAL 


i 


yould ippear to be on hand, howevei 


which will in the forseeable future cut 


into the commanding lead which ha 


been achieved by the electrical outlet 
Sales By Regions 
Geographically the greatest i] 
potential for the electri exist 
in highly urbanized areas. One manu 


facturer reports that of his sales, 24.7 








percent occur in the northeastern sea 
board state Ihe balance o | I 
distributed nationally ac e to th 
f,)] wn rot m 
Regiona! Sales in Percentages 
lortheastern 24.7 North Central . 13.9 
Atien'ic 13.6 Central 9.4 
Southeastern 6.8 Southwestern 7.2 
Great Lakes 12.0 Pacific 12.4 
Still another manuf 
that when full 1 end lt 
totalled it | be found that 
] long the Atlanti board 
( f lon pa 








MERCHANDISING 








When weather picks 
your fan prospects... 


Model 163 


16” Oscillator 
3 Speeds 





BE SURE YOU’VE GOT 


Don't be caught short when hot, humid weather again 
finds your fan prospects: Sell the all-new Fasco line . 
better than ever with pace-setting features unequalled in 
the industry. Smooth, permanent performance . 
up-to-the-minute styling ... sure, quiet power 

your customers want. Stock the fast-selling Fasco line now. 
There's the popular 10 and 12-inch standard models 

that are tops in value. And, remember the exclusive Fasco 
five-year guarantee on deluxe models... 


your assurance that Fasco still leads the field in 


quality and matchless dependability. 


Write today 


for your 


FREE 


FAN DISPLAYS 





Eye appealing heavy-duty cards in bright golden yellow and blue- 
green. Both are equally attractive on store floor, counter, or as a 
window display. Easel-backed oscillating fan display is designed 
to accent 10”, 12”, or 16” fans. Colorful ribbon on floor fan display 
shows air flow. And the punch line—"Guaranteed for 5 Years” — 
fairly screams for attention. 


Write today for new catalog sheets and price lists! 





1413 AUGUSTA STREET 
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Model 127 
12” Oscillator 


3 Speeds 


Model 56 
12” Floor Fan 


3 Speeds 


Model 165 
16” Pedestal Oscillator , 
3 Speeds 











STOCK UP NOW... SELL THE 


FAN LINE THAT HAS EVERYTHING 


New 5-Year Guarantee 

Unconditional guarantee against defects on all 
models illustrated. 

New Improved Motor Efficiencies 

Absolutely no radio, TV interference. 

Oscillating Mechanisms Totally Enclosed 

All gears and works permanently protected. 
New Modern Styling in Cool Biue-Grey Finish 
Improved guard and distinctive plastic nameplate. 
All Aluminum Blades 

Design and pitch balanced to motor out-put for 
maximum air delivery. 

Priced Lower Than Competing Models 

Yet better profit margins for you. 

Complete Range of Models 

Customer satisfaction guaranteed. 








SEE THESE AND ALL FASCO PRODUCTS 
AT THE HOUSEWARES SHOW «+ BOOTHS 229-231 


INDUSTRIES, INC. 


ROCHESTER 2, NEW YORK 
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AISCO TOPS THEM ALL “““““"— 


s s in the Southwest will have done very 
With This well indeed if they are able to show 


the same sales strength they did in 


NEWE 1951. ‘The West Coast, in his opinion, 
will continue to show higher sales re 


flecting the generally recognized in 

















How Prices Break 


Sal 

Addition to the crease in population and the sound 
economic condition of the area 

= | Probably 80 percent of all sales of 

electric clocks is done in those models 

which are retailed at under $10.00, 

exclusive of federal tax. Narrowing this 

price range down, an estimated 65 per 

cent of these are composed of those 

clocks which carried a price tag of 

[ j N b from $4.95 to $6.95. While sales pat 


terns in clocks were for the most part 


directed towards less expensive model 
F O R most manufacturers could point to 
clocks other than the kitchen and 
ilarm variety. Thus a buyer with a 
large amount of money, and an equally 
large hall, could find a faithful repro 
duction of a grandfather’s clock, com 


plete with Westminster chimes fot 


g just under $600. Buyers could also 
£2 CHL avail themselves of fine reproductions 


of early mantel clocks or those of mod 











em styling it prices ranging from $20 


= REGAL-AIRE JR. | ~~~ 


hose manufacturers who 
@ IR Ihe ‘‘Kisco Kid”’ 


sponded to requests for information on 
The ~ Successor ta the Fan” Says: ‘It's Gonna. 


their own activities were unanimous in 
their predictions of an increased vol 

Y Be Love at First 
THERE’S NOTHING LIKE IT ON THE Sight When You 


ume of sales during 1953 with littl 
MARKET TODAY... ABSOLUTELY NOTHING! See ‘Junior’ ”’ 


indication of any disturbing factor 
One source went so far as to predict 
probable sales of 7,500,000 units with 
IT’S THE CIRCULATOR 
THE ENTIRE INDUSTRY HAS 
BEEN WAITING FOR 


1 sales value of $52,000,000 a unit in 

crease of 11.9 percent, and 7.1 percent, 
dollarwise, over sales for the past year 
Generally speaking the distributor will 
start the vear with inventories reflect 
ing little or no _ overstocking, nor 

You'll go to town with this NEW unit because 

you'll have no competition. The Regal-Aire 

Jr. has everything...it’s big, powerful, safe, 

quiet...it’s all steel, and beautifully finished 

in new two-tone decorator colors. And best of 

all it’s priced way down to give you a whale 

of a selling advantage. Get on the band 

wagon with Kisco and “Let’s Go to Town!” 


should predicted slight recessions dur 
IT’S GUARANTEED FOR 5 YEARS 


ing the last half of the vear reflect ad 
versely on purchases As one corre 

AND IT'S BACKED UP WITH PLENTY OF HARD- 

HITTING PROMOTIONAL AIDS AND DEALER HELPS 


spondent advised, “It is not expected 
Klo ll COMPANY inc. 


that a slight recession should affect 
ST. LOUIS 4, MO. 






















demand for the electric clock. Fore 
casts of disposable income are at high 
levels, which would indicate a mor 
than satisfactory 1953 demand _ for 
this type of low-cost trafic item.’ 

j nd 








2400-40 DeKALB STREET 





COOL PROFIT 








“WELL, DONT JUST STAND THERE! REPAIR MY 
ELECTRIC BLANKET.’ 
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Heres the midwinter 
pick-me-up you need 


PR 1969 
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APPLIANCE MARKETS by REGIONS 


Regional reports from 208 utilities show that only air conditioners, automatic washers 


and dryers made gains during 1952, but that dealer mortality was relatively slight. 


Companies predict little increase in utility appliance merchandising for year 1953 


N the following pages, ELEC 
() PRICAL MERCHANDISING 
presents in tabular form the re 


sults of its ninth annual survey of ap 
pliance, radio and television sales; the 
degree of saturation, or “public accept 
ance” of various products; and the 
merchandising policies of a majority 
of the nation’s utility companies 

In this 1952 survey, 208 utility com 
, serving 33,440,152 residential 
and rural customers (79 percent of the 
+? 306.598 total of 
now being served) report the number 
of customers on their lines; annual 
kw.-hr. consumption per 
meter; the estimated unit sales 
in their respective 
number of dealers serving their terri 
and their own 


panic 


such customers 


domesti 
of ap 
pliances ireas; the 
merchandising 
plans. ‘The data are broken down into 
reports covering the nine 
graphical regions of the country, while 


tories 
major geo 


the table shown on the opposite page 
is a condensed national summary of the 
nine regional reports 

In the national 
opposite, 


table 


of appliances by 


summary 
unit sales 


regions have been reduced to sales per 
1.000 customers served bv the power 
company serving the region. Actual 
sales of major ippliancs radio and 
television in units for each utility and 
region are shown in the tables upon 
the succeeding pages 

Sales in 1952 
Refrigerators. A total of 148 com 
panies reported an average of 84 r 
frigerator sales per 1,000 customer 
down 7.7 percent from the 91 figur 
of a year ago. Only areas to show a 
gain were New England, the South 
Atlantic and West South Central 
regions. Projected nationally, 84 sale 
per 1,000 customers would mean a 
total of 3,553,754 refrigerator 
Electric Ranges. A total of 168 com 
panies provided figures on range sal 
which showed sales of 24 per 1,000 


customers, compared to 31 in 1951—a 
drop of 22.6 percent. The decline was 
general throughout the reporting areas 
with the two exceptions of the South 
Atlantic and East South Central re 
gions. Projected nationally, 24 ranges 
per 1,000 customers would mean 
1,015,358 units sold 

Water Heaters. A total of 165 cus 
tomers provided data on water heater 
sales and the figure showed sales of 16 
units per 1,000 customers—a drop of 
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) percent from the 17 units per 1,000 
registered in 1951. As in the case of 
ranges, the decline was uniform except 
for New England and the East South 
Central group where slight gains wer 
made. Projected nationally, 676,906 
water heaters. 

Home Freezers. Home freezer sale 
stimulated by food plans in some sec- 
tions, were reported on by 144 power 
companies. ‘They reported 18 sales pet 
1,000 customers, compared to 17 the 
year previous—a decline of 5.9 pet 
cent. The impact of the food plan is 
evident in the Pacific coast area where 
sales jumped from 20 to 28 per 1,000 
customers and in the Mountain states 
where they increased from 25 to 31 per 
1.000. The midwest also showed an 
increase. Projected nationally, 18 sales 
1,000 customers would yield 761, 
sales 


per 


519 


Room Air Conditioners. Although r 
ports were received from only 104 com 
this newest sensation of thx 
ummer selling season showed 12 unit 


panies 


iles per 1,000 customers, an increas« 


of 33.3 percent over 1951’s record of 


) sales per 1,000. Even better result 
might have been made if supplies of 
merchandise had been adequate. All 


ions except the Middle Atlantic and 
the Pacifi tates showed 
lhe two mentioned did less than halt 
the business of the preceding vear. Na 


incTeast 





total. However, Consolidated Edison 
of New York last year reported 36,000 
units sold and this year gave no figure. 


Washers—Automatic. A total of 137 
utilities provided figures on automatic 
washers. They showed sales of 36 per 
1,000 customers, compared to 34 the 
vear before, an increase of 5.9 percent. 
All regions contributed to the gain 
with the exception of the East and 
West North Central areas. Projected 
nationally, the figure should be 1,523,- 
038 units. 


Washers—Conventional. On wringers 
ind spinners, 129 companies supplied 
data. They showed 38 sales per 1,000 
customers, a 13.6 percent loss over 
the 44 per 1,000 of the year previous. 
\ll areas shared in the decline except 
the South Atlantic states which showed 
a healthy increase. Projected for the 
countrv. conventional washers would 
hit 1,607,651 units. 


Ironers. Of the 128 companies report 
ing ironer sales, the figures show 6 
units sold per 1,000 customers, com- 
pared to 8 the previous year, a 25 per- 
cent drop. All areas were affected. 
Projected, ironer sales nationally would 


be 253.840 


Clothes Drvers. A total of 148 utilities 
rave dryer data which showed 9 unit 
ales per 1,000 customers—up 12.5 
ent from the 8 figure registered thi 





leans allen Gk WE-omeuy seulliee tts’ come onevions. Cay tha Wek Nest 
1.000 customers should vield 507.67 Central region showed a decline. Pro 
NUMBER OF DEALERS UTILITY MERCHANDISING 
1952 (Figures from 167 Co’s.) (Plans for 1953) 
Dec Dec % Will 
No. Cos. 19511952 Change ill _Not_ 
15 New England 3,319 3,166 4.61 New England 16 2 
18 Middle Atlantic 11,252 11,119 1.18 Middle Atlantic ia 11 
26 East North Central 15,750 15,543 1,31 East North Central 18 13 
18 West North Central 5,656 5,830 3.08 West North Central 18 8 
18 South Atlantic 9530 9,778 2.60 South Atlantic 10 10 
13 East South Central 3,738 3,813 +2.01 East South Central 3 10 
13 West South Central 5,405 5570 +3.05 West South Central 5 14 
21 Mountain 1812 1,820 44 Mountain 7 24 
25 Pacific 6,606 7,224 +9.36 Pacific 3 25 
167 Total 63,208 63,795 93 Total 91 117 
(44.0) (56.0) 














jected nationally, the dryer total w 
reach 380,759 units. 


Vacuum Cleaners. Only 99 utiliti 

were able to give sales data on cleane1 

They showed sales of 32 units per 
1,000 customers, compared to 40 unit 
in 1951—a drop of 20 percent. Onl 
two areas showed gains—the South At 
lantic and Mountain states. Projected 
nationally 1,353,811] 


cleaners. 


would give 


Dishwashers. With 126 companies r 
porting, dishwashers showed sales of 5 
units per 1,000 customers—same as last 
year. Projected nationally, 211,53° 


units. 


Food Waste Disposers. Same story a 
dishwashers. 


Radio. Radio set sales for the home 
as reported by 85 utilities, showed 5S¢ 
sales per 1,000 customers, a drop of 
11.3 percent over the 97 sales pet 
1,000 of the year before. Projected na 
tionallv, the figure would be 3,638,367 


sets. 


Television. Only 95 companies pr 


vided television sales data for th 
reas. It showed 127 sets sold pe 
1,000 customers, down 14 percent 


from the figure of 148 sets per 1,00‘ 

1 veal Only three of the nin 
major regions showed gains—New En 
land. West North Central and W< 
South Central. Projected for the cow 
try, the 127-per-1,000 fgure 


35 ts sold 


igo 


Other Summaries 


Of the 192 companies estimatins 
the number of dealers serving thei 
individual territories, the combine: 
estimate would show a total of 77,40\ 
dealers. A vear ago, 181 companies est 


To get a more 


change in 


mated a total of 67,110 
iccurate picture of any 
volved, w« compared only those com 
panies reporting both years. Thes 
companies totalling 167 said the 1952 
figure was 63,795, compared to 63,20% 
in 1951—in other words, little chang 
was registered over last year. 


Merchandising Plans 


Little change was evident, also, in 
the plans of the various utilities to en- 
gage in direct merchandising activity. 
For 1953, 91 companies, or 44 percent, 
indicated they will merchandise; 117 
companies, or 56 percent do not have 
plans for selling appliances 
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Electrical Appliance Market Data—NATIONAL SUMMARY 





Maine 

New Hampshire 
Vermont 
Massachusetts 
Rhode Island 
Connecticut 


New England 


New York 
New Jersey 
Pennsylvana 


Middle Atlantic 


Ohio 
Indiana 
Hlinois 
Michigan 
Wisconsin 


East North Central 


Minnesota 
lowa 
Missouri 
North Dakota 
South Dakota 
Nebraska 


Kansas 


West North Central 


Delaware 
Maryland 

District of Columbia 
Virginia 

West Vir 8 
North Caroline 
South Carolina 
Georgia 

Florida 


Kentucky 
Tennesse< 
Alabama 


Mississippi 


East th 


BRITISH COLUMBIA 
HAWAII 


NUMBER 
REPORTING 
UTILITIES 


a oe 


> w 


ESTIMATED 
CUSTOMERS 


(Domestic 
& Rural) 


Dec. 31, 1952 


188,200 
126,200 
47,500 
1,249,295 


568,037 


2,179,232 


4,193,170 
1,440,231 
2,529,090 


8,162,491 


2,136,015 
830,816 
2,069,414 
1,638,807 
647,657 


7,322,709 


640,548 
377,619 
193,366 

37,840 
44,450 
165,470 
325,400 


2,384,693 


62,000 
565,670 
255,089 
894,000 
210,675 
770,870 
124,000 
506,325 
675,685 


388,271 
353,633 
443,850 
195,280 


203,295 
87,430 


Refrig- 


erators 


51 
40 


68 


62 


63 
88 
92 


82 
55 
74 
72 
42 


168 


53 


Electric 
Ranges 


20 
17 


24 


27 


24 


23 
35 
31 


28 


21 

35 
10 
22 
28 


23 


19 
93 
24 
61 
53 
36 
29 


24 


16 
28 
20 
49 
23 
47 
40 
70 
53 


44 


59 
Z 


14 


94 
168 


cos 


38 
40 


ESTIMATED UNIT SALES OF APPLIANCES IN 1952 PER 1,000 CUSTOMERS 


Electric 
Water 


16 
19 


15 
28 


13 
24 


10 
16 


26 


56 


20 
32 


19 
49 
17 


16 


(165) 


21 
34 


Home 
Heaters Freezers 


17 
13 
16 
16 
15 


19 
26 


> 
20 
93 
17 


20 
24 
23 
14 
14 
24 
12 


18 


(144) 


cos 


16 


Room 
Condi- Auto. Conv lroners Dryers Vacuum 
tioners Washer Washer 
12 24 2 2 1 
1 17 18 1 3 6 
8 30 21 2 4 20 
(No Figures Received from Utilities Queried in this State) 
4 44 21 9 8 34 
7 32 21 4 5 22 
3 21 20 3 | 22 
39 42 6 ¢ 24 
5 28 61 9 15 38 
4 26 +4 6 12 28 
5 36 44 8 22 49 
7 18 48 3 22 24 
8 26 44 6 7 45 
3 30 38 13 13 108 
2 17 15 4 10 69 
5 28 39 8 14 49 
1 25 40 10 11 21 
3 15 25 7 14 28 
16 24 31 10 8 34 
16 1 21 40 66 
5 18 7 ay 24 19 
11 36 57 7 
19 37 28 9 7 46 
9 24 33 10 11 29 
16 48 32 8 8 48 
9 12 21 2 4 40 
17 48 25 8 12 56 
10 24 16 3 5 10 
2 24 87 2 6 83 
1 24 87 3 2 
16 31 46 1 2 40 
17 65 94 4 7 34 
26 36 28 2 13 
14 34 45 4 5 32 
7 15 68 5 5 19 
36 53 45 si 8 59 
9 62 2 3 25 
5 17 10 1 1 3 
1¢é 33 5¢ 4 5 32 
51 7 46 é 4* 
3 57 52 4 3 32 
6 ] 5 3 1 4 
39 60 44 6 4 25 
33 49 42 5 4 24 
4a 40 17 14 17 16 
3 31 97 14 15 37 
2 27 37 5 29 
<—-91-> 7 9 
24 34 31 3 2 14 
1 36 40 12 12 é 
) sé if 9 9 9 
1 A¢ é 34 37 
88 67 2 44 98 
10 54 28 r et 27 
, 58 1 & 11 3( 
2 36 38 6 , 32 
104 (137 (129 (128) 148 (99) 
cos cos cos cos cos cos 
1 11 60 2 1 74 
21 16 4 6 19 


Cleaners washers 


Dish- 


ocouvw sae 


avrwhrhehew vi 


> 


Food 
Waste 
Units 


- 
o-weo 


Radio 
Sets 


58 


61 


70 
107 


28 


54 


36 
67 
238 
42 
35 
13 


32 
51 
203 
50 
54 


16 
156 
116 


96 
106 
127 

55 


108 


444 
158 


142 


150 


100 
174 


111 


99 


140 
343 


80 


86 
(85 


154 
16 


Tele- 
vision 
Sets 


180 
182 


180 


140 
111 
134 


135 


146 


127 
152 


42 


209 


171 


122 


81 
154 
268 


20 

7 
20 
21 
90 


97 


36 
165 
9¢ 

34 


18 
197 
5 


121 


104 
98 
118 


127 
(98) 
cos 


NUMBER 


DEALERS 
SERVING 
TERRITORY 


405 
233 
200 

1,860 


3,641 


7573 
2,820 
177 


18,170 


4,545 
2,117 
3,339 
3,379 
2,198 


15,578 


142 
1,393 
2,233 

512 
475 
150 
933 


6,438 


100 
487 
200 
3,050 
490 
2,900 
253 
2,030 
2,088 


11,598 


1,156 
557 
1,400 
700 


3,813 


1,010 
1,488 
1,212 
1,648 


7,358 


696 
600 
693 
111 
A440 
196 


159 


1,580 


9R5 
5,152 
1,224 

17,400 


(192) 
cos 


482 
192 


| 
| 


REPORTING 
UTILITIES PLANS 
ON MER- 
CHANDISING 
IN 1953 

Wilt 
Will Not 
1 
? 1 
4 1 
16 2 
4 5 
? 2 
5 4 
1 "1 
4 5 
a 3 
3 2 
3 3 
4 
18 13 
; 1 
4 ‘ 
5 2 
1 
2 
9 1 
2 2 
18 8 
1 
} 
1 
2 
1 1 
1 
? 1 
1 4 
10 10 
1 2 
6 
1 1 
1 1 
; 10 
1 1 
1 3 
8 
) 14 
1 
1 
4 1 
3 
9 
U 24 
1 4 
2 l¢ 
91 117 
2 
2 1 








* Includes New England Electric System Companies Figures as Shown in Br 
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Upright! Only 24 inches wide! « 
Matches new 1953 Gibson 7 
cu. ft. Refrigerator « Gibson 
Exclusive Stay-Packt Shelves 
keep food in place. « Available 
with left or righthand door! 








SEE THE PRICE TAG OF THE NEW 7 CU. FT. FREEZER at your 
Gibson distributor or Space 525, American Furniture Mart, Chicago! 
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The Gibson line is complete— and com- 
pletely wonderful! Uprights or chest 
Culnc models — you've got ‘em all in Gibson. 
You'll have the right freezer for every 


™ 


SELL LBS 





inal 
= 
= 
= 


customer's need when you sell the new 


os Only upright food freezer 1953 Gibson line of Food Freezers! 
Pi a with exclusive Tilt-Out Bin e 

~ oe Stay-Pack? Shelves ond handy From huge 32 cu. ft. models to the pop- 
door shelves ¢ Perfect match 


for new Gibson 11 cu. ft. vlar 11 and the new 7 cv. ft. upright 
Refrigerator! models that'll fit into a small kitchen. So 


line up with Gibson and you get every- 














thing you need in food freezers! 


Lisson 


GIBSON REFRIGERATOR CO. « GREENVILLE, MICHIGAN 


REFRIGERATORS > ELECTRIC RANGES > FOOD FREEZERS > AIR CONDITIONERS 







Americas most complete- 
food freezer for wag 
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NEW ENGLAND 


MAINE 


Central Maine Power Co 


St. Croix Electric Co 


NEW HAMPSHIRE 


Public Service Co. of N. H 


New Hampshire Electric Co 


VERMONT 


Central Vermont Public Service ( 


MASSACHUSETTS 


Cape & Vineyard Electric Co 
Western Massachusetts Electric | 


Brockton Edison Company 


Boston Edison Company 


Cambridge Electric Light Co 
Northampton Electric Lighting C: 


*New England Electric System 


Fitchburg Gas & Electric Light ( 


RHODE ISLAND 
CONNECTICUT 


Connecticut Light & Power ( 


Connecticut Power Company 


Hartford Electric Light Co 
United liluminating Company 


Danbury & Bethel Gas & Electric ¢ 


1) Represents Corp. sales only 


MIDDLE ATLANTIC 


NEW YORK 


Rochester Gas & Elec. Corp 


Long Island Lighting Co 
Staten Island Edison Corp 


Central Hudson Gas & Ele« 


N. Y. State Electric & Gas 
Rockland Light & Power 


Consolidated Edison Co 


Inc 


Municipal Generating Station, | 


ville Center 


Niagara Mohawk P 


NEW JERSEY 
Public Service t lec 


Jersey Central Power & Lial 
N. J. Power & Light 


ywer ( 


& Gas 


Atlantic City Electric ¢ 


PENNSYLVANIA 


Northern Penna. Power C: 


Pennsylvania Electric Co 
West Penn Power Co 
Metropolitan Edison Co 


Luzerne Co., Gas and Elec 
Philadelphia Electric Co. System 


Pennsylvania Power Co., Newcastle 
Pennsylvania Power & Light Co 


Allentown 
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Duquesne Light Company 


f 


rp 





Number of Customers 


(Domestic) 
Dec. 31, Dec. 31 
1952 1951 
(Estimated) (Actual) 

186,500 183,187 
1,700 1,600 
109,600 108,775 
16,600 16,000 
47,500 46 408 
22,200 20,100 
104,000 100,479 
48 000 46 682 
386,000 382,861 
31,500 31,392 
7,525 7,517 
635,000 620 042 
15,070 14,850 
231,587 223,010 
87,000 82,040 
84,150 81,000 
150,800 146,591 
14,500 14,079 


Average 
KW-Hour 
Consumption 


1,930 
75 


1,920 
1,600 


2,050 


1,520 
1,960 
1,940 
1,610 
1,200 
1,400 
1,520 
1,435 


92,450 
2,200 
2,450 
2,030 
1,960 


Refrig- 
erators 


9,500 
80 


4,800 
300 


1)275 


850 


9,400 
31,400 
130 
500 
42,000 
500 


No figures received from Utilities queried in this State 


10,500 
5,000 
3,500 

13,000 

300 


Ranges 


3,700 
25 


1,800 
325 


200 


500 
4,520 
1,800 
7,800 

18 

345 
15,000 
80 


5,500 
1,300 
2,700 
5,500 

129 


1952 SALES OF ELECTRICAL APPLIANCES (UNITS) 


Water 
Heaters 


3,000 
15 


2,100 
350 


125 


400 
2,050 
1,000 
3,000 

10 

150 

4,000 
55 


5,800 
900 
1,150 
3,100 
90 


Room 
Air Auto. 

Freezers Condit. Washers 
500 2,300 
25 15 
600 2,000 
50 20 150 
35 6 120 
100 40 400 

1,115 
500 100 1,000 
1,040 3,460 16,200 
1 100 
100 50 800 
1,800 5,000 16,000 
25 25 100 


500 3,500 
1,500 100 6,000 
1,500 750 5,600 

800 400 9,900 

105 30 174 


* Controls Companies throughout New England, majority of which are in in Massachusetts 


Number of Customers 
(Domestic) 
Dec. 31, Dec. 31 
1952 1951 

(Estimated) (Actual) 
150,123 148 498 
349,738 324,023 
50,100 49 542 
91,000 88,635 
339, 400 330,770 
37,447 38 944 
336,300 2,212,900 
7,000 6,670 
832 062 814,296 
1,065,000 1,034,100 
162,000 152,805 
17,231 74,375 
136.000 127,499 
31,900 31,427 
290,000 283,574 
297,250 289,575 
189,500 185,961 
38 400 38,100 
770,640 744,905 
65,700 63,281 
471,200 459,719 
374,500 368 447 


Average 
KW-Hour 


Consumption 


1,925 
2,040 
1,675 
2,160 
2,325 
1,615 


1,232 


2,350 
2,187 


1,540 
2,148 
2,406 
2,359 


2,297 
2,050 
2,395 
2,509 
1,340 
2,156 
2,620 


1,990 
1,941 


Refrig- 

erators 

14,000 
3,000 


16,000 


53,200 


16,860 
4,000 
12,000 


2,834 
26,200 
19,000 


15,000 


2,000 
72,000 
4,550 


45,000 
47,000 


Ranges 


2,000 
10,000 
500 
2,400 
6,500 


19,800 


4,400 
2,700 
6,100 


1,445 
10,700 
- 9,000 
7,000 
750 
15,000 
2,300 


25,000 
7,800 


Room 
Water Air Auto 
Heaters Freezers Condit. Washers 
1,200 1,800 900 3000 
2800 1,200 
250 400 250 1,400 
2,000 
5000 4500 7,000 
7,500 6,300 1,500 17,000 
4,350 2,200 7,500 
2,400 600 1,800 
5,500 5,000 
835 710 94T 
5,400 5,900 ; 9,300 
6,300 3,500 425 5,500 
,5,000 3,000 800 4,000 
400 300 400 
8,000 11,000 
1,000 1,000 1,400 
16,500 15,000 2,500 15,000 
900 3,700 3,500 13,000 
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Conv. 
Washers 


4,500 
65 


2,000 
250 


325 


300 


1,500 
8,700 
60 

530 
12,500 
200 


4,600 
1,000 
2,000 
4,200 

35 


Conv 
Washers 


17,500 


6,750 


18,000 
14,000 


400 
3,800 


30,000 
28,000 


lroners 


350 
15 


150 
25 


40 


80 


300 
820 
10 
100 
1,500 
15 


550 
2,500 
750 
1,200 


lroners 


600 


1.400 


1,400 


1,030 
300 


96 
2,000 
2,300 

100 
650 


3,000 
6,500 


1953—ELECTRICAL 


Dry ers 


300 


300 
75 


30 


100 
845 
300 

1,400 

10 
50 
3,000 
30 


800 
1,500 
1,450 

950 


Dryers 


2,000 
50 


2,000 


5,600 


1,050 
300 
900 


260 
4,400 
3,700 
3,000 

50 
11,000 
1,200 


7,000 
7,200 


Vacuum 
Cleaners 


2,000 
25 


100 


150 


1,500 
11,800 
100 
500 
8,000 
100 


5,000 
6,000 
3,000 


50 


Vacuum 
Cleaners 


4 000 


18,000 


3,850 


7,500 
500 


1,400 


20,000 


Dish- 
Washers 


40 


350 
1,500 
2,000 

700 

25 


Dish- 
Washers 


300 


3 600 


1,050 
175 


90 
1,200 
700 
1,000 
50 
5,000 
250 


3,500 
2,300 


MERCHANDISING 





Food 
Waste 
Units 


25 


300 
1,440 
5 

100 
1,000 
20 


225 


300 
2,500 


Food 
Waste 
Units 


500 


2,100 


650 


50 
1,000 
200 


1,700 





Radio 


55 


2,500 
32,130 


2,000 


30,000 
200 


5,000 
5,000 


Radio 


11,000 
600 


30,000 


64,000 


28,000 
20,000 





T-V 


24,650 
7,500 
46,450 


1,000 
135,000 


20,000 
15,000 
23,500 


T-V 


10,000 
3,200 


50,000 


128,500 


18,000 


4,275 
37,000 
32,000 


95,000 
10,000 


50,000 
80,000 





Retrig- 


erators 


95 


75 


92 


85 
87.3 
70 
90 
90 
72 


89.0 


90 
95 
92.0 
80 


Retrig- 
erators 


90 


91 


87 
92 


74 


95 
91 


99 
85 
90 


84 
87 
92 
93 
67 
80 
89 


90 
96.8 


Ranges 


20 


49 


44 
34 
35 
15.1 


30 
17 


21.8 


21 
32.6 
22.3 


60 


Ranges 


17 
15.9 
19 


15 
27 


18 
29 
46.18 


36 
28 
30.5 
32.8 
15 
19 
32 


36 
9.5 


Water 


14 
15 


12.6 


13.3 
9.1 
40 


Water 
Heaters 


12 
26.87 


22 
13 
14 
20.3 
Pe 
11 
13 


14 
2.0 


ELECTRICAL MERCHANDISING—JANUARY, 


20 


2.0 


- 
3.9 
10 


Freezers 


15 


14 

10 
6.8 
9.6 


10 


13 
4.7 


1953 


Room 


Room 


Condit. 


Auto. 


Conv. 


Heaters Freezers Condit. Washers Washers 


2 80 
20 20 
15 50 
20 80 
Pe 57.8 
15 50 
_ RED: eles = 
14 68 

<30> 

9.0 65.0 
30 50 
be Re 65 
27.3 52.0 
2 80 
Auto. Conv. 


Washers Washers 


30 62 
22 68 
11 

22 62 
30 60 
11 46 
ky 36 
15 ica 
14 86 
12 83 
10 74 
<1 > 
11 75 
15 80 
14.1 85.3 


26 
9.7 


10 
10 
7.7 


18 
13.1 
7.7 


lroners 


20 


PRESENT SATURATION (Percent) 


lroners Dryers Cleaners Washers 


Dryers 


3.5 
46 


Food 
Vacuum _Dish- Waste 
Units 
90 1 2 
80 
90 5 1 
75 3 2 
62.0 2.3 2.6 
95 10 10 
75 2.2 tz 
88 2 2 
84.0 1.8 8 
80 2 1 
90 17.5 10 
2.6 d 
90 3 2 
Food 
Vacuum Dish- Waste 
Cleaners Washers Units 
95 3 4 
92 2 1 
85 5 
95 5 2 
75 3 1 
50 5 1 
2 
2 
78 1.4 Be 
80 3 3 
80 
70 5 2 
‘ 3 2 
88.6 1.8 2.3 


Redio 


100 


98 
119.0 


99.9 
95 
98 


120 
130 


97 


Radio 


160 
100 


95 
100 


98 


95 


98 
200 


100 
97 


120 


186.1 


TV | 


20 
53 
60 
65.4 


20 
70 
65 


52.0 | 


55 
56 | 
70.2 | 
40 


T-V 


65 
60 


30 
65 


78 


80 
70 


50 
35 
65 


19 
38 
39 
50 


83 
37 


33 
71.5 


No. of 


Serving 
Territory 


400 


170 
63 


200 


35 
164 
84 
484 
50 

28 
1,000 
15 


600 


108 
210 
25 


No. of 
Dealers 
Serving 
Territory 


342 
300 
58 
218 
1,025 
100 


3,000 


25 
2,505 


2,000 
320 
150 
350 


175 
774 
900 
575 
710 
1,825 
158 


2,100 
1,200 


Did Co, 
Merchandise 
in 19527 


Yes 
Yes 


Yes 
Yes 


Yes 


Yes 
No 
Yes 
Yes 
Yes 
Yes 
Yes 
Yes 


Yes 
Yes 


Yes 


Did Co. 
Merchandise 
in 1952? 


Yes 
Yes 
Yes 
No 


Yes 


No 
No 


Yes 
No 
No 
Yes 


No 
No 
No 
Yes 
Yes 
Yes 
Yes 


Yes 
No 


Plan to 
in 19537 


Yes 
Yes 


Yes 
Yes 


Yes 


Yes 
No 
Yes 
Yes 
Yes 
Yes 
Yes 
Yes 


Yes 


Yes 
Yes 
No 
Yes 


Plan to 
in 19537 


Yes 
Yes 
Yes 
No 
No 
Yes 


No 


No 
No 


Yes 
No 
No 
Yes 


No 
No 
No 
Yes 
Yes 
Yes 
Yes 


Yes 
No 


Tremendous new sales possibilities are yours in 
the new GOLDEN LEISURE LINE of Harder- 
Freez Home Freezers... superbly styled by 
Sheldon Rutter... and incorporating many ex- 
citing new sales-boosting convenience features! 
Packaging Pantry! Pie-Tainer! Sno-flake Store- 


house! Chalk-up Chart! And many others! 


Get all the facts! See Harder-Freez before you 


take any action on any white goods line! 


Remember: Harder-Freez has a unique proposition! 
Market hasn’t even approached saturation—no 


trade-ins no “‘must handle”’ items full line 


See us in Chicago Jan. 5-179 
Preview at the Hotel Croydon 
Suite 1511-—Corner of Rush 





(15, 20, 25, 35 cu. ft. Upright models; 15 and 


20 cu. ft. Chests)—national advertising—-co- 


operative advertising plan—outstanding value 

proved performance! And now we’ve added 
that powerful, tested sales stimulant modern styl- 
ing—with a host of brand new features that make 


the big difference in closing sales faster! 


If you want golden leisure for yourself in the years 
ahead, go to work now with the fastest-moving 


freezer line—-Harder-Freez! 


A FEW EXCLUSIVE TERRITORIES ARE AVAILABLE. Call, wire or write 


— Harder-Freez Division, Tyler Fixture Corporation, Niles, Michigan. 





the freezer that's 9 ways easier! 
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Delaware Power & Light Company| 
(Southern Division) cvcseel 

Eastern Shore Public Service Com-| 60,570 
pany of Maryland............ 

Eastern Shore Public Service Com-| 
pany of Virginia.............. 


DISTRICT OF COLUMBIA 


Potomac Electric Power Co... 255,089 
VIRGINIA 

Appalachian Electric Power Co 397,000 

Virginia Electric & Power Co... 497,000 
WEST VIRGINIA 

Wheeling Electric Company.... 35,675 

Monongahela Power Company 175,000 
NORTH CAROLINA 

Carolina Power & Light Co... 297,870 

Duke Power Company 473,000 
SOUTH CAROLINA 

South Carolina Electric & Gas Co 124,000 
GEORGIA 

Georgia Power & Light Co..... 25,125 

Savannah Electric & Power Company 41,200 

Georgia Power Company , . 440,000 
FLORIDA 

Florida Power Corporation 127,060 

Gulf Power Company 54,678 

Tampa Electric Company 85,407 

Florida Power & Light Company 330,000 


Municipal Electric Plant, Jacksonville 78,540 


CENTRAL ort 


(Estimated) 
ARKANSAS 
Arkansas-Missouri Power Co., 

Blytheville 29,164 

Arkansas Power & Light Co 217,483 
LOUISIANA 
Central Louisiana Electric Company, 

Inc 66,100 
New Orleans Public Service, Inc 139,100 
Louisiana Power & Light Co., New 

Orleans 147,200 
Southwestern Gas & Electric, Shreve- 

port. . 137,541 

OKLAHOMA 
Oklahoma Gas & Electric Co 246,800 
Public Service Co., Tulsa 170,500 
TEXAS 
City Public Service Board (San 

Antonio) 126,925 
El Paso Electric Company 50,375 
Gulf States Utilities Company 191,025 
Texas Electric Service Company 177,800 
Texas Power & Light Company 250,700 
Central Power & Light Co 148,000 
Southwestern Public Service Co., 

Amarillo 109,414 
Houston Lighting & Power Co 305,000 
West Texas Utilities Co 80,000 
Dallas Power & Light Co 159,500 
Electric Dept., City of Austin 34,000 
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wW | of Cc i, s 
SOUTH ATLANTIC, “= 
Dec. 31, Dec dt, — 
1952 1951 
(Estimated) (Actual) 
DELAWARE 
Delaware Power & Light Co. 
(Northern Div.) re 62,000 59,033 
MARYLAND 
Consolidated Gas, Electric Light & 
Power Co. of Baltimore........ 381,700 364,977 
Potomac Edison Company... . 123,400 119,313 


59,000 


241,590 


389,619 


472,111 


35,448 
169,706 


235,797 
458,000 


111,338 


23,331 


39,365 | 


415,752 


114,664 
50,242 


80,228 | 


307,358 
74,589 


WEST SOUTH Number of Customers 
(Domestic) 


(Actual) 


29,164 
224,250 


62,313 
134,881 


140,274 


131,925 


236,600 
160,827 


119,845 

48,993 
182,092 
166,881 
243,997 
141,512 


101 686 
285,659 
79,801 
151,555 
31,079 


Average 


KW-Hour | 


Consumption 


1,758 


1,700 


2,277 


1,950 
2,380 


1,705 
1,425 


2,757 
3,140 


2,560 
2,450 
2,831 


2,400 
2,629.5 
2,525 
2,515 
3,265 


Average 
KW-Hour 


Consumption 


1,581 


1,846 
1,373 


1,553 


1,455 
1,450 


1,366 
22,120 
1,777 
1,995 
1,336 
1,484 


1,570 
1,960 


2,279 
1,550 


Retrig- 
eretors 


3,000 


21,350 
8,000 


3,700 


24,000 
40,000 


14,750 


43,000 
18,000 


15,000 
4,450 
3,000 


63,080 


12,900 
5,000 


40,000 


Refrig- 
erator 


14,800 
52,232 


| 23,000 


14,000 


17,639 


31,000 


22,000 

7,200 
19,000 
20,000 
26,162 
16,000 


15,703 
30,000 

6,000 
17,000 


1,000 


7,500 
6,400 


2,100 


5,240 


23,500 
20,000 


630 
4,150 


24,500 
12,000 


4,900 


1,570 
1,800 
32,100 


6,410 
2,200 
5,000 

18,000 


820 
9,602 


600 
250 


900 


1,117 


4,012 


800 
1,250 
4,600 
1,700 
6,532 
2,800 


2,702 
2,000 
2,000 
1,900 


1952 SALES OF ELECTRICAL APPLIANCES (UNITS) 


Water 
Heaters 


600 


3,200 
4 400 


1,600 


1,023 


11,000 
12,000 


240 
675 


13,000 
30,000 


1,900 


700 
2,000 
7,550 


4,350 
840 
2,100 
12,000 


Water 
Heaters 


385 
2,569 


400 


287 


310 


60 
1,050 
1,275 
120 
434 
600 


470 
350 


Room 
Alr Auto. Conv. 
Freezers Condit. Weshers Washers 
500 1,000 3,000 2,000 
1400 4,500 < 10,000 —> 
350 1,500 2,700 
1,200 420 1,500 2,600 
5,100 4,370 12,260 6,490 
12,000 5,000 12,000 8,000 
3,975 325 4,300 15.200 
9,000 300 7,000 26,000 
1,700 
1,800 2,000 3,900 5,700 
450 230 670 1,540 
1,000 700 1,000 1,000 
10,800 7,820 31,400 45,000 
900 1,300 3,430 4,260 
360 275 760 400 
1,000 1,700 3,600 4,200 
5,000 12,000 14,000 8,000 
Room 
Air Auto. Conv. 
Freezers Condit. Washers Washers 
290 292 900 
11,082 8,039 12,276 18,180 
4,000 8,600 11,200 8, 400 
3,600 5,000 5,500 5,500 
33526 2.785 3,902 8,088 
7,200 2,700 3,112 2,040 
1,500 2,500 7,000 12,000 
1,400 
5,000 6,500 Se eh ia 
4000 5,000 12,700 8,500 
13,812 12,717 <= 21,347 > 
4,500 3,000 8,000 10,000 
Sn. 2.0. eee 
9,000 23,700 20,000 12,000 
1,100 1,500 2,000 1,200 
3,600 1,600 10,000 3,000 
JANUARY, 
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lroners 


500 


350 
400 


600 


1,935 
1,500 


450 


800 


185 


50 


2,000 


270 
100 
210 
1,500 


lroners 


1,417 


550 


614 
1,260 


700 


1,600 
2,078 
1,000 


970 
800 
100 
800 


500 


1,600 
600 


225 


2,970 


2,300 
2,500 


400 
780 


600 


220 


30 
200 
3,250 


220 
150 
120 

1,000 


Dryers 


1,277 


500 
500 


308 


490 


250 


250 
1,864 
500 


582 
1,500 


750 


3,000 


14,000 


3,500 


14,200 


5,000 


5,000 


200 
1,000 
16,000 


1,190 
400 


5,000 


Vacuum 
Cleaners 


9,194 


6,600 


2,280 
1,860 
2,000 
6,206 


6,500 


7,500 


Dish- 
Washers 


300 


1,000 
350 


400 


2,000 


680 


800 


90 
150 
2,400 


410 
100 


180 
1,500 


Dish- 
Washers 


1,191 


1,450 
900 


630 








Food 
Waste 
Units 


150 


1,500 
300 


100 


4,200 


1,500 


820 


Food 
Waste 
Units 
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Radio 


2,000 


15,900 


6,500 


51,900 
25,000 


9,500 


2,000 


3,930 


11,300 
3,000 


45 ,000 


Radio 


T-V 


5,000 


63,860 


4,200 


68,250 
30,000 


3,500 


11,000 


2,500 | 


640 


750 | 


740 | 


250 


45,000 


TV 


| Refrig- 
| erators 


87 


76.7 
90 


87 


86 


83 


92 


81 


| 96.5 


90.4 
67.4 
95 
85 


Refrig- 
erators 


Water Room 
Ranges Heaters Freezers Condit. 
15 7 3.5 4.0 
11.3 4.2 2.2 4.0 
40 20 
21 13 12 2 
13 2.2 5.7 4.7 
35.3 Toe: case 

15.8 
17.4 4.4 i 
15.7 22 ‘a .03 
42 31 8 —1 
45 38 3 
34 18 8 2 
44.4 28.3 6.3 1.5 
35 25 7 4 
40.5 21.8 18.3 3.5 
42.9 37.4 4.3 2 
29.7 13.7 2 9 
43 22 8 ares 
41 42 S 5 

Water Room 


Ranges Heaters Freezers Condit. Washers Washers  lroners 





1953 


PRESENT SATURATION (Percent) 


Auto. Conv. 
Washers Washers lroners 


<_-o37> 719 
<= 661> 3.8 
17 77 3 
17.3 34.0 94 
32 81 6.7 
5 40 —1 
26 24 5 
9.4 32.2 2 
12 37 
31.0 51.0 3.5 
12.1 34,7 3.6 
6.9 143 2.1 
Auto. Conv. 


Food 

Vacuum _Dish- Waste 

Dryers Cleaners Washers Units 
2 85 3 1 

9 44,3 1.4 1.5 

7 72 1 6 

2.7 50 3.4 4.6 

1 

1.2 72 1 1.7 
—1 75 1 1 
2 80 1 1 

3 23.3 1.3 Bs 
a ex's 1 1 

5.7 57.0 3.0 2.5 

F 46.5 8 9 

1.1 39.2 9 

Food 

Vacuum _Dish- Waste 

Units 


Dryers Cleaners Washers 


Radio 


98 


95 


98 


100 


95 


98 


100 


98 
95.2 


Radio 


T-V 


77 


87.1 | 


20 


69 


3.8 


T-V 


No. of 


Temitory 


100 


250 


200 


1,350 
1,700 


80 
410 


1,500 
1,400 


130 
100 
1,800 


390 
75 
133 
1,424 


No, of 
Dealers 


Territory 


Did Co. 


Merchandise Plan to 


in 1952? 


Yes 
Yes 


Yes 


No 


No 
No 


Yes 
Yes 


No 
Yes 


No 
Yes 
Yes 


No 
Yes 
No 
No 
No 


Did Co. 


Merchandise 


in 19527 









in 1953? 


Yes 
Yes 


Yes 


No 


No 
No 


Yes 
Yes 


No 
Yes 
Yes 


No 
Yes 
No 
No 
No 


Plan to 
in 19537 





1953 GENERAL ELECTRIC RANGES 





again set the pace! 

















NEW! Beautiful Stratoliner. A joy to use. It brings you... 


the new Extra-Ili-Speed Calrod Unit. Mammoth 3-Way 


Oven, Deep-Well Fryer that changes to Thrift Cooker 


or surface unit. Tel-A-Cook Lights. Minute-Timer. Au- 






NEW! Deep-Well Fryer. Another General Electric first. 
Automatically controls fat at frying temperature. Same 
type used by top chefs for perfect French-fried potatoes, 
onion rings, doughnuts, chicken, sea food, ete. Extra- 


large capacity. 





tomatic oven control to “watch” your baking. Warming 
drawer .. . and many other features. $449.95** at your 


General Electric dealer. (See classified phone book.) 


General Electric Company, Louisville 2, Ky. 





+ 


“=. 


AMAZING! Tel-A-Cook Lights. Push a button —for the 
heat you want, from warm to speed high. Tel-A -Cook 
Lights—a different color for each button —tell you from 


and at what cooking 


across the room which unit is on g 


heat. Perfect results are easy. 


GENERAL @@ ELECTRIC 


JANUARY, 


1953—ELECTRICAL MERCHANDISING 


The marvelous speed of General Electric's Extra- 
Hi-Speed Calrod® Unit is proved by United States 
Testing Co., Test Report EA99IA. It's the fastest 
cooking unit on any leading home electric range.* 

General Electric cooking is clean. Pots don't get 
black on the bottoms. Calrod cooking units are 
hinged so drip pans can lift out. A damp cloth cleans 
enameled surfaces. Electric cooking is safe, too. 

It costs very little to cook electrically Based on 
a national average of 2¢ a kilowatt hour and figuring 
normal use by a family of 4, you can use a General 
Electric Range for about $2 a month. And you can 
buy a G-E.... for about $2.15 a week (after small 
down payment). See your dealer for details 


*Test Report E4991 A, 6-12-52 
using one each of 5 leading electric ranges 


made with utility-size units, 


AUTOMATIC ELECTRIC 


“SPEED COOKING’ 


RANGES 





NEW! Fastest Home Electric Unit. Beats “speed units” 
on other leading ranges. Saves electricity and time. Food ~, 


tastes better. Vitamins don't boil away. Calrod unit is 


self-cleaning —spilled liquids evaporate, foods disappear. 





NEW! Mammoth-size, 3-Way Oven. Bakes and browns 


evenly 


in any oven position. Master oven holds meal 
for 18. For power-saving one shelf cooking, shift bake 
unit and get smaller Speed Oven. Super Broiler gives 
meats delicious “charcoal broiled” flavor. 


** Manufacturer's recommended retail prices. 

















@ New “first”—an Automatic Deep-Well Fryer 
e@ New Extra-Hi-Speed Calrod® Surface Unit 
@ New Mammoth Oven . . . holds meal for 18 
@ New styling that means easier selling 


A new, expanded line with a new feature-packed range in every price 


bracket. 


The spread below announcing the new line appears in color in the 
January issue of Life. A consistent schedule of follow-up ads will appear 


in national magazines throughout 1953. 








and TV shows. 




















SuperSpeed Cooking 
With the fastest home electric unit 


Choose your favorite General Electric Range now. Each has special 





features. 5 have the wonderful, new Extra-Hi-Speed cooking unit. 











THE CONSTELLATION 
Two complete Ovens! The convenience of two-oven cooking at a single-oven 
range price. Both ovens completely equipped for baking, roasting and_ broiling. 
Bake rolls while you broil or roast. Easy-to-use Oven Timer controls Master Oven. 
New Extra-Hi-Speed Calrod Unit for fastest cooking. White pushbutton surface 
unit switches —one for each heat, from warm to speed-high. Minute Timer. 
Two Appliance outlets. 2 storage drawers. Fluorescent lamp. Price, $359.95** 








THE LIBERATOR 








THE AIRLINER 
Pushbuttons. New Oven Timer. Has the same pushbutton controls and same 
size Mammoth Master Oven as the Constellation! Simplified Oven Timer. New 
Extra-Hi-Speed Unit for fastest surface cooking. Deep-Well Cooker for thrift 
cookery. Deep-Well Calrod unit raises for fourth surface unit. Minute Timer buzzes 
for cooking up to 60 minutes. Two appliance outlets—1 automatically timed. 3 big 
storage drawers. High back-splasher, full-length fluorescent lamp. Price, $309.95*" 











BING and JOAN 


Listen to those great salesmen, Bing Crosby 
and Joan Davis, sell General Electric Ranges 
“every week on the big General Electric radio 


General Electric Company, Major Appliance 
Division, Louisville 2, Kentucky. 





De Luxe All-Calrod Two-Oven 
Companion of the G-E Stratoliner. 
Has new Deep-Well Fryer and Tel-A- 
Cook Lights. New Extra-Hi-Speed Cal- 
rod Unit. Minute Timer, long fluores- 
cent light. Automatic Oven Timer con- 


trols both ovens. Condiment set, heated 


Salt Conditioner. Price, $499.95** 





THE SPEEDSTER 
3-Way Oven. Tel-A-Cook Lights. 
Has Mammoth 3-W ay Oven and lighted 
pushbuttons shown on opposite page 
New Extra-Hi-Speed Cooking Unit. 
Deep-Well Cooker with fourth raisable 
surface unit. Minute Timer to “watch” 


your cooking. Also has an Auitomatic 


Oven Timer. Price, $369.95** 
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THE STEWARDESS 


Deep-Well Cooker. Master-Size 
Oven. Low pric ed, yet with same size, 
automatically controlled Master Oven 
as General Electric De Luxe Ranges! 
Deep-Well Cooker. Extra-Hi-Speed 
Calrod Surface Unit. 3 large storage 


drawers. Fluorescent lamp, Easy-to-use 


rotary switches. Price, $259.95** 





THE BEACON 


Economy Price—Luxury Features. 
So inexpensive, yet Mammoth Master 
Oven holds meal for 18 . . . largest 
turkey and trimmings. **Charcoal-type” 
Super Broiler. Oven temperature con- 


trol. Appliance outlet. Storage com- 


partment. Extra-Hi-Speed Calrod sur- 


face units, Price, $189.95** 





EAST NORTH 













































EAST SOUTH 
CENTRAL 


KENTUCKY 
Louisville Gas & Electric Co 
Kentucky & West Virginia Power Co 
Kentucky Utilities Co 


T ENNESSEE 

Knoxville Utilities Board 

Electric Power Board, City of Nash 
ville 

Memphis Light, Gas & Water 
Division 

Kingsport Utilities, Inc 

Electric Power Board of Chattanooga 

Bristol Electric System 


ALABAMA 
Alabama Power Company 
Birmingham Electric Co 


MISSISSIPPI! 
Mississippi Power & Light Co.. 
Mississippi Power Company 
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Number of Customers 


* Est. Customers as of Sept. 30, 1952 


(Domestic) 
CENTRAL a 
1952 1951 
(Estimated) (Actual) 
OHIO 
Columbus & Southern Ohio Elec. Co 301,550 186,444 
Cincinnati Gas & Electric Co 306,000 298 598 
Toledo Edison Company 149,639 145,375 
Cleveland Electric Ill. Co 407 600 392,457 
Central Ohio Light & Power Co 21,250 20,441 
Ohio Power Company 330,500 323,843 
Dayton Power & Light Co 183,700 178,511 
Ohio Midland Light & Power Co 11,776 11,163 
Ohio Edison Company 424,000 409,039 
INDIANA 
Northern Indiana Public Service Co 164,500 154,403 
Indianapolis Power & Light Co 155,600 151,547 
Southern Indiana Gas & Electric Co 53,100 51,888 
Public Service Co. of Indiana, Inc 227,000 216,580 
Indiana & Michigan Electric Co 213,000 204,853 
Citizens Heat, Light & Power Co 4,100 4,154 
Richmond Municipal Electric Light- 
ing & Power Plant 12,916* 12,812 
ILLINOIS 
Central Illinois Public Service Co 
(Rockford) 184,000 181,338 
Central Illinois Elec. & Gas Co 45,414 43,789 
Ilinois Power Company 263,000 256,985 
Central Illinois Light Co 91,000 88,000 
Commonwealth Edison Co. and Pub- 
lic Service Company of No. Ill 1,486,000 1,449,500 
MICHIGAN 
Department of Municipal Serv (Aug. 1952) 
(Wyandotte) 10,869 10,748 
Edison Sault Electric Company 9,500 9,402 
Detroit Edison Company 940,000 911,249 | 
Board of Water & Electric Light 
Commissioners, Lansing 34,648 33,952 
Consumers Power Company, Jackson 627,661 610,585 
Upper Peninsula Power Co 16,129 17,383 
WISCONSIN 
Wisconsin Public Service Corp 128,887 125,887 
Lake Superior District Power Co 16,400 16,309 
Wisconsin Power & Light Co 144,570 141,700 
Wisconsin Electric Power Co 357,800 346,049 


Number of Customers 


(Domestic) 
Dec. 31, Dec. 31, 
1952 1951 
(Estimated) (Actual) 
131,518 128,592 
77,000 76,455 
179,753 171,816 
58,000 56,525 
86,000 83,463 
120,000 112,553 
16,400 16,138 
62,555 60,618 
10,678 10,220 
338,800 326,106 
105,050 101,756 
122,000 116,021 
73,280 68 400 


Average 
KW-Hour 


Consumption 


1,800 
2,000 
2,552 
2,320 
2,600 
2,460 
2,291 
2,270 
2,690 


1,860 
2,457 
2,315 
1,730 
3,120 
2,315 


1,830 
2,280 
1,880 
2,325 


2,010 


150 
1,979 
2,325 


2,975 
2,609 
1,800 


1,990 
2,600 
2,230 
2,585 


Average 
KW-Hour 


Consumption 


2,030 
1,570 
1,849 


5,900 
6,700 


1,950 
4,250 
6,721 
5,578 


2,600 
1,839 


1,490 
1,611 


Retfrig- 
erators 


36,000 
12,000 
34,000 


14,000 
300 
25,000 


6,000 
5,580 


15,100 
3,500 


5,000 


110,400 


650 
77,000 


4,000 


35,000 
1,600 


4,500 
10,000 
12,000 


Retrig- 
erators 
8,000 


24,248 


5,500 
8,500 
14,000 


6,000 


40,800 
10,000 


5,500 


7,200 
5,000 
10,000 
1,000 
17,000 
5,000 
200 
12,000 


4,000 
1,200 


9,500 
150 


4,450 
700 


1,000 


11,400 


500 
275 
16,000 
2,500 
16,000 
700 


2,500 
5,500 
10,000 


Ranges 


500 
3,600 
13,080 


4 600 
5,600 
2,000 


1,500 
5,000 


19,850 
3,200 


1,000 


1952 SALES OF ELECTRICAL APPLIANCES (UNITS) 


Water 
Heaters 


4,400 
2,900 
3,700 

650 
8,000 
2,300 

225 
6,000 


2,500 
500 


9,000 
140 


2,550 
550 


1,200 


5,700 


50 
200 
14,000 


700 


6,000 
300 


3,100 
4,000 
8,000 


Water 
Heaters 


1,420 
1,200 
4,750 


7,000 
4,500 
650 


1,600 
3,000 


6,950 
800 


Freezers 


8,500 
2,200 
5,100 


3,500 
100 
6,000 


2,000 
725 


5,100 
900 


2,500 


19,500 


100 
160 
15,000 


Freezers 


700 
3,200 


1,000 


7,350 
1,000 


1,500 


Room 
Air 
Condit. 


3,500 


1,000 


300 
10 
1,500 


1,000 
525 


300 


11,600 


300 


Room 
Ait 


Condit. 


400 
1,900 
300 
4,000 
3,500 


4,000 


3,000 
1,174 


JANUARY, 


Auto. Conv. 
Washers Washers 


12,500 25,000 
<- 7,000 —> 
16,000 14,000 


7,000 10,000 
150 100 
15,000 12,000 


2,500 .... 
1,200 2,575 
2,100 9,000 
1,100 2,500 
2,000 1,000 


41,100 66,200 


400 1,000 
200 450 
~<~— 60,000 —> 
2,500 2,500 
< 900 —> 
2,500 2,400 


2,500 5,000 


6,000 2,000 
Auto. Conv. 


Washers Washers 


1,600 5,600 


3,100 15,600 


5,500 4,000 
6,000 5,800 


€ 5000 > 


10,450 23,400 
6,000 4,000 
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lroners 


3,000 
4,000 
800 


100 
2,500 


500 
125 


500 
300 


9,100 


300 
160 
12,000 
600 
70 

800 
500 
1,000 


lroners 


300 
1,500 
750 
200 


800 
200 


Dryers 


7,200 
5,000 
10,800 
350 
7,000 
2,800 
75 
7,000 


3,000 
250 


6,000 
55 


1,150 
600 


500 


10,900 


100 
150 
12,000 
1,000 
50 
2,200 


2,500 
1,500 


Dryers 


610 
400 
800 


400 
1,000 


800 
100 


825 
500 


Vacuum 
Cleaners 


19,000 


19,000 


7,200 


20,000 


1,300 


3,500 


67,000 


Vacuum 
Cleaners 


3,350 


9,500 
1,800 


4,500 


6,200 
5,000 


Dish- 
Washers 


2,500 


1,800 


1,100 


750 
100 


1,150 
200 


200 


3,200 


300 
40 
5,000 


Dish- 
Washers 


715 


250 
1,700 
2,000 
"500 


1,885 
5,000 









Food 
Waste 
Units 


2,600 


3,000 


550 


) 


2,000 


1,500 
100 


400 


300 


250 


4500 


300 
60 
10,000 


600 


1,500 
1,500 


Food 
Waste 
Units 


500 


810 
400 







ELECTRICAL 


Radio 


55,000 


24,000 


13,500 
300 


5,700 


5 000 


80,000 


1,50U 
300 
25,000 


450 


Radio 


8,800 


21,250 


9,500 


13,000 


6.000 


49,000 
7,500 


4,000 





T-V 


65,000 


40,000 


24,000 


500 
65,000 


500 


2,400 


4,000 


200,000 


1,500 
140,000 


8,000 


T-V 


3,600 


7,600 


5 000 


20,000 


25,000 


4,000 


24,600 
18,000 


Retrig- 
erators 


90 
95 
86 


90 
90 
94 


91.6 
87 
78 


719 
80 
77 
88 


88 


95 


90 


97 
81.1 


68 


89 
95 


Refrig- 
erators 


76 


93 


19.6 
80 


78 


Ranges 


15 
40.5 
26 
40.3 
42.5 
22.3 
30 
34 


27.5 
30 

27.4 
50.0 
31.1 


23.5 


17 
20 


10 


75 


33 


77 
30.7 


33 
28 


Ranges 


28.4 


24 


70 


35.9 
20 


10 


Water 
Heaters 


6.5 
12.5 


14.1 
18.6 
11 
20 
11 


+27 
16 

15.8 
32.1 
17.3 


11.5 


ou fo 


24 


Water 
Heaters 


7.6 
13 


54.7 
63 


20.0 
7 
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Freezers 


9.2 


7.8 


05 


10 


Freezers 


Room 
Condit. 


Room 


Condit. 


1953 


Auto Conv. 


Washers Washers 


13.8 75 
< 93 > 
13 92 
10 70 
10 75 
21.5 65.9 
5 71 
3 
12 75 
13 44 
17 73 
22 78 
6 76.5 
13 82 
12 80 
Auto. Conv 
Washers Washers 
<-> 
18 80 
25 64 
<_ 83 => 
26 39 
25 18 


lroners 


9.7 


20 


10 
10 
15 


11.9 


11 
15 


lroners 


10 


PRESENT SATURATION (Percent) 


Dryers 


4.3 
3.5 
5.5 


6 


Dryers 


Vecuum 


Dish- 


Cleaners Washers 


76 


85 


96 
98 
82 


83.2 


65 


80 


81 


92 
95 


Vacuum 
Cleaners 


81 


80 


60 


33 


2.2 


Dish- 
Washers 


Food 

Waste 

Units Radio 
35 97 
5 99 
1 96 
1 98 
2 
2.6 

90 

2 98 
1 97 

10 100 
3 100 
1 
4 99 
3 99 

Food 

Waste 

Units Radio 
1 ) 95 
2 100 
3 93 
1.5 100 
1 98 
1 100 


No. of 
Dealers 
Serving 
Territory 


300 

82 854 
190 
aes 696 
100 

1,275 

716 369 
40 os 
37 761 


} 


59.6 325 
87 
4 1,080 


600 


65 2,250 


75 35 
30 
68 1,200 


68 46 
2,013 
55 


1 610 
128 

8 630 
75 830 


No. of 
Dealers 
Serving 


T-V Territory 


190 
300 
6 666 


62 241 
40 
10 50 
36 


1,250 
45 150 


1 400 


Did Co 
Merchandise 
in 1952? 


No 


Yes 
No 
No 
Yes 
Yes 
No 
Yes 


No 
Yes 
Yes 
No 
Yes 
Yes 


No 


No 
Yes 
Yes 


No 
No 
Yes 


No 
Yes 
Yes 


Yes 
Yes 
Yes 
Yes 


Did Co. 
Merchandise 
in 1952? 


No 
Yes 
No 


No 


No 


No 


No 
No 


Yes 
No 


No 





Plan to 
in 1953? 


No 
No 
Yes 
No 
No 
Yes 
Yes 
No 
Yes 


No 
Yes 
Yes 
No 
Yes 
Yes 


No 


No 


No 
Yes 
Yes 


Yes 


No 
No 
Yes 


No 
Yes 
Yes 


Yes 
Yes 
Yes 
Yes 


Plan to 
in 19537 


No 
Yes 
No 


No 


No 
No 
No 
No 





Duo-THERM 






LECIRIFIES 


New, Exclusive Duo-Therm Electric 


CELE Lighter 


on Duo-Therm Oil Home Heaters 



























User turns the dial... electricity lights the heater! 





No matches! No paper! No lighter rod! 
No stooping! No guessing! 


The handy waist-high heater control dial turns the heat on! 


CHE Lighter another revolutionary Duo-Therm first in the home heater field, com- 


parable in sales value to Duo-Therm’s exclusive Dual Chamber Burner and POWER-AIR 
Blower. (And those two sweethearts have made Duo-Therm the best-selling line in history 


and put thousands of dollars of extra profit in dealers’ pockets!) 


© (L4/E Lighter 7 iced ri 
- GY, /* a spectacular new heater sales-starter and extra-profit item. Priced right 


for retail. Factory-installed. No installation problem whatever. 


© CELE Lighter works by radiation. Turn the dial rod to No. 4 or more. Heating element 


starts when the oil flows. Oil is quickly vaporized and ignites. 


e CELE Lighter “space’’ man, complete with radiant ray gun, will promote this new 


Duo-Therm exclusive in the 1953 national advertising, the strongest heater advertising pro- 
gram in the industry. Duo-Therm will supply SELF-Lighter newspaper ads and colorful store 


display material for your local tie-in promotion. 


e CELE Lighter available on 3 beautiful, popular-sized, feature-packed Duo-Therm Oil 


Home Heaters: New Windsor model 957-E, and Imperial models 624-E and 724-E, 


SEE SELF-Lighter at the Furniture Mart Jan. 5 thru 16—Space 517 
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the heater business! 


dd ow ——ee 




















NEW 
Duo-Therm WINDSOR 


HOME HEATER IN OIL AND IN GAS! 


The “class” console in the heater field! The console 
your customers will want, whether they want oil or 
gas. Glamorous fine-furniture styling and mahogany 
finish plus decorative brass grille and door pulls. 
Has 4 radiant doors and every famous Duo-Therm 
performance feature. Sized and styled for more sell- 
up, priced for more mark-up. 

Windsor GAS (65,000 BTU input) 

Model 1457 

Windsor OIL (50,000 BTU output) 


Model 957-E with SELF-Lighter 
Model 957 without electric ignition 


Duo-Therm’s Dollar Derby 
the horse race where you’re sure of the big money! 


Duo-Therm’s ’51 and ’52 sales programs paid off big for Duo-Therm 
dealers. They got in early. They moved faster. They finished farther 
up in the money. The 1953 Duo-Therm Dollar Derby is bigger and 
better than ever. Get in on it. Put your heavy sugar on a sure thing! 


20 Oil Heater Models 9 Gas Heater Models 


Get set for your biggest Duo-Therm year yet! 


DUO-THERM npc... 


Division of Motor Wheel Corporation « Lansing 3, Michigan 








| 
Duo HERM is a registered trade mark of the Motor Wheel Corp. Copyright, 1968 2) 
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WEST NORTH 
CENTRAL 


MINNESOTA 
Minnesota Power & Light Co., 
Duluth 
Otter Tail Power Co 7 ‘ 
Northern States Power Co. & Subs. 
Co & 
Montana-Dakota Utilities Co 


iOWA 
lowa-Illinois Gas & Electric Co., 
Davenport 


Interstate Power Co., Dubuque 
lowa Public Service Co 

lowa Electric Light & Power Co 
lowa Southern Utilities Co 


MISSOURI 
Kansas City Power & Light Co 
St. Joseph Light & Power Co 
Board of Public Works, Poplar Bluff 
Rolla Municipal Utilities. . 
Union Electric Co., St. Louis 
Empire District Electric Co 
Missouri Power & Light Co 


NORTH DAKOTA 


Minnkota Power Cooperative 


SOUTH DAKOTA 
Northwestern Public Service Co 
Black Hills Power & Light Co 


NEBRASKA 
Central Electric & Gas Co 
Consumers Public Power District 
Omaha Public Power District 


KANSAS 
Kansas Gas & Electric Co 
Western Light & Telephone Co., Inc 
Board of Public Utilities, Kansas City 
Kansas Power & Light Co 


MOUNTAIN 


MONTANA 


Montana Power Co 


IDAHO 
Idaho Power Co 


WYOMING 
Cheyenne Light, Fuel & Power 
Western Public Service Co 
Sheridan Div., Montana-Dakota 
Utilities 
Sou. Wyoming Utilities Co 
Rawlins Electric Co 


COLORADO 
Colorado Central Power Co 
Home Light & Power Co 
Public Service Co. of Colo 
Frontier Power Co., Trinidad 
Southern Colorado Power Co 


NEW MEXICO 
Public Service Co. of N.M 
Raton Public Service Co 
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Average 
Number of Customers KW-Hour 


(Domestic) Consumption 
Dec. 31, Dec. 31, 
1952 1951 Refrig- 
(Estimated) (Actual) erators 
50,450 49,256 2,375 4,700 
69,098 68,473 2,300 2,000 
472,000 458,759 2,420 40,000 
49000 47,110| 2,300 2,500 
69,219 66,987 1,723 4,000 
82,000 80,500 2,150 7,900 
86,000 84,627 1,788 5,500 
71,900 16,404 2100 5,000 
62,500 61,500 3,000 
189,000 175,000 2,070 20,000 
32,294 31,890 1,756 2,700 
4,038 3,938 1,560 
3,340 3,126 1,690 
462,850 452,657 2,214 35,000 
51,810 50,466 1,450 
50,034 48 329 2,000 
37,840 37,500 250 1,900 
27,350 26,939 2,500 2,100 
17,100 16,150 2,270 1,200 
4,800 4,569 2,100 20 
78,670 77,331 2,115 
82,000 80,700 2,450 6,700 
122,000 103,533 1,800 9,500 
32,900 32,800 1,800 
35,000 33,032 1,850 
135,500 131,423 4,830 12,000 
Average 
Number of Customers KW-Hour 
(Domestic) Consumption 
Dec. 31, Dec. 31, 
1952 1951 Refrig- 
(Estimated) (Actual) erators 
106,720 103,697 2,530 
100,000 98,551 5,300 9,500 
11,506 10,218 1,964 2,000 
4.325 4.219 1,620 460 
4,534 4,340 1,395 460 
4.990 4.880 1,550 
2,550 2,200 1,750 200 
17,500 16,277 1,874 300 
10,150 9,823 2,640 400 
188,830 177,832 1,690 
3,660 3,609 1,300 420 
34,580 32,713 1,785 2,500 
57,963 55,409 1,530 5,500 


2,280 2,232 2,128 


Ranges 


1,650 
1,500 


6,800 
2,000 


500 
4,400 
1,500 
1,500 

700 


2,500 
1,100 


13,000 
680 
1,200 


2,300 


1,500 
850 


3,100 


2,700 
2,000 

300 
4,500 


Ranges 


4,000 


9,000 


400 
350 


230 
300 
150 
395 


65 
700 
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Water 
Heaters 


1,400 
2,000 


6,500 
700 


400 
3,000 
1,500 
1,500 

832 


600 
350 


5,500 
375 
700 


1,750 


1,400 
350 


20 


1,100 


400 
450 

30 
600 


Water 
Heaters 


1,300 


7,500 


200 
35 


22 


250 
105 


80 
225 


200 





Ren 
Air 
Freezers Condit. 
780 
9,000 500 
1,000 150 
500 200 
5,000 
900. 
1,060 166 
3,000 4,000 
700 180 
6,000 
500 100 
3,200 
600 200 
300 25 
1,900 900 
2,500 4,000 
600 500 
1,800 1,000 
Room 
Air 
Freezers Condit. 
4,000 400 
200 50 
160 4 
140 12 
65 
200 
175 69 
33 5 
500 40 
1,045 
JANUARY, 


Auto. Conv. 
Washers Washers 


<= 3,588 > 


12,000 20,000 


800 600 
1,500 2,000 
1,800 2,000 
600 1,200 
525 2,200 


10,000 12,000 


550 1,400 
7,000 9,100 
500 250 
600 400 
400 600 
400 150 
10 
3,100 4,700 
5,000 4,000 
800 400 


Auto. Conv. 
Washers Washers 


4000 1,750 
300 1,600 
200 340 

70 180 
150 100 
69 150 
100 145 


1,200 1,500 


<= 5,300 > 
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lroners 


264 


5,000 
200 


500 
1,200 


200 
170 


300 


5 000 


250 


800 


200 
200 


1,200 
250 


lroners 


1,400 
200 
28 
50 


25 
97 


200 


420 


350 


5,500 
500 


250 
2,800 


299 


1,000 
200 


5,000 


60 


1,500 


800 
250 


1,400 


1,000 
500 


500 


Dryers 


1,700 


100 
105 


115 


Vacuum 
Cleaners 


1,200 


10,000 
600 


2,000 


3,000 
962 


15,000 
1,000 


7,800 
1,200 


2,500 


600 
250 


1,500 


Vecuum 
Cleaners 


1,600 


210 


92 


85 
1,000 





Dish- 
Washers 


90 


1,500 
100 


200 
300 


200 
73 


1,50( 


100 


140 


60 


600 


150 
50 


300 


600 
300 


Dish 
Washer 


1,000 


150 
30 


100 


10 
100 


204 
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Food 
Waste 
Units 


40 


1,200 
50 


400 
300 


200 
182 


no 


500 
100 


60 


200 


150 
35 


300 


800 
200 


Food 
Waste 
Units 


600 


69 


10 
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Radio 


17,000 


6,000 


2,795 


60,000 
2,000 


1,600 


600 


6,000 


Radio 


10,000 


3,200 


400 


240 


1,050 


305 
4,000 





T-V 


20,000 


6,000 
6,000 


2,000 


50,000 
2,000 


100,000 


1,500 


20 


14,000 


1,000 


60 


wi 


900 


Retrig- 
erators 


88 
76.8 


90 
85 


86 
92 


90 
80 


87 
75 
85 


81 


88 


73 


87 
83 


80 


90 


90 


Refrig- 
erators 


87 


90 


93 
50 


96 


95 


87 
77 


65 


Ranges Heaters 


39.5 
40 


22 
43 


26 
26 


24 
11 
50 


17 
e7. 
26 


Se) 


27 


45 
41 


36 


26 


16 
23 
15 
24.3 


Ranges 


43 


32 
22 


20 


24 
68 


35 


Water 


21.5 7.5 
26 
19 7 
22 10 
1 5 
27 10 
21 4 
8 10 
6 15 
7 6 
50 35 
6.5 
9:3 
13 5 
16.5 21.5 
30 2 
18 6 
25 
14 
3 tz 
7 2 
3 
5.5 12 
Water 
Heaters Freezers 
11 
67 20 
14 14 
3 
1 15 
> 25 
12 3 
30 20 
9 6 
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Room 
Freezers Condit. 


we. 


20 


15 


Room 
Condit 


1953 


PRESENT SATURATION (Percent) 


Auto. 
Washers 


17 


30 


. 


oO 


10 
10 
30 


28 


4 2S 


13 
12 


30 
10 


35 


Auto 
Washers 


25 


20 
12 


Conv 
Washers 


71 


82 
60 


64 


80 
58 


70 
70 
90 


50 


87 


73 
65 


40 
80 


45 


Conv. 


Washers 


85 
80 


75 


95 


69 


85 


lroners 


10 


15 


15 


w 


lroners 


20 


17 


Dryers 


Dryers 


20 


10 


Vacuum 


Cleaners Washers 


83 


76 
80 


85 
65 


80 
65 
90 


78 


40.5 


91 
86 


72 
90 


60 


Vacuum 
Cleaners 


75 


75 
60 


60 


81 


80 


Dish- 


25 


Dish- 


Washers 


No. of 
Dealers 
Serving 
Territory 


T-V 


Food 
Waste 
Units Radio 
3 100 
1 100 
1 
3 115 
2 
2 85 
3 90 
, 
25 95 
100 
4 
3 97 
1 90 
1 95 
1 96 
7 95 
3 90 
4 98 
Food 
Waste 
Units Redio 
2 95 
6 95 
3 150 
5 95 
7 95 
98 
18 87 
3 95 


La?) 


27 


40 
14 


50 
15 
30 


73 


1-V 


10 


242 


78 
715 


300 
300 


400 
75 
20 


,200 


350 
180 


512 


395 
80 


150 


313 
260 

60 
300 


No. of 
Dealers 
Serving 
Territory 


696 


600 


24 
17 


24 
12 
8 


40 
50 
525 
25 


Did Co. 
Merchandise 
in 1952? 


Yes 
No 


Yes 
Yes 


Yes 
Yes 
No 
Yes 
Yes 


Yes 
Yes 
No 
No 
Yes 
Yes 
Yes 


Yes 
Yes 


Yes 
Yes 
No 


No 
Yes 
No 
Yes 


Did Co, 
Merchandise 
in 19527 


No 


Yes 
Yes 


Yes 
No 
Yes 


No 
No 
Yes 
No 


Plan to 
in 1953? 


Yes 
No 


Yes 
Yes 


Yes 
Yes 
No 
Yes 
Yes 


Yes 
Yes 
No 
No 
Yes 
Yes 
Yes 


No 


Yes 
Yes 


Yes 
Yes 
No 


No 
Yes 
No 
Yes 


Plan to 
in 1953? 


No 


Yes 
Yes 


Yes 


No 
Yes 


No 
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Exciting new displays 
designed fo give you 








take-home vdeas” 





that pay! 


When in Chicago visit the great new General Electric 


Major Appliance Showroom 


now permanently in the Merchandise Mart! 


OPENS JANUARY 5, 1953 


Come and see an appliance showroom, featuring the new 
General Electric 1953 line . . . the like of which you’ve 
never seen before! 

Our new display is designed for you. And here’s why: 

You'll find more than a showroom that’s just big and 
grand. You’ll find more than displays that make you say: 
“Swell, if I could only afford them.”’ 

Here’s a “working’”’ showroom that will help you sell. 
It’s full of ideas you can take home, and put to work 


inexpensively in your store. 





In the new showroom, you'll see appliances arranged in 
displays that show the important differences at a glance. 


See the difference 
Sell the difference 
You'll see examples of easily duplicated display devices 
that clearly establish the outstanding characteristics of 
each appliance display. 
You'll see refrigerators, for example, in a basic arrange- 
ment with feature cards that quickly show the sales 
points. These can help you sell up to the de luxe models. 
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Make the G-E Showroom your headquarters. Open all year for your convenience. Complete 1953 








model line now on display. Merchandise Mart room 1115-16-17. Telephone number Mohawk 4-366). 


You’ll see how to “high spot” the leader in each appli- 
ance line. 

You can adapt these economical displays to your own 
use. 

They’ll make it easier for salesmen to sell General 
Electric Refrigerators, Ranges, Dishwashers, Disposalls," 
Lroners, Freezers, Dryers, Room Air Conditioners, Auto- 
matic Washers, and Water Heaters! Remember, these are 
the appliances that ‘“‘most people want most.” 

And, of course, this great new simplified showroom will 
make it handier and easier for you to shop with General 
Electric in Chicago. 


The new showroom has been designed by Amos Parrish, 
well-known architect and retail analyst. 


oor 


Special feature of new G-E Showroom. Special ‘“Tele- 
vision Kitchen” designed by the General Electric Home 
Bureau and featured in the February 1953 issue of 
Woman’s Home Companion. 


Visit General Electric in Chicago. Open all year! 
VERY SPECIAL—See the XR-10 
Be sure to see the amazing General Electric Refrigerator 
XR-10. This experimental refrigerator incorporates many 
new and unique features pointing the way toward a great 
and expanding refrigerator business. 


Major Appliance Division 


Louisville 2, Kentucky 
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Average 





i Number of Customers | KW-Hour 
MOUNTAIN (continued) —“omesticy """ conumotion 





1952 SALES OF ELECTRICAL APPLIANCES (UNITS) 






















































Maui Electric Co., Ltd 7,800 7,520 2,380 300 


* June 1st 
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Dec. 31, Dec. 31, Room 
1952 1951 Retrig- Water Air Auto. Conv. Vacuum Dish- 
(Estimated) (Actual) 1952 erator Heeters Freezers Condit. Weshers Washers troners Dryers Cleaners Washers 

ARIZONA 

Salt River Power District 27,600 25,030 3,000 600 250 200 300 2,500 250 100 150 100 400 100 

Tucson Gas, Elec. & Power Co 42,647 37,709 1,900 wi 3 ae 

Arizona Public Service Co 97,000 90,000, 2,200 10,000 1,000 500 4500 500 4000 3,750 250 200 500 
UTAH 

Logan City Municipal Plant 4950 5,053 3,400 

Telluride Power Co 6,800 6,720 400 400 300 300 

So. Utah Power Co 3,500 3,452 3,400 > at ; ‘ ; 

Spanish City Corp 1,536 1,470 2,500 100 50 25 40 10 50 50 40 50 75 5 

Helper City Light & Power 850 825 300 50 50 15 95 10 75 10 95 50 95 4 

Utah Power & Light Co. and Sub 

sidiary* 

Western Colorado Power Co 158,307 156,592 3,113 10,000 7,850 4500 5,000 . 5,600 6,200 1,750 1,900 9,600 650 
Dept. of Utilities, Provo City 7,227 7,141 438 546 340 122 375 55 379 339 129 103 300 43 
Heber Light and Power 1,300 1,280 2,600 : 

Payson Municipal System 1 500 1,500 5,000 100 50 50 25 5 25 150 15 10 200 20 

*12 Mos. Ending 9/1/52 Actual 

NEVADA 
Caliente Public Utilities 375 300 4,800 35 20 30 20 10 35 35 10 10 25 10 
Elko Lamoille Power Co 1,880 1,778 1,828 
Ely Light & Power Co 1,360 1,329 1,219 
So. Nevada Power Co 12,336 10,730 10,180 
Sierra Pacific Power Co., Reno 24 000 23,005 3,850 2,160 760 410 
Average 
Number of Customers KW-Hour 
PACIFIC (Domestic) Consumption 
Dec. 31, Dec. 31, Room 
1952 1951 Refrig- Water Air Auto. Conv. Vacuum Dish- 
(Estimated) (Actual) erators Ranges Heaters Freezers Condit. Washers Washers troners Dryers Cleaners Washers 
WASHINGTON 
Washington Water Power Co 107,150 103,690 6,100 9,500 8,000 5,000 3,500 10 5,000 5,000 650 2,500 4,000 700 
Grays Harbor P. U. D. No. 1 16,200 16,147 5,367 
Puget Sound Power & Light 151,000 148,035 
Dept. of Public Utilities, Tacoma 48,740 46,581 6,586 2,500 2,000 
Seattle City Light 180,800 177,029 5,900 15,250 12,777 7,200 3,625 16,470 7,222 
CALIFORNIA 
Bureau of Electricity, Alameda 13,500 13,152 2,000 400 250 10 50 200 200 50 50 200 300 
Public Service Dept., Burbank 28,142 26,534 1,940 400 275 30 60 75 250 175 35 25 130 30 
California Electric Power Co 52,000 48 060 2,000 900 750 525 550 1,000 1,000 500 120 150 
Coast Counties Gas and Elec. Co 35,716 34,812 2,250 2,395 660 375 810 1,100 1,175 210 255 2,500 210 
Pasadena Municipal Light and Power 38,300 37,108 1,762 700 50 
Dept. of Light & Water Power, 

Anaheim 6,500 6,167 1,200 
Modesto Irrigation District 823 18,140 17,441 2,700 
Pacific Gas and Electric 1,165,000 1,114,502 2,259 88,000 20,000 6,650 30,350 13,250 58850 34950 8,100 12,850 24,350 6,475 
Electric Division, City of Palo Alto 9,657* 8,778* 1,830 
City of Riverside Public Utilities 17,050 15,704 1,900 
Dept. Water & Power, Los Angeles. 610,000 587,498 1,780 4,500 2,000 20,000 44,000 .. 2,150 
California-Pacific Utilities Co 19,261 16,915 4,120 1496 1,276 995 856 40 950 1,500 550 226 3,600 215 
Public Service Dept., Glendale 34,500 33,409 1,600 400 40 
So. California Edison Co 902,000 851,756! 1,724 | 48,000 11,500 2,25017,500 5,000 <-60,000-» 6,000 4,000 14,500 5,000 
Imperial Irrigation District 19,000 18,063 4,200 2,500 500 175 350 1,000 750 900 115 40 
Sacramento Municipal Utility District 87,570 82,335 2,370 9,178 2,680 746 6,441 2,000 8,015 3,580 992 1,717 2,540 823 
San Diego Gas & Electric Co 175,700 163,806! 2,990 | 22,000 3,500 2500 9,000 12,000 10,000 3,500 2,200 18,000 1,200 
Turlock Irrigation District 15,515 14,105 3,296 

OREGON 
Portland General Electric Co 190,100 186,541 5,985 
Eugene Water & Electric Board 18,100 17,709 7,000 
Mountain States Power Co 91,500 89,557 4,350 
California-Oregon Power Co 63,155 60,675 4000 4,500 3,000 1,900 1,900 2,600 
Pacific Power & Light Co 102,000 98,998 5,350 18,000 17,000 8,500 6,200 12,700 8,400 2000 4500 10,000 1 40¢ 
BRITISH COLUMBIA 
British Columbia Electric Co., Ltd 
Victoria Division 35,295 34,510 2,505 5,900 1,345 585 60 35 412 2,150 28 28 1,450 32 
Vancouver Division 168,000 161,951 2,775 28,307 6,481 5,779 1,777 1,919 10,150 361 300 13,617 168 
HAWAIll 
Hawaiian Electric Co., Ltd 68,500 65,683 3,052 , 
Hilo Electric Light Co., Ltd 11,130 11,122 2,110 700 500 400 200 250 200 50 100 100 
250 250 100 150 100 25 10 150 30 








Food 











PRESENT SATURATION % 





Waste ;| Refrig- Water Room Auto. Conv. Vecuum  Dish- Werte ca Soa 
Units Radio T-V % eretors Ranges Heaters Freezers Condit. Washers Washers § lroners Dryers Cleaners Washers Units Radio 1-V in 1952 
200 500 500 | 90 13 20 8 95 10 40 50 5 95 12 No 

alae ; Co CERES A eS.) peek aS OR Paes a Re. bee eee oe em No 
10,000 7,500 | 87 13 5 7 2 30 50 80 5 92 No 
‘ ae lca. \eaitaa, -eialmiaea cs oem No 
57 57 No 
, | 85 80 50 10 No 
5 50 150/90 40 30 10 :. © 60 2 95 30 No 
5 60 98 70 70 +2 2 25 75 95 2 99 No 
500 15,000 7,500 | 85 50 28 7 20 69 80 1 99 45* No 
20 7196 638 No 
' No 
10 200 73.| 75 50 40 10 2 5 90 90 5 90 5 No 
* 45% For Area Covered by Telecasting 
5 50 85 75 75 25 5 15 75 75 5 85 No 
Teens No 
No 
No 
No 
Food Food Did Co. 
Waste Refrig- Water Room Auto. Conv. Vacuum Waste erchand 
Units Radio T-V erators Ranges Heaters Freezers Condit. Washers Washers Cleaners Washers Units Radio T-V in 1952? 
275 15,000 2,500 94 73 74 15 10 86 93 3 98 No 
60 54 No 
ewes tiles No 
, ; TO eee leas Yes 
85,000 | 85 83 60 9 20 70 100 33 No 
40 500 500 80 32 5 10 30 55 80 2 80 40 No 
100 250 1,350 | 85 19 aa 7 2 12 65 80 4 85 60 No 
; a 90 35 15 15 15 50 50 Yes 
200 2,000 1,500 | 92 24 14 20 35 35 80 4 99 10 No 
13.5 3.5 No 
No 
2,200 ; 20 No 
3,850 92,175 130,000 ra 15.4 8.6 8.1 9.5 <_-35> 69 1 98 31.2 No 
No 
75 33.5 6 No 
100,000 77 9.3 4.5 155 25 80 No 
190 89.6 60.4 58.7 20.4 3.3 28 68 97 3.5 100 No 
, 65 25 25 No 
20,000 47,500 70,000 73.5 10 4 9.7 7.0 14.5 No 
=" 90 35 29 6 2 30 65 85 2 No 
570 11,270 8,303 No 
6,000 40,000 45,000 13 11 No 
Yes 
85 71 62 No 
No 
79 52 40 8 20 60 68 2 2 98 No 
64 58 No 
380 35,000 10,000 91 70 68 11 24 70 98 No 
14 4,595 320 | 48.5 31.1 12.1 —1 ».4 71.8 87 1 +100 si No 
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What's really new in 





major appliances? 


| dishwasher-in-a-range| 


An exciting new idea in kitchen space-saving 


with a double profit 


REMEMBER THE WHEEL-ABOUT 
Conceived by Universal, who introduced the 
fast-selling Wheel-about kitchen cart that fits 
in a range. Enthusiastic buyers suggested we 
also incorporate a dishwasher into the range. 
We have now answered their demands. 


TWO FAMOUS NAMES 
Combines the popular James Dishwasher and 
a Universal Gas Range in one compact, space- 
saving unit. Double the selling appeal of any 
other range on the market! 


on every single sale! 


AMERICA’S LEADING GAS RANGE 
The range is Universal’s completely automatic 
famous Marlboro model with all the exclusive 
cooking features of Universal Gas Ranges plus 
an automatic dishwasher that every housewife 
has yearned for. 


NO EXTRA INSTALLATION 

The James Dishwasher is automatic, mobile. 
Absolutely no installation costs, no fuss, no 
bother. When not in use, it wheels into the 
range, conserves precious kitchen space. 


BIG PROMOTION PLANS 


Universal’s dishwasher-in-a-range will be 
backed with a merchandising plan as unique 
as the appliance itself. The most profitable 
double deal in the entire appliance industry. 


There’s never been any appliance like 
Universal’s dishwasher-in-a-range. Its 
sales possibilities now and in the years 
ahead are unlimited because it solves every 
family’s two chores of cooking and dish- 
washing. We urge you to get all the profit- 
making facts now. Learn for yourself why 


we can set up the most profitable deal in 
the industry. With the dishwasher as a 
sure-fire attention getter, you have a dra- 
matic way to open up the huge replace- 
ment market for ranges in your locality. 
Phone, wire or write today for full partic- 
ulars without obligation. 


CRIBBEN & SEXTON CO. + 700 N. SACRAMENTO BLVD. * CHICAGO 12, ILL. 
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another 


automatic 


@ 


gas range 


fi +! 
rst. 
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Universal's dishwasher-in-o-range 
model is only one of 
Universal's complete 1953 


balanced line of gas ranges, 





By CLOTILDE G. TAYLOR 


MHE Pacific Coast and Inter 
mountain areas continued to 
grow steadily in population and 

in general prosperity, as represented 
by high incomes and low unemploy 
ment, during the past year. Fifty-nine 
companies serving 5,159,052 domestic 
customers report an average increase as 
of Dec, 31, 1952, of 4.5 percent over 
last year in the number of homes 










area was 4.74 percent, with, of course 
a smaller base for the calculation 
Hawaii, with three companies report- 
ing, and 87,430 customers involved, 
reports a 3.68 percent increase, larger 
than the 3.4 percent of last year 
Krom Canada, the two divisions of 
the B.C. Electric Co. now serve 203.,- 
295 domestic customers, 3.47 more 
than a year ago. The 1951 increase 





[Sud 


Highest rate of increase reported 
was from Arizona, which had 9.49 per- 
cent more domestic customers than a 
year ago, followed closely by Wyomin 
and Nevada, which were up 7.7 a 
7.58 percent respectively. Greatest 
numerical increase was in California, 
where 157,476 more homes were 
served than in 195], an increase of 
5.08 percent. This is more than half 





served. The 1951 increase for the for this area was 4.3 percent the numerical increase for all 11 west- 
TABLE |. Average Saturation Percentages in the West 
Room Auto- Con- 

Refrig Water Home Condi- matic ventional Vacuum ODish- Food 

erator Range Heater Freezer tioner Washer Washer roner Oryer Cleaner washer Waste Radio TV 
Washington 90 18 68 12 ~ 15 78 18 7 93 6 3 9 33 
California 81 25 13 13 6 30 55 ll 3 82 3 3 93 45 
Oregon 85 64 57 10 22 65 9 7 68 2 2 98 _ 
Montana 87 43 ll ~ - — - _ - - - — 
Idaho 90 75 67 20 - 25 75 20 20 75 3 2 95 - 
Wyoming 84 37 6 15 l 16 84 14 9 73 6 5 108 —_ 
Colorado 79 37 15 8 ] 9 73 18 5 86 4 3 94 5 
New Mexico 90 28 18 3 25 -- - ~ - l ~ — — 
Arizona 88 13 9 7 25 25 48 7 2 73 3 5 93 12 
Utah 85 51 31 7 2 19 70 10 3 80 2 l 99 42 
Nevada 85 15 75 25 5 15 75 5 5 75 5 5 85 — 
Hawaii 90 43 30 3 30 15 ] ] 40 l | 95 — 
British Columbia 59 32 12 2 - 6 76 4 l 82 l 1 104 l 

TABLE Il. Appliances Sold Per Average Western Dealer in 1952 
Room Air Auto-  Con- 

Refrig- Water Home Condi- matic ventional Vacuum Dish. Food 

erator Range Heater Freezer tioner Washer Washer roner Oryer Cleaner washer Waste Radio TV* 
Washington 35 30 18 10 l 12 12 2 14 10 2 l ee 
California 39 9 3 17 6 30 14 4 5 15 3 7 46 77 
Oregon 40 39 21 15 - 27 20 4 9 21 3 l 74 «21 
Pacific Coast 38 14 6 16 2 28 14 4 6 15 3 6 48 77 
Montana — 6 2 - - — ~ ~ -- ~ — — ~ 
Idaho 16 15 13 7 3 2 3 3 2 ] 17 - 
Wyoming 43 18 4 10 30 4 5 ll 3 2 5 2 
Colorado 22 8 4 ll 14 2 l 12 2 2 42 10 
New Mexico 33 ] 2 15 38 2 l ~ 3 ] - - 
Arizona 29 3 2 ll 10 l l ] 2 ] 26 8620 
Utah 15 ll 7 9 9 3 3 14 ] ] 22 12 
Nevada 16 6 4 12 12 3 3 3 2 17 _ 
Intermountain 20~=Ss«10 5 9 3 2 3 2 Ber Ree 
Hawaii 24 18 15 3 3 3 8 ~ 
British Columbia 70 16 10 l 31 l ] 65 3 





*TV figures are reported only by those areas which receive signals and do not represent state averages. New Mexico, with a 
station at Albuquerque, omits these figures 
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ON THE 


erm states. Utah was low with a one 
percent growth, Idaho 1.47 percent 
Montana 2.91 percent, Oregon 2.5 
percent growth, Washington 2.52 per- 
cent, Colorado 5.9, and New Mexico 
6.3 percent, up. 





High Kw.-Hr. Use in Northwest 


From the standpoint of electric 
consumption per home, the area 
should logically be divided on the 
basis of the availability of natural gas 
for cooking, plus early promotion of 
electric ranges and water heaters, with 
the Pacific Northwest, including Ore- 
gon, Washington and Idaho, in the 
high-use column. 

Highest kw.-hr. use per domestic 
customer is again reported by the 
Southern Nevada Power Co. serving 
Las Vegas, Nevada, at 10,180 kw.-hr. 
per home annually. This is probably 
high figure for the nation. Shortage 
of power and restrictions on the fur- 
ther expansion of electric air heating 
imposed during the past year in Las 
Vegas are all that prevented this figure 
from being even higher. The city of 
Eugene, Ore. is next, with 7,000 
kw.-hr. 

Washington is highest of the states, 
with an average among the utilities of 
the state of 5,988 kw.-hr. Oregon is 
next, with an average among utilities 
reporting of 5,671 kw.-hr. Other 
states report: California—average 2,227 
kw.-hr.; Montana—2,530 kw.-hr.; Idaho 

5,300 kw.-hr.; Wyoming—average 
1,656 kw.-hr.; Colorado — average 
1,858 kw.-hr.; New Mexico—average 
1,835 kw.-hr.; Arizona—average 2,367 
kw.-hr.; Utah—average 3,555 kw--hr.; 
Nevada—average 4,375 kw.-hr.; Hawaii 
with an average of 2,514 kw.-hr. Brit- 
ish Columbia—averaged 2,640 kw--hr. 


Western Companies Do Not Merchandise 


There has been little change in the 
attitude of western companies toward 
merchandising. ‘The vast majority of 
the power companies of the area leave 
all direct selling of appliances to deal 
ers. An exception is Wyoming, where 
all but the Southern Wyoming Co. at 
Rock Springs are actively merchandis 
ing. In Colorado the two largest 
companies, centering at Denver and 
at Pueblo, sell direct to the consumer 
Idaho Power does some selling, but 
restricts its efforts to low-use custom 
ers and areas not adequately served by 
dealers. EF] Paso Electric does limited 
merchandising, but puts most of its 
efforts into pushing dealer sales. 

In California, the California Electric 
is the only one reporting direct merch 
andising; all others leave selling to the 
dealers. The Tacoma city department 
does limited merchandising. No other 
utilities report any direct selling of 
appliances. Practically all have active 
dealer help programs, either in their 
own name, or through assistance to 
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dealer leagues. Seattle City Light 
offers a $55 bonus for three wire serv- 
ice where a new electric range and an 
automatic water heater with a tank 
of 50-gal. or more are involved, $30 
for range only, $25 toward wiring and 
plumbing for approved type water 
heater alone. The payment is also 
given where the new heater replaces a 
side-arm type. Of the three Hawaiian 
companies reporting, the Hilo Electric 
on the island of Hawaii does no merch- 
andising. The Hawaiian Electric, serv- 
ing the main island of Oahu, sells 
through a separate subsidiary com 
pany, while the Maui Electric sells di 
rect. The British Columbia Electric 
Co. does no direct merchandising 


Saturation Matches Use 


Closely allied to kw.-hr. consump 
tion figures are the reported satura- 
tions of appliances, particularly sig 
nificant being the extensive use of 
electricity for cooking and water heat- 
ing. Air heating is also an important 
factor in increasing the annual domes- 
tic consumption and there is some 
evidence that electrical heating of 
homes is on the increase, in spite of 
the efforts made by the various high- 
use companies in the Northwest and 
in southern Nevada to discourage its 
spread 

Range and water heater saturation 
figures as was to be expected, are high 
in the Pacific Northwest and in south 
ern Nevada 

Highest saturation for ranges is re 
ported by Seattle, with 83 percent of 
the homes now doing their cooking 
electrically. ‘Tacoma and Cedar City, 
Utah, report 80 percent. The Idaho 
Power Co. serves an electric range in 
three out of every four homes, while 
one out of two families cooks electri 

lly in Utah Power & Light territory 
Washington Water Power range satu 
ration is 70 percent. This company 
serves even more water heaters than 
ranges, reporting a water heater satu 
ration of 74 percent, high for the 
Coast. The Portland General Elec- 
tric and the Pacific Power and Light 
Co. are high in both range and water 
heater saturations. Average saturations 
by states for the various appliances are 
given in Table I. 


Number of Dealers Increases 


Reports on the numbers of dealers 
from the companies reporting show 
an overall increase for the 11 western 
states of 4.8 percent, contrasting with 
the drop of 4.9 percent last year. It 
seems apparent that the increased 
area served or about to be served by 
television in the West accounts for 
much of this upswing. Washington, 
Montana, Wyoming, Colorado and 
Utah report a drop in the number of 
dealers—all other western states are 
(Continued on page 272) 
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Despite an 8.8% drop in dollar sales, western utilities report that dealers, with 
an average of 467 customers each, are benefiting from a 5% increase in wired 


homes, continuing prosperity and growing acceptance of the new appliances 


TABLE lll. Percent Increase or Decrease Unit Sales 1952 vs. 1951 


(39 Companies reporting both years) 


Room Air Auto- Con- Food 
Refrig- Water Home Condi- matic ventional Vacuum ODish- Waste 
erator Range Heater Freezer tioner Washer Washer lroner Dryer Cleaner washer Disposer Radio TV 
Pacific Coast —4 -24 124 +527 -08 47.3 -129 -221 +27 -139 -36 +179 +483 +9 
Mountain —11.5 -8.1 +4123 +202 +1464+49 -47 -86 +267 +205 +278 —0.5 0.7 --28.2 


11 Western States —5.2 -—37 -69 +472 -09 +64 -—11.3 —20.2 +269 -10 -05 +167 +7 +-12.7 
Hawaii —17.6 —28.5 —20 same — —§ aie a = ies oe Me ee ND 


British Columbia +726 -—3 +12 +4203 -— +4347 473 —13.1 +286 +509 —15.2 +548 +14.5+289.3 


TABLE IV. Change in the Pattern of Selling for the Average Western Dealer 
(Figures in Percent of Total Sales) 
Room Air Auto- Conven- Food 


Refrig- Water Home Condi- matic tional Vacuum Dish- Waste 
Year erator Range Heater Freezer tioner Washer Washer troner Dryer Cleaner washer Disposer Radio TV 


1952 138 104 35 42 0 6 27 i & 2 Ww Ce. 6 &S 


Washington 195) 140 117 35 41 0 90 48 18 33 20 15 09 77 357 
california «'1952.«*188:«C«42 7 801A A261 19 «1862386 
1951 224 45 07 46 21 102 58 16 14 23 16 13 60 355 
1952 214 191 47 75 O 108 53 11 39 26 15 O02 106 113 
Oregon 


1951 224 213 47 62 0 WA 6) 16 45 83. 16 @ 82 GA 


1952 187 63 12 73 £06 ae es ee” ee i ee) eS ee 
1951 221 86 12 48 08 Oi. WS OU Ie. 2 ae ae eee 


Idah 1952 269 230 90 109 07 SS. 25. Wa a ee: COS CD 
: Sl 30 BG! 13 13 - 2 ieee Rees es: Bes ee eS 


12 37 138 14 62 G3 63 WA 17 2 at ee A 6h 


Pacific Coast 


Wyoming = 1951 389 154 14 63 O06 51 13 21 27 19 23 10 110 O 
mee 1952 272 91 20 70 O05 103 86 12 10 35 22 10 40 124 
— 1951 395 114 18 55 dl 66 106 25 18 34 20. 09 129 O 
Kietiie RS SS 07 ee 96 162 09 05 29 22 O03 115 143 
wwene 195) 217. 50 08 «642: OA | 28 08 88 OF as 6 aA 
ee 1952 31.2 30 09 120 32 so 89 G5 68 2 21 es. ree 


1. S11 38 608 55 -40 OS. 16 63. 08:24. 39 GA 187 BA 


Utah 1952 203 137 39.102 10 e606 | GS 28 BS OR COR OS oe 
4 Sl As WS 3A 8S UL me. Be ee ee OR a OR. a 


wa ae Fi 27 BS 43 0S 2A @ 21 @ MSs. 8 
1951 392 180 66 1/ O77 20 «(87 68208: 25. Vs. OF 8 


1952. 27.1 124 28 10.1 1.6 Qt. .61 34°32. 23° 23. @8. Be ws 
1951 313 155 30 63 17 SS £2: 2 2A 8.233 8 we 


m2 Wuew.e: Mae ae Oe i me 
Western States 195) 072 93 22 489 #20 88 53 14 21 28 17 11 74 280 


1952 313 215 82 86 0 SS: 6h 28: 22 te oe ae ACG 


Nevada 


Intermountain 


— 1951 321 264 85 75 0 85 68 09 16 24 09 08 36 0 
witish Columbia 1952 494 104 29 26 0 27 92 03 06 66 06 O03 123 24 
riisn Colum 1951 419 156 38 09 0 23 120 05 08 49 09 O04 150 10 
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advertising and promotion effort in Westinghouse TV history...and an 


wits = 


exciting vacation opportunity for Westinghouse dealers and their wives. 


FEATURES THAT SELL 
WILL MAKE TV HISTORY IN ‘53 


oe 


% Automatic Brightness Control 
electronically adjusts picture to 
light level of room. 


% Automatic Area Selector— 
adjusts to local or distant 
reception electronically. 


% New Advanced Cascode 
100-mile-plus Tuner. 


% New Advanced Electronic Clarifier 
—No Streaks, No Flutter, No Flop-over 


_ 


— Automatically — 


THE WENDELL 
752721, blond finish 
751T21, mahogany 











THE SELWYN 
737T17, brown plastic 











THE AMHERST 
736117, brown plastic M THE RUXTON 


750T21, mahogany finish 





THE FULLERTON 
740T21, mahogany 
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THE WINSFORD THE LELAND 


ty 753K21, mahogany finish 755K21, blond finish 
754K21, mahogany 


a ee PCE: 





, THE GILBERT THE SANFORD THE HALESWORTH 
756K21, mahogany finish 759K21, blond 742K21, mahogany 
757K21, blond 758K21, mahogany 743K21, blond 








THE RANDALL 
THE WENTWORTH THE MADISON 


746K21, mahogan 
730C21, mahogany 747K21 sie y 688K24, mahogany 








UHF 


Plug in receptors for one 
or two new UHF channels, 
or get all 70 with internal 
tuner, or sell Westinghouse 
withtuner, factory installed. 





estinghouse 


WESTINGHO 
eR 3 
ELECTRIC CORP TELEVISION 
-RADIO Div 
ISION 


P. S. Westinghouse Radios for '53 are better than ever, too! 
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“Mr. Dealer 


News for 


There are over 





COMPRESSORS 
IN USE TODAY! 


cmd here tt wht 


Weabd V0 YOU . . . 


These 14 million Te¢umseh compressors in the field, attest 
the acceptance Tecumseh has built in the industry, Proven 
dependability under all field conditions has led more and 
more manufacturers to incorporate the Tecumseh hermetic 
in their cabinets. Today two out of three manufacturers 
of nationally advertised household refrigerators use the 
Tecumseh hermetic and better than 3,000,000 units are being 
produced yearly. You can use these facts to prove the 
experience and reputation behind the compressor in the 
refrigerator you are selling to the customer. 

The Tecumseh hermetic is exactly engineered to the 
particular cabinet in which it is installed. This is usually the 
result of many months of careful engineering tests to make 
sure it will give long, dependable service. Our engineers, 
concentrating on compressor design only, work closely with 
more top engineers and production men in every branch of 
the industry than any other manufacturer. Long experience 
in compressor design and production plus this daily contact 
with the best brains in the industry make the Tecumseh 
hermetic the last word in compressor design. 

Further, rigid inspection is maintained at every stage of 
production to be certain that every Tecumseh compressor 
will meet the same exacting standards of quality. The shells 
are permanently welded together to eliminate most outside 
causes of trouble and generally incorporated into household 
refrigerators as a complete system. The soundness of this 
practice is proven by the small percentage of field failures. 
Field returns under warranty average less than 1% per year 
for completely sealed systems and practically none fail for 
mechanical reasons. This is a remarkable record considering 
the fact that they are sold to more than 200 different manu- 
facturers. 

Elimination of service calls under warranty saves you 
money and helps satisfy customers with their purchase, Take 
full advantage of the selling points of the Tecumseh hermetic 
and point out these facts when talking to your customers. 


| TECUMSEH pyeetts 
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in the plus column. One of the 
major companies of Oregon supplies 
a major clue when it reports that up 
to a few months ago the number of 
dealers in its territory was markedly 
down from last year, but that since 
the ban on TV had been lifted, many 
new stores had opened in anticipation 
of the new market, more than making 
up the difference. Increased power 
for existing stations, which has ex- 
tended the fringe areas of reception, 
has also encouraged the opening of 
stores in rural areas and small towns. 
At any rate, the Pacific Coast reports 
7,224 dealers, up 6.83 percent over 
the comparable figure of 1951. The 
Intermountain area reports 3,580 
dealers, more by 1.7 percent than the 
total of a year ago. Hawaii has 192 
dealers on three islands, an increase 
of 4.7 percent. British Columbia re 
ports 482 dealers, 0.8 percent less 
than in 1951. 


Customers Per Dealer 


The average number of residential 
customers per dealer reported was 
563 for the Pacific Coast, 257 for the 
Intermountain area and 467 on the 
average for the eleven western states 
Highest figure is from California, 
where 628 customers per dealer is the 
rule. Hawaii reports 455 customers 
per dealer, British Columbia 421. In 
California, figures for five major 
utilities which are known to keep ac 
curate dealer records, show 643 cus 
tomers per dealer. Fewer of the com 
panies which merchandise keep ac 
curate dealer figures, but one such 
Colorado utility, which sells appliances 
but also receives monthly dealer re 
ports, indicates 193 customers per 
dealer. From New Mexico, one 
utility which does not merchandise 
says there are 579 customers per 
dealer in its area, while another which 
does limited merchandising reports 
433. More illuminating, perhaps, is 
the fact that 1952 figures show a few 
less customers per dealer on the aver 
age for the Pacific Coast states than 
in 1951, while Intermountain figures 
were considerably up. Table II shows 
the number of appliances sold by the 
average dealer by states. 


1952 Sales Vs. 1951 


Comparison of unit sales as re 
ported by 37 companies in the eleven 
western states for both 1952 and 1951 
show that freezers, automatic washers, 
clothes dryers, food waste units, radio 
and television sets sold at a_ better 
rate this year than last, while all other 
appliances were down. In Hawaii, as 
revealed by the one company which 
reported for both years, the pattern 
was relatively the same, except that 
freezers did not do more than hold 
their own. No comparative figures are 
available in the islands for any but 
the major appliances. British Colum- 
bia, where the utility keeps very ac- 
curate records from monthly dealer 
reports, is the bright spot of the Coast, 
with most appliances in the plus col- 
umn, ranges being the only important 
item to show a slight drop. Dish- 
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washers and ironers, neither of which 
are large sellers in this area, were also 
down. Percentages are shown in Table 
III. More detailed figures by states 
will be given in a discussion of the 
individual appliances. 


Dollar Sales Drop 8.8 Percent 


When unit sales are reduced to dol 
lar sales per dealer for the various 
areas, it appears that the average 
dealer on the Pacific Coast did a busi 
ness of about $61,000 during 1952 
in those appliances reported, which 
was 13 percent less than his last year’s 
business in the same appliances. ‘The 
Intermountain dealer did a $23,000 
business, which was 2.6 percent bet 
ter than a year ago. For the eleven 
western states the year’s total was 
$51.000 per dealer, off 8.8 percent 
from last year. 

Differences between areas are to b 
considered in the light of the lowe: 
number of customers per dealer 1 
ported from the Intermountain area 
and may indicate that a different typ« 
of dealer has been included in some 
of the reports from that area. All three 
Coast states are in the minus column 
as regards this year’s sales compared 
with last, California being least af 
fected, with a 10 percent drop. In 
the Intermountain area, Montana, 
Colorado and Arizona sold less than 
last year—all others report higher sales 
Utah was a mere 1.5 percent up 
Arizona only 1.8 percent down.. 
Hawaii was down 20 percent, with 
the average dealer selling $23,000 
worth of appliances in 1952. British 
Columbia sales averaged $42,250 per 
dealer, a 40.4 percent increase over 
the year previous, 


Changing Pattern of Selling 


Reduction of unit sales to thei 
dollar values permits an overall analy 
sis of the changing pattern of selling 
Freezers, automatic washers, clothes 
dryers and television are becoming 
more important factors in the dealer's 
sales picture, while refrigerators, con 
ventional washers and radios have 
dropped in importance. The accom 
panying table shows very accurately 
what is happening in various types 
of territory. Where television is well 
established this item has risen to be 
the most important, dollar-wise, in the 
dealer’s sales picture, in some areas 
accounting for 40 percent of his an 
nual total sales. Refrigerators, while 
maintaining relatively the same im 
portance in non-television areas, have 
dropped from an average of 38 percent, 
to about 18 percent in comparative 
importance where television is sold 
Radio sales have dropped slightly in 
television areas from a relative numer 
ical standpoint, but have increased 
where there was no such competition 
Freezers have gone up in importance 
in every area reporting, the increase 
being highest in Arizona, where this 
appliance now accounts for 12 percent 
of the dealer’s business. Automatic 
washers far exceed the conventional 
tvpe in most areas, although in 

(Continued on page 274) 
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Now delivering over 


tm 200,000 


COPIES PER ISSUE 


sii in the active 
peat anal Negro market! 


Continued circulation growth now at the all time high 






























of over 500,000 copies per issue shows the outstand- 
ing dominance of EBONY in the 15 billion dollar 
Negro market. EBONY MAGAZINE is the widest 
read Negro publication in the world. Its forceful pic- 
ture story editorial technique attracts and holds read- 
The 17 most important ers and gets sales results for national advertisers. If 
you are looking for more sales in a tremendously 

Negro markets eae | “ib 
expanding, money-spending market, then your national 

advertising is incomplete without EBONY coverage! 





2 ae ve : Gileage Have an EBONY representative call on you with an eye- 
a —— opening story on this sensational publishing success. 

® Cincinnati * Los Angeles ' 

* Baltimore * St. Louis 

® San Francisco * Birmingham 

*® New Orleans * Memphis 

* Atlanta * Cleveland & * 

tae Johnson Publishing Company, Inc 
® Washington, D.C. p y, ° 


PUBLISHERS OF EBONY - JET - TAN 


1820 S. MICHIGAN AVE., CHICAGO * 55 W. 42nd ST., NEW YORK * 2701 S. WESTERN AVE., LOS ANGELES 
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</ Funatire 


ONE LEVER 
CONTROL 


Built-In Darner 
Built-In Sew Light 


FULLY GUARANTEED 


20 of the nations leading distributors have 
taken on the complete Phoenix line in past 


ly Pr iced! 
° Competitive pel 
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SPACE 65 


1/7 th Floor- Furniture Mart 


HOKNIN 


the ultimate in fine 
sewing machines 


with 


Non Clog Floating Bobbin 
Full Rotary 


THE PHOENIX MUST BE GOOD! 
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lightweight head 
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Lightweight only 
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Model 329 
heavy duty 
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Model 250 
Straight Sewer 





FREE ARM 
16 |b 


Portable Model 
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Styled Cabinets 
and 3 Portable Models 
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Wyoming, New Mexico and British 
Columbia the wringer-type machine 
still sells in larger numbers, and brings 
in a larger income to the dealer. More 
electric dishwashers were sold and 
they account for a larger proportion 
of dealer sales in most areas, although 
they fell off slightly in British Colum- 
bia where this appliance still has little 
acceptance. Clothes dryers doubled 


| in importance in the Hawaiian area, 


| homes cooks electrically. 


and went up by one third in the Pacific 


Coast states. Naturally enough they 
were of little importance in the desert- 
climate areas of the southwest. See 
Table IV for details. 


Sales and Saturation by Appliances 


Refrigerators. A significant change 
in the dealer selling picture during the 
past year was in the relative import 
ance of refrigerators. Still the second 
largest volume producer (TV has now 
taken first place), it nevertheless drop- 
ped slightly both in volume and in 
importance in most areas as compared 
with other years. Unit sales and sales 
per 1,000 customers were down every- 
where except in British Columbia, 
Arizona and some parts of New Mex 
Washington was about the same 
in unit sales, down slightly in sales 
per 1,000 customers. Most remark- 
able job was done in British Colum- 
bia, where the two divisions of the 
B.C. Electric report their dealers sold 
75 percent more refrigerators than in 
1951. This is perhaps to be associa 
ted with the present low saturation of 
59 percent, as well as general business 
prosperity of that area. Saturations in 
the western states run from 75 to 96 
percent. On the basis of sales per 
1,000 customers, British Columbia led 
with 168, followed by Wyoming and 
Oregon with 136 and 133 respectively. 

Ranges. Range selling was off by 
3.7 percent in the area as a whole, 
but was reported up in Washington, 


ico. 


Idaho and Wyoming. Unit sales of 
ranges and sales per average dealer 


were highest in Washington, relatively 
low in Arizona and Colorado. Highest 
saturation is reported by Seattle City 
Light, where 83 out of every 100 
The entire 
Pacific Northwest is a high-use area 
for ranges, as are also many areas of 
Utah, Nevada, Idaho and Montana. 
Competition of low-priced natural 
gas has been a limiting factor in those 
states where saturations are low. 
Water Heaters. Water heater sales 
were up in the Intermountain area, 
but off 3.7 percent in the West as a 
whole. Highest sale per 1,000 cus 
tomers was in Idaho, where 75 water 
heaters were sold for every 1,000 
homes served. Washington, Idaho 
and Wyoming were up in unit sales 
over 1951. Highest saturation figures 
are reported from Caliente, Nevada 
and from Spokane, Wash., where th« 
Washington Water Power Co. reports 
a water heater saturation of 74 per 
cent. When sale of water heaters, 
past and present, is compared to the 
sale of electric ranges, we find that an 
almost equally good job in the past 
has been done in Washington, Ore 
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gon, Idaho and Utah, where one water 
heater is owned for every 1.1 range. 

lhe small company reporting satu 
rations in Nevada sold one water 
heater for every range sold, as it re 
ports equal saturations for the two 
appliances. Hawaii homes own onc 
water heater for every 1.4 ranges. In 
the rural areas of Arizona the ratio 
is 1 to 1.3; in New Mexico, 1 to 1.7, 
in California, 1 to 2. British Columbia 
homes own a water heater for every 
2.6 ranges, Montana 1 to 4, Wyoming 
l to 6. 

Last year the pattern of selling was 
somewhat changed and Idaho, Hawaii 
and British Columbia led with one 
water heater sold for every 1.2 ranges 
Arizona, Nevada, Washington and 
Utah sold 1 to 1.4, 1.5, 1.6 and 1.7 
in that order. Colorado sales were | 
water heater to every 2 ranges, Cali- 
fornia 1 to 3, Montana | to 3.1. Ore 
gon, which sold the second highest 
number of water heaters per 1,000 
customers, with 70, sold 1 to every 
5 ranges, Wyoming one to 5.1. New 
Mexico was low with one to 9.2 
ranges, and low in unit sales as well 

Home Freezers. Food plans took 
over the home freezer selling pattern, 
starting in southern California and 
spreading rapidly elsewhere. A particu 
larly good job was done in California, 


where sales averaged 17 per dealer, 
49 per 1,000 customers. Idaho is not 
far behind with 40 per 1,000 cus 
tomers, and Arizona with 39. No 
where has the dollar value of freezer 
ales yet topped that of refrigerators 
for the average dealer, but in Cali 
fornia it has risen almost to the half 
vay mark and in the West as a whole 
it is better than one third. Unit sales 


of freezers are reported about the same 
from Hawaii, up elsewhere, with Colo 
rado the only western state showing 
i drop. Even so it was under the re 
ported drop on other appliances, so 
that the relative value of the freeze: 
in the dealer picture was up bette: 
than one third even in this area 
Room Air Conditioners. Figures 
saturation and sale of room condi 
tioners vary widely in different parts 
of the West. With this equipment 
advertised variously as “cool as a 
Rocky Mountain (or ocean) breeze” 
neither the mountainous portions of 
the Intermountain area nor the Coast 
offer good markets for cooling de 
vices. On the other hand, the desert 
climate areas of Arizona, the central 
California valleys and portions of 
Utah, Colorado and Nevada have sold 
both evaporative coolers and refriger 
ated air conditioning. Highest satu 
ration figure is from Arizona, which 
reports one home in four air cooled. 
In those areas lying wholly in the 
desert, saturations as high as 95 per 
cent are reported. Unit sales are high 
in Arizona and California, with 24 
and 9, respectively, sold per 1,000 
customers. Compared with 1951, sales 
were up in Idaho, Wyoming, Colo- 
rado, Arizona and Utah, down in vary- 
ing amounts in other areas reporting. 
‘Washers. Sales of automatic washers 
Continued on page 276} 
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: FREEZING 


4 THIS OUTSTANDING REVCO FREEZER FEATURE 





] ACCLAIMED BY CHILL CHEST DEALERS... SETS 
|  WEW FREEZER SALES RECORDS EVERYWHERE 


FASTER FREEZING FROM TOP-TO-BOTTOM _ * 
9 MORE USABLE FOOD CAPACITY PER CUBIC FOOT 
EXTREMELY LOW COST OPERATION! 





NEW COMPRESSOR 
By Tecumseh 
Revolutionary 
No Condenser Clean- 
ing Required in the 
New ‘53 Chill Chest 
Models. No fan noise. 


' ‘,! ig 
| A 


Join the fast growing Revco Family 
of Independent Appliance Dealers 
who benefit by a Hi-powered selling 
and advertising program that insures 
profit margins you'll like too! Revco 
Distributors don’t have to hi-pressure 
sell this great Revco Freezer Line. 
Dealers everywhere soon recognize 
their choice of the Revco Line as the 
best deal they ever made. The great 
new '53 Line promises to far surpass 
previous sales, so Act Now... WIRE, 
PHONE or WRITE for name of nearest 
Revco Distributor! 


REVCO INC. + DEERFIELD, MICHIGAN \e Za - Reinforced 


ee le i is ; Aluminum 


wae 


Bonderized 


EVCO | 


The line to Sell in ‘53! 


CHILL CHESTS", CHILL CHEST 15, CHILL CHEST 23 
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Food Compartment 
Rust Proof...Chip Proof 
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The long life and dependa- 
bility of Lamb Electric Motors a se 
has been proven in many 
thousand applications during the 
past 37 years. 


ONAL WH¢ 


i Asean Benen. 
RSEPOWER 


MOTORS 


Series motor parts engineered 
for floor polisher; adaptable 
to food mixers 
household appliances. 


and other 





Lightweight universal 


motor 


In the appliance field, as well as 
in other fields, Lamb Electric Motors 
have gained an outstanding reputa- 
tion for ruggedness and reliability. 


Long motor life is one of the many 

reasons why Lamb Electric motored 
appliances are so popular with both 
dealer and customer. 


THE LAMB ELECTRIC COMPANY 
KENT, OHIO 


In Canada: 


Lamb Electric — 


Division of Sangamo Company Ltd. — Leaside, Ontario 
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SPECIAL APPLICATION 
FRACTIONAL HORSEPOWER 


for portable 


devices requiring 


lf-ventilated, 


high-speed motor. 


hbase” 


Compactly designed tur- 
bine provides dependable 
operation for canister-type 
vacuum cleaner. 


MOTORS 
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were up by 6.4 percent in the West 
as a whole and markedly up compared 
with conventional washers, which 
dropped 11.3 percent in the same area. 
Washington, Utah and Hawaii were 
in the minus column, all other areas 
up. Nowhere do saturations of auto- 
matic washers rise above those of the 
conventional type, although the Coast 
Counties Gas & Electric Co. in Cali 
fornia reports an equal saturation of 
35 percent each, while the California 
Electric reports a 50 percent figure 
for each type. New Mexico, Wy- 
oming, and British Columbia are still 
primarily conventional washer areas. 
In Washington and Nevada, sales 
about balance between the two types. 
Hawaii has now swung over into the 
predominantly automatic column, 
while Idaho reports a better than 2 
to | preference for the automatic type 
California sold five automatics for 
every three of the conventional type 
Ironers, lroner were down 
everywhere except in Idaho, Arizona 
and Nevada. In the past the best 
selling job has been done in Idaho, 
which reports a saturation of 20 per 
cent, and in Washington and Colo 
rado, which have average saturations 
of 18 percent. One or two small areas 
report as high as a 30 percent satura 
tion. The Pacific Gas and Electric 
Co.’s territory in northern and central 
California has a 14.8 saturation. 
In California clothes dryer 
caught up with ironers numerically, 
and they passed them from the stand 
point of dollar return to the dealer 
in most areas of the West. Shortage 
of certain favored makes of ironers 
during the early part of the year was 
credited with part of the drop in sell 
ing, but sales still seem to lag even 
with the period of short supply now 
a thing of the past 
Dryers. Dryers,  lik« 
coolers, find acceptance largely on the 
basis of climate. Highest saturation 
in the West is reported from Idaho, 


sale S 


sales 


c\ iporative 


with understandably low saturations 
in Arizona and the Southwest. Wy 
oming reports an average saturation 


of 9 percent. Sales are reported down 
in Wyoming and Colorado, the 
as last year in Oregon, and up in all 
Average 
11 western states is 26.9 percent, with 
a similar 28.6 percent increase in sales 
in British Columbia, indicating that 
saturations in this area will be higher 


SATTiC 


other areas increase for th 


before long. Hawaii reports no sal 
of importance of this appliance 
Vacuum Cleaners. Reports of vac 
uum cleaner sales are only partial and 
figures on this appliance ire not to 
be too greatly trusted, but all in 
dications point to the fact that sales 
fell off in several important western 
market Those companies re 
porting from all parts of the West 
show an overall 10 percent drop in 
sales. However, Idaho, Arizona, Utah, 
Nevada and British Columbia are in 
the plus column. Washington sales 
were about the same as last year. 
The Intermountain area as a whole 
showed an increase of 20 percent, as 
against an 11.9 percent drop for Cali- 


areas 
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fornia and 13.9 percent for the Pacific 
Coast as a whole. Saturations of this 
appliance run high, for the majority 
of the companies reporting, between 
70 and 90, so that most sales are re- 
placements, or add a second instru- 
ment to that already owned in the 
home. ‘This appliance maintains a 
steady ratio of relative importance in 
the total dealer sales picture. 

Dishwashers. Dishwashers were 
among the new items with low satura- 
tions and growing acceptance. During 
the year sales were up in the Inter- 
mountain area, down on the Coast, 
maintaining practically an even level 
when the entire eleven western states 
are considered. British Columbia has 
not yet paid much attention to this 
appliance. Highest saturation figures 
are in Washington and Wyoming, 
with Colorado next. Highest sales 
per 1000 customers were reported 
from a small company in Nevada, fol- 
lowed bv Oregon, Idaho and Wy 
oming, in that order. 

Food Waste Units. Numerically 
the sale of food waste units exceeded 
that of dishwashers in such impor 
tant areas as California and Arizona, 
which also had high sales per 1,000 
customers in this appliance. Sales were 
up 17.9 percent on the Pacific Coast, 
down 0.5 percent in the Intermoun 
tain area, which gave a 16.7 overall 
increase for the 11 western states 
This item represented about one per 
cent of the total volume of dealers’ 
sales in the West from a dollar stand 


point. 

Radio Sets. Radio sales for the 
West as a whole were up by 7 pet 
cent, although the Intermountain area 
showed a small drop of 0.7 percent 
Ielevision sales seem to have had 
little effect in lessening the demand 
for radio. California, for instance 
shows a 12.9 percent rise in unit sal 
Utah is up 3.9 percent. Both are TV 


ireas. This argues well for the mainte 
nance of sales levels as the number of 
television stations and of areas served 
increas Saturations are near 100 
percent in all areas and in some in 


tances are reported as better than one 
hom 


Television Sets. Unfreezing of TV 


instrument pet 


channels and allotment of permits for 
tations ha probably been a_ factor 
of more importance to the West than 


to most other sections of the countn 
Last vear Colorado, Oregon, Montana 
Idaho, Wyoming and Nevada were all 
without Vhis find: 
Denver already showing important 
Portland selling a considerable 
number of sets and struggling with 
the UHF problem 

Prospects are for two stations to 
go on the air in El Paso before long, 
bringing the southern portion of New 
Mexico within the area served. In- 
crease of power for existing stations 
has meant considerable expansion of 
fringe reception areas, which means 
that more dealers are stocking and 
selling sets. Immediate effect of this 
increase in area is to lessen rather 
than increase the apparent saturation 
(Continued on page 282) 
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NEW 1993 





ROOM AIR 
CONDITIONER 


New luxury feature at no 
extra cost to you gives 
G-E extra sales appeal 


































































































SINGLE KNOB IN FRONT OF UNIT permits user to adjust 
cooling effectiveness. Thermostat turns cooling unit off 
or on as room temperature requires. 
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NOW! Automatic Temperature 
Control at no extra cost 
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Special financing plans, giant sales support 
program to help dealers start selling early! 


G. E. HAS THE PRODUCT. Automatic tempera 
ture control—built-in at the factory at no 
extra cost to you...extra-quiet operation 
Walter Dorwin Teague styling...full rated ca 
pacity...G-E five-year protection plan...easy 
installation ...3 no-draft air directors. All 
these and many more features mean you'll be 
in the money if you sign up with General 
Electric for 53. Two popular models—'2- and 
44-ton capacity. 


G. E. HAS THE PROGRAMS. To help you get 
started early — your General Electric dis- 
tributor may extend unusually favorable 
floor-plan terms. Ask him to help you plan 
your sales program...stock up early at low 
cost...train your sales and service men... get 
your advertising and promotion off to an 
early start 


GENERAL 






1953 


You can put your confidence in 


ig 


G.E. HAS THE ADVERTISING AND PROMOTION. 
Powerful pre-tested advertising in LIFE 
Magazine... hard-hitting key market promo 
tions...practical cooperative allowances 
sturdy display stands 
TV and radio spots 


top-notch literature 

full-color movie 
trailers. Put it all to work—now—while you 
can get started early and profitably! 


G. E. HAS THE NAME. Most important of all 
G. E. has a quarter-century’s experience in 
refrigeration and air conditioning—and your 
customers know it. Don’t wait till you have 
to sign up with an unknown brand to get in 
this year’s race for profits—sign up now with 
the long-time leader in refrigeration and ait 
conditioning—General Electric. Call your 
G-E distributor today! General Electric 
Company, Louisville 2, Kentucky 
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Here's the new Bendix Laundry Appliance 
you ve been hearing all the rumors about. It’s taken 
years of development, but brother, it’s worth it! 
All | say is "SEE IT FOR YOURSELF!” 
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BENDIX 


HOME APPLIANCES 
ANNOUNCES THE 





DUOMATIC 


COMBINATION 


WASHER-DRYER 


The Bendix Duomatic heats the water... washes the clothes... 
triple rinses ... extracts the water...and then drys the clothes ready 
to wear, to iron, or to put away. 


\ 1. Put in the clothes 
JUST THREE SIMPLE STEPS: <2. Add soap or detergent 
3. Set the dials 


and clothes are dryed, as well as washed, AUTOMATICALLY. 


No venting— New Bendix Cycle-Air Drying conditions its own 
air... washing heat, lint and moisture down the drain. 

No bolting down—costs no more to install than a separate 
washer and dryer. 

The Bendix Duomatic is the most sensational appliance since 
the first automatic washer... which was, of course, a Bendix too. 
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It’s the world’s first and only combination washer- 
dryer...it’s the Bendix Tumble-Action Washer and the 


Bendix Tumble-Action Dryer—all-in-one! 


See the DUOMATIC demonstrated at your BENDIX distributors’! 


BENDIX HOME APPLIANCES, Div. AVCO Manufacturing Corp., South Bend, Indiana 
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These beautiful kitchen appliances are so new—so distinctive 
in features and design that they deserve the name BENDIX. 
We'll create a market for them with typical Bendix promotion 
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BENDIX 


HOME APPLIANCES 
ANNOUNCES A GREAT NEW LINE OF 


KITCHEN 
APPLIANCES 


Bendix invented the Workless Washday. From 
that day on, Bendix dealers have had more patented 
features to demonstrate and sell than any other brand 
...and that’s one of the big reasons for consistently 
bigger Bendix sales. 

Now Bendix Kitchen Appliances—equally ad- 
vanced in features and design— bring Bendix dealers 
leadership opportunities with three great, new lines... 
Ranges, Refrigerators and Freezers. 


and advertising, too! 











BENDIX HOME APPLIANCES, Div. AVCO Manufacturing Corp., South Bend, Indiana 
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BENDIX 
REFRIGERATORS 


With the patented Bendix 








“Bonus Door”’ . . . proven auto: 
matic defrosting . . . flexible 
shelf arrangements. Handsome 


‘‘Cool-Tone’’ interiors—absolute 








tops in color and beauty. 


BENDIX 
ELECTRIC RANGES 


With exclusive “‘Circalite”’ 
















Push-Button Color Controls... 








the easiest method of cooking 











ever devised. Completely auto- 


matic. Divided top. ‘“‘Fast-Heat”’ 




















units for high-speed cooking. 










BENDIX At 
FREEZERG Ps 





Ui 
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| i 
The Bendix ‘‘Food Saver’’ ik f 


Freezer—superb design in both 





upright and chest type models. 





Leads the field in quick-freezing 
capacity and other sales making 


features. 





ELECTRICAL MERCHANDISING- 





JANUARY, 1953 


ING 


IT’S HERE! 
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$79.50 ITEM THAT SELLS ITSELF 


VOCATRON 


The Portable, ‘‘Wire.less’’ Intercom 


for Offices, Homes, Hotels, Farms, Institutions 





ONE OF THE GREATEST NEW SOURCES OF 
DEALER PROFITS SINCE TELEVISION! 


VOCATRON's unique advantages give it a sales appeal and market far 
beyond most inter-communication systems—reflected by literally thousands 
of inquiries and actval sales from such diverse groups as home owners, 
business offices, industrial plants, doctors, dentists, schools, hospitals, wore- 
houses, formers, gorages, restaurants, governmental departments, and 
many, many others. 

These customers and prospects find in VOCATRON a versatile, economical, 
and convenient inter-com system...one that requires no special wiring, no 
installation, and which may be used for a wide variety of practical pur- 
poses. That's why it's a natural, virtually automatic seller—why you, too, 
should “plug in VOCATRON” for increased sales in the year ahead. 


BACKED BY HEAVY AD AND 
MERCHANDISING CAMPAIGN 


Backed by the enthusiastic resp of both ¢ s and dealers, Vocaline 
Company has launched a national advertising, publicity and merchandising 
campaign to create further interest in VOCATRON and help dealers on 
the local level: Lead-getting ads in BUSINESS WEEK, NATION'S BUSINESS, 
MANAGEMENT METHODS, FORTUNE, NEWSWEEK; WINDOW DISPLAYS 
«»» COUNTER CARDS...MAILING STUFFERS...SPECIAL BROCHURES... 
DEALER CATALOG: 

Get all the facts about VOCATRON, Return the coupon below for com- 
plete information. Do it... today! t 





Standard Model CC-2 tatk-listen units 
retail at $79.50 a Pair—extra units 
$39.75 each. Extra durable gray 
plastic. Both Models slightly higher in 
the Far West. 





Special Model CC-25 talk-listen units 
(for longer-range operation, greater 
sensitivity) retail at $97.50 a Pair— 
extra units $48.75 each. Extra durable 
mahogany plastic with handle and 
De Luxe knobs. 





Liberal dealer discounts, based on quantities purchased. Ask your 
wholesaler for facts about VOCATRON, or send coupon below. 


eo ee oe 
Vocaline Company of America, Inc. 


355 Vocaline Building, Old Saybrook, Conn. 
Please send, without obligation, additional information about VOCATRON, 
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figures. Los Angeles, for instance, has 
a saturation of 80 percent, San Diego 
of 74.5 percent and the companies 
reporting here do not serve much be- 
yond the reception area. But the 
Pacific Gas & Electric Co, serving all 
of northern and central California 
includes many fringe and blank areas 
in its overall saturation figure of 31.2 
percent. Figure for the state as a 
whole is 45 percent. Reports from in- 
dividual companies are more illumin 
ating than any attempt at state aver- 
ges. 

Unit sales of sets were reported 33 
percent off in the Los Angeles area, 
but the booming sales of the last few 
months of the year will probably have 
ironed out that figure somewhat. The 
P.G. and E. predicts that television 
sales in northern and central Cali- 
fornia will be 30 percent up by the 
end of the year. Television sales for 
the Pacific Coast were up 9 percent, 
for the Intermountain area up 28.2 
percent and for the West as a whol€é 
up 12.7 percent. British Columbia, 
which reported a marginal sale last 
vear, expected to better than triple 
that figure during 1952. Nevada, 
Wyoming and Montana are still in 
the “no reception” column, but fringe 
reception areas are constantly widen- 
ing and new station permits being 
awarded. In those areas where tele- 
vision is established it already has be- 
come number one appliance in the 
dealer sales pattern, with refrigerators 
second, washers third, and electric 
ranges and home freezers in fourth 
or fifth place, depending on the em 
phasis of the particular region. Radio 
comes next on the list with water 
heaters bringing up the rear. At pres 
ent these seem to constitute the 
dealer's “major appliance” group 


1953 to Be Prosperous in the West 


The vear 1952 closes with the sales 
urve up and there are good indica 


1952 On the Pacific Coast 
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tions that conditions will remain 
relatively prosperous throughout 1953. 
The Pacific Gas and Electric Co. an- 
nually makes a study upon which it 
bases predictions for the coming year 
and in the past these estimates have 
been right to within 1 or 2 percent. 
Preliminary findings of this study in 
dicate that sales will keep much to 
their present levels throughout 1953 
It is expected that home construc 
tion in the central and northern por 
tions of California served by this 
utility will equal that of 1952 (Cali- 
fornia continued to lead the nation 
in construction work during this year) 
General business will be good, they 
predict, population is expected to 
show its now accepted-as-usual three 
percent annual gain, and in general 
those factors which make for a steady 
demand for appliances will predom 
inate. 

The fact that steel mills must con 
tinue operating at full capacity in 
order to make up for the lag oc- 
casioned by the steel strike of last year 
is a contributing factor which will 
tend to carry current prosperity up to 
and through the close of 1952. They 
expect that sale of freezers, clothes 
dryers and television sets will set new 
records. Range sales, which in this 
area remained relatively stable through 
1952, will continue to maintain an 
even level. Refrigerator sales are not 
expected to show any further drop 
and other appliances will continue to 
sell about as they have during the past 
few months 

The same factors apply to some ex 
tent, at least, to other sections of th« 
West, where continued expansions of 
the television market will also help 
to keep up dealer sales. In spite of 
various gloomy predictions of a pos 

ible midyear break originating in 
other sections of the country, indica 
tions in the West seem to favor a 
good year ahead End 
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“THIS ONE HAS A BUILT-IN ANTENNA” 





[REFRIGERATORS | 
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Here’s why 


COOLERATOR 


Leadership Line 


Leadership in 


Room Air Conditioners 


There's real sell in this new 
line of room air conditioners— 
in Y%, %, % and 1 hop. sizes. 
Compare these features with any 
other line! 


@ Automatic thermostat control 
at no extra cost. 


Adjustable louvres to climinate 
drafts. 


Specially engineered for 
unusually quiet operation. 
@ Neutral Mirro-tone decorator 


finish to blend with any room 
setting. 


@ No side vents—draperies can 
hang, right up next to unit. 


Famous Coolerator Zerolator 
mechanism with a 5-year 
warranty. 








Leadership in 
Freezers 


3 upright models! 3 chest-type 

models! A size for every family. 

From 10.5 cu. ft. chest type for 

apartments or small families up 

to the big 32.2 cu. ft. upright 

model. 

A complete, quality line. 

UPRIGHT FREEZERS 

® Cupboard convenience—no 
stooping or bending. 

®@ Every shelf a fast-freezing plate. 

@ Handy extra shelves on door. 

POPULAR, SPACIOUS 

CHEST-TYPE FREEZERS 

®@ Separate fast freeze compartment 
with handy carrying tray. 

@ Handy baskets and dividers for 
efficient storage. 

® Counterbalanced finger-lift lid. 


ee 





























Leadership in 
Electric Ranges 


8 models. Two kitchenette mod- 
els. Three big low-cost 40-inch 
ranges—including a double-oven 
model! And three custom design 
models. 


@ 7-heat push-a-button Color 
Guide cooking. 


@ 5-way automatic control. 


@ Deepwell cooker that raises or 
lowers at the turn of a lever. 


Double oven—one King-size, 
one Economy-size. 


New Radiant Wall heat in ovens. 
@ 2 Infra-Red broilers. 


@ 2 big storage drawers. 


Separate appliance outlet. 








for ‘53! 


Leadership in 
Refrigerators 


A refrigerator for every customer 
need—from the 8.1 cu. ft. size up 
to 12.1 cu. ft. Not one—but five 
—space-saver models. Plus two 
big-capacity, low-cost models 
and three custom models. 


® Perfected automatic defrost. 
® Roll-out shelves. 

®@ Big full-width freezer chest. 
@ Extra shelves in door. 


@ Spacious full-width Crisp-O- 
Lator. 


® Built-in Buccer Saver. 


® Beautiful Glacier Green interior 
trim, 
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THE LEADERSHIP LINE BY 


Backed by NATIONAL ADVERTISING in 
Life * Saturday Evening Post * Time * Newsweek * U.S. News and World Report * Good Housekeeping 
McCall’s * Better Homes and Gardens * Farm Journal * Household * Sunset * Small Homes Guide 


SEE THE COMPLETE NEW COOLERATOR LINE AT THE CHICAGO WINTER MARKET IN SUITE 11-107, MERCHANDISE MART 
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Cash in now on the big, sales-making 



































THE COOLERATOR COMPANY 
Duluth 1, Minnesota 


Coolerator Leadership Line in your 
territory. It will pay off in increased 
traffic, sales and customer satisfaction. 
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Now...take the housewife’s word for it! 


IT’S THE POWER 
THAT SELLS THE CLEANER! 


Bt MORE POWER 


Latest Survey of Typical 22.9% WANT 
American Housewives Reveals: EASE OF HANDLING 


9.1 % WANT 


a * ive RSAL *Percentages do not total 100%. 18.5% mentioned other miscellaneous features. 
— 


SCO DY bia bs 


wi MOST important to you in a vacuum Universal Jet 99 leads! Yes, on all three counts, PLUS ALL THESE EXTRA FEATURES! 


cleaner? That’s what a recent survey asked only Universal Jet 99 gives more! 
typical housewives...95% of them cleaner-owners. @ 4-Way air filter keeps return air clean, pure. 
Their answer? Almost 50% asked for more power! That's why 8 out of 10 home trials result in sales! 
And Universal Jet 99 delivers 56% more rated 
horsepower than the average of the 4 other most 























That’s why, from coast-to-coast, dealer reports © Wo air-blast to stir up dust and germs. 


show up to 400% increases in volume since intro- @ Easy change from suction to blower in seconds. 
duction of the amazing Jet 99. So to hit real “‘pay- 
dirt” in ‘53, promote the cleaner with the house- 
Housewives rated handling ease and dirt-disposal wife-proven features, and the dealer-proven sales 
convenience next in importance. There again, record... the Jet 99. @ Sturdy all-metal Jet 99 is built to last! 


popular cleaners in America! @ Serva-Tool Kit with 99 cleaning uses. 


@ Built to stand on stairs. Won't tip or slide off. 


from Coast-to-Coast Dealers are Cleaning Up with Universal Jet 99! 
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SUPER-POWER ... SO EASY TO CARRY... 


56% More Rated Horsepower than the Average of So Easy to Maneuver . . . Upstairs and Down! 
America’s 4 Other Most-Popular Cleaners! ° 











Big 1-horsepower motor out-per- “Jets” 500,000 cubic feet of air a Easy to carry as a portable radio. G-I-i-d-e-s with you as it cleans. 
forms ordinary cleaners with ¥% minute. With amazing Floating Compact and balanced for effort- Pivots on the motor weight with 
to % horsepower. Gets more dirt Brush, this super-suction rids rugs less carrying all through the house, every change of direction. Never 
with air alone, saves wear and tear _ of lint, threads, hair with a “‘once- upstairs and down. Designed to gets in the way, ends irritating 
on rugs! over-lightly.”” “stay put’’ on stairs. “hose-fighting.” 


Easy, New Push-Button Action! 


‘ 2 EMPTIES IN 2 SECONDS 
ai Americas *#/ Cleaner! 





Just push the button! No clumsy Just throw the dust bag away! No 
clips, clamps, or motor to lift off filters, cans or dust bags to empty. 
Nothing to take apart nothing You lift out the “Toss-Away” bag 
to forget, or “wrestle” back into and throw it away! Nothing could 
place after emptying be simpler 


y 








UNIVE RSAL | 


Cf O99 Advertised in 


$9995 LANDERS, FRARY & CLARK, NEW BRITAIN, CONN, (a3 
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1952 TOASTMASTER Water Heater 
Commander Model 





For thirty-five years, Toastmaster Water Heater dealers 
have collected daily dividends in profit, reputation and 
confidence! You can depend upon Toastmaster products 
—world-famous and always increasing in consumer 
preference—to build your reputation as a dealer in ap- 
i pliances of superior performance. Let your Toastmaster* 
Water Heater distributor show you how you can build a 
bigger, more profitable business! 
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and continue to buy various pieces of 
labor and time saving equipment. 

These figures indicate that some 
farmers have been buying actively for 
improvement of the farm home and 
for making their tasks easier and 
quicker to accomplish. Moreover, be- 
cause these families do have this equip- 
ment it does not follow that the 
market is saturated. For instance, 30 
percent of these families have a freezer 
and in a few years these families will 
want to replace it for a new one or a 
larger or more modern one. More than 
half of the families who do not have 
a freezer rent a locker. These are all 
conditioned prospects for food freezers. 
93 percent own washing machines but 
27 percent of them were bought in 
1941 or earlier. 

During 1951 a survey among Suc 
cessful Farming subscribers was ” made 
to determine their buying activities 
during the three years May, "1948. May, 
1951. These reports (Table IV) show 
the tremendous amount of improve- 
ment which is going on constantly in 
the better farm homes of America. 


What Lies Ahead 


We talked earlier in this discussion 
about the improved efficiency of the 
high-income farmers. That improve- 
ment has been tremendous, and it 
means they are of particular impor- 
tance to the electrical industry. 

Their continued prosperity is as 
sured by the fact that 20 million more 
Americans must be fed today than in 
1940 ... 34 million men in the armed 
forces must have adequate supplies of 
food and fibre . . . our agricultural ex- 
ports have increased 50 percent over 
the 1935-1939 average . . . and the 
improved standard of living of the 
American people has raised per capita 
food consumption 13 percent during 
this same period. 

By 1975 we will have about 190,- 
(00,000 people in the country. Feed- 
ing and clothing them won’t be a case 
of rubbing a magic lamp and seeing 
the extra millions of tons of food and 
fibre appear by magic. It will require 
all the productive genius our better 
farmers possess. 
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Ou expected increase 1n population 
means that there will be a fifth plate 
to be filled by 1975, for every four in 
1950. Just to place the foed on those 
fifth plates will require, at present pro- 
duction rates, an additional number of 
pigs equivalent to the 1950 production 
of Iowa and Nebraska; an extra num- 
ber of cattle equivalent to all those 
produced in 1950 in Oklahoma, Texas 
ind Minnesota; an extra number of 
lambs equivalent to the 1950 crop of 
Nevada, Wyoming, Utah and Mon- 
tana; an extra volume of milk equal to 
that produced in 1950 in Wisconsin, 
Michigan and New York; and an in 
crease in number of eggs equal to those 
produced in California, Kansas, Mis- 
souri, Illinois and Pennsylvania in 
1950. 


Farmers Need Appliances 


The big-business farmer is in a posi 
tion to buy all needed machinery, 
fertilizers, buildings, electrical equip 
ment and supplies, and he is experi 
enced enough to appreciate the large 
investment modern equipment re 
quires. We must continue to convince 
him, and his wife, that money can be 
more profitably invested in better pro 
duction methods and better facilities 
for pleasant living than kept frozen as 
idle capital. 

The future market among farm 
families for electrical appliances will 
be made up of many new purchasers 
of various types of equipment as well 
as present users. Improved living con- 
ditions on the farm are indicative of 
big market for a great range of prod- 
ucts. The farmer, though his position 
has been vastly improved since the 
war, needs a great many things both for 
his home and for his farm. 

And these families of America’s big- 
gest business men expect much of the 
electrical appliance industry. Make 
available to them the best products of 
the industry. Tell them how these “4 
pliances can contribute to better fami 
living. Do this continuously and ef- 
fectively through every channel at your 
command, and a rich reward in the 
form of an ever increasing volume of 
farm business awaits you. End 





Goomennaa nen 
Ble alin, 
CLOTHES 


DRYER 










“\T’'S HOT IN THERE, BUT WOW, WHAT A RIDE” 











JANUARY, 1953—ELECTRICAL MERCHANDISING 































Appliance makers 
apply here for millions of prospects with 


BUY ON THEIR MINDS! 


rP\HE most natural—and the best appliance prospects—are those 





families who are constantly interested in improving their homes. 
This exactly describes the 3'%-million families who read Better 
Homes & Gardens! They undertake nearly 1%4-million home im- 
provement jobs a year! And they include 7 out of every 10 families 
who are building new homes. 
How does BH&G manage to screen and capture such a large audience 
of appliance prospects? By editing a magazine in which every page 
of every issue is devoted to new, practical ideas on what to try, what 
to BUY, to make home life richer, more enjoyable. 
No wonder appliance advertising in BH&G is really read with interest 
—by families who are pre-sold on making their lives easier! 


BH: G “BUY oL0GICAL BRIEFS 


@ 1,156,000 BH&G families bought minor appliances for 
Christmas, 1951. 


© 658,000 BH&G families bought major appliances for 
Christmas, 1951. 


e 514,000 BH&G families bought radio or TV sets for 
Christmas, 1951. 


MEREDITH PUBLISHING COMPANY, Des Moines, lowe 


—_— FF ees 


' 


Sening more Yan f 
Vente ig 
3% Million Vantin og 

for the 
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The SPERRY RUBBER & PLASTICS CO. 





For the past three and one-half years we have been manu- 
facturing—for the washing machine industry—custom- 
made component parts, such as lid and base gaskets, 
drain hose, channel rubber, bumper, and filler strips. 
For the dryer industry—gaskets and seals as well as hose. 
For the sweeper and ironer industries—gaskets, bumper 
strips, and filler strips. For the refrigerator and home 
freezer industries—door gaskets, bumper strips, 
strips, hose, and other extruded rubber and plastic 


i Tors 
SPERRY 


RUBBER & PLASTICS Co. 


products. 








WEST 7TH STREET BROOKVILLE, INDIANA e, 











the CEMCO TAILGATE way 


Unless you've tried it, you've no idea how much 
easier, faster and safer it is. 

Your truck motor supplies the power to operate 
this hydraulic tailgate. It raises or lowers 

up to 2,000 pounds—stops and holds the load 
at any point on the way up or down. 

It’s wonderful for handling heavy appliances 


ranges, refrigerators, etc. 


Send for details—Dept. E-1!. 











CEMCO INDUSTRIES, 
GALION, OHIO 


INC.) 
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Opportunity in Lighting 





(his does not mean, however, that 
the appliance dealer's logical spot in 
the lighting field is limited to bulbs. 
He could also easily add lighting ac 
cessories and a limited line of fixtures 

Included in the accessories category 
are the popular conversion kits for 
changing old lamps into modern in 
direct lights, equipment for lighting 
outdoor areas, waterproof plugs, ete. 

Appliance men, probably too well 
iware of the forest of fixtures which 
jam the ceilings of fixture showrooms, 
have naturally hesitated to handle 
merchandise which presents such in 
ventory problems. Questions of styl 
and color would seem to complicate 
the business for a retailer who is han 
dling it only as a supplement to his 
cegular busine Rather than become 
thus involved, the appliance dealer 
has tended to ignore the fixture trad 

ven though it is the phase of th 
lighting market which produced the 


biggest volume 


Now, The Recipes Help 


lhere’s no doubt that this has becn 

valid objection Now, thanks to 
in ambitious program, conceived and 
undertaken by General Electric’ 
lamp division and being joined in by 
vide segments of the industry, the 
situation has changed. The new pro 
gram is G.E.’s two-year-old light con 
ditioning program and its “recipes” for 
better lighting. 

G.E.’s Eugene Commery, one of 
the pioneers in drawing up the recip: 
standards, refers to the light condition 
ing program as a “guide star for the 
industry”. Certainly it is just that 
to the dealer anxious to handk 
limited lines of fixtures—limited in 
application and limited in variety 
Ihe appliance dealer who agrees that 
the lighting which goes into a kitchen, 
laundry or workshop is logically within 
his province need only turn to a hand 
ful of recipes drawn up by G.E. to 
find the types of fixtures needed for 
these applications. For example: the 
lighting recipe for kitchen duties while 
‘standing at sink or range” is very 
explicit in what’s needed. Here’s what 
ills for: ‘An unshielded surface fix 
ture using two 25-watt fluorescent 
tubes. Alternates are a 75-watt flood 
light bulb or a 150-watt standard lamp 
in a 12-inch enclosing globe.” Simi 
larly, the recipe for lighting a work 
bench specified a “fixture with metal 
reflector with lengthwise shiclding for 
1 minimum of two 25-watt fluorescent 
tubes.” 


i 


[he program has won wide ac- 
ceptance both in the trade and among 
consumers Utilities, fixture and 
portable lamp manufacturers, lamp 
and fixture dealers and trade groups 
have all signified their approval of the 
program by actual participation 

Commery attributes a great deal 
of the program’s success to the fact 
that the recipes are not tailored to 
any particular group or income level 
but appeal to everyone, no matter 
what his income or living tastes. The 
recipes are, savs Coramery, the first 
sect of lighting recommendations 
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which you can live with year atte 
vear. And, in addition to prescrib 
ing positive standards for good light 
ing, the recipes act as an impersonal 
check against the lighting “fads” 
which sometimes sweep the country 
Heretofore, it has been difficult to 
condemn outright the merchandise 
sold during these waves of popular 
appeal. Now there exists a set of 
standards against which the product 
can be checked 

Today, Commery believes, the in 
dustrv must see that more and more 
new homes are light conditioned. Ob 
viously, it’s cheaper to put the recipes 
into effect before the house is finished 
It doesn’t make sense to let millions 
of homes go up which must later 
be re-wired if the minimum standards 
of good lighting specified in the re 
ipes are ever to be achicved. Com 
merv fears that manv builders feel 
thev are doing some one a favor by 
light conditioning their houses. He 
emphasizes over and over again that 
i builder does not have to give such 
a feature awav. He is, instead, build 
ing into the house a feature which 
makes the house more attractive and 
for which the prospective owner will 
pav. Reactions of builders who have 
applied light conditioning indicate 
that it is a salable, profitable feature 

Already the public’s appetite for 
better lighting has been whetted by 
the 22 light conditioning — recipes 
G.F.. this fall published a supplemen 
tary booklet of lighting “dividends” 
which go beyond the basic recipes 
And even further ahead—but being 
realized in some advanced homes being 
built todav—is a concept of “visual 
planning”. A house designed with 
this in mind, savs Commery, is con 
cerned with “visual environment, not 
just lighting.” Tventually, this con 
cpt will become so important, Com 
merv believes, that it will influence 
the lavout of the whole house 


Two-Year Old 


Getting back to what has alread: 
been done, the light conditioning 
program has made great strides in the 
past two years. It was launched in 
the belief that millions of homeowne 
wanted and could afford good lighting 
but lacked specific information on 
how to obtain it. As a result, ther« 
was little demand for the kind of 
equipment which would deliver the 
benefits of true light conditioning 
Limited demand meant limited pro 
duction and limited distribution of 
such equipment. The solution wa 
to compile these residential lighting 
specifications in a form which con 
sumers could understand and follow 

The lighting recipes developed in 
G.E.’s lighting laboratories apparent 
do just that. Consider that 

In the first year and a half after 
their publication in booklet form, th« 
distribution of the recipes had already 
far exceeded the life-time distribu 
tion of any other home lighting pub 
lication. 

An average of 4000 persons visited 

Continued on page 292 
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For 25 Years Crumpacker Distributing 
Corporation has been building a good 
reputation, serving the trade in South- 
east Texas. When interviewed recently, 
K. L. Crumpacker, president, said: 


“TL have been using and recommending 
COMMERCIAL CrepIT PLAN for time pay- 
ment sales to my dealers for five years. It’s 
a good plan with many advantages for 
both distributor and dealer. (LOMMERCIAI 
(.REDIT helps the dealer remain liquid, 
relieves him of the tremendous worry about 
collections. so he can direct his attention to 
sales and promotions. COMMERCIAL CREDI1 
merchandising aids are valuable, too.” 


“Commercial Credit is 


a good plan with 


many advantages!” 


says Vir. E. L. CRuMPACKER, 
President of Crumpacker Distributing 


Corporation, well-known Philco Dis- 


tributor of Houston, Texas. 


Why not let COMMERCIAL CreEpIT show 
you how they can help you improve your 
working capital position, help you build 
sales and profits? COMMERCIAL CREDIT 
gives you complete wholesale and retail 
financing “‘packages’’—backed by experi- 
ence gained in working with thousands 
of dealers through over 300 COMMERCIAL 
Crepit offices. In 1952 total volume 
handled by ComMerciAL Crepirt affiliates 
exceeded 3 BILLION DOLLARS, 


Ask your distributor for a copy of our 
message, “Buy and Sell with Sound 
Financing,” or phone your nearest 
COMMERCIAL CREDIT office. 


More appliance dealers use Commercial Credit 


financing than any other national plan 
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COMMERCIAL. 


CREDIT 


COMMERCIAL 
CREDIT 


CORPORATION 


A service offered through subsidiaries of 
Commercial Credit Company, Baltimore 
.-» Capita’ and Surplus over $1 25,000,000 

. offices in principal cities of the United 
States and Canada. 


























DC, for various voltages. 







Recommended for large rooms and offices 
as well as remote locations. Interchange 
able traditional mahogany or blonde 
wood cabinet. 






































LEADER CONSOLES—1 H.P. AND 11/2 HP. 
Designed for lower cost, remote, or built-in 
installations. Excellent for laboratory, in- 
dustrial or commercial use. Same as Models 
10 and 12, except cabinet, which is chestnut 
brown rust-resistant steel. 
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MODEL 10—THE “DIRECTOR"—1 H.P. 





HANDSOME REMINGTON CONSOLE UNITS: 
The ultimate in room air conditioning at prices your cus- 
tomers can afford. They are recommended for cooling living 
rooms, multi-rooms, small homes—for large offices and hun- 
dreds of other installations. Interchangeable traditional ma- 
hogany and blonde wood cabinets make them beautiful pieces 
in any surrounding. You can easily install them in any room or 
remote location. Optional heating is a strong selling point. 
Available in both air cooled and water cooled models, AC or 


MODEL 12—THE "OVERTON"—1'/2 H.P. 


For extra large rooms, small stores and 


especially severe conditions. Interchange 


able traditional 
wood cabinet. 


MODEL 4—THE 


mahogany or 


blonde 











We FEISS pings terndsnce 


1953 line of room air conditioners. And it’s the most 
complete line in the industry—a model for every re- 
quirement. All are TROPIC-TESTED to assure peak 
performance. All carry a full one-year manufacturer’s 
warranty; five-year warranty on hermetic compressors. 





DECORATOR-STYLED REMINGTON WINDOW 
UNITS: Here’s a sparkling new design. Two Multi-Way 


Grilles permit a broad selection of air deflections. The ex- 


clusive Remington Climate Compensator enables you to 
select exactly the type of cooling and dehumidifying re- 
quired. Controls are readily accessible and easy to manip- 
ulate. Filters can be quickly changed without removing 
cabinets. All units have steel cabinets, beautifully finished in 
Mission Grey and Sahara Beige. De luxe models offer auto- 
matic thermostats and two-speed evaporator fans. AC or 
DC, various voltages. 


MODEL 8—THE “PROFESSIONAL” — 
3 


MODEL 11— THE "DIPLOMAT" —1 H.P. 
4 .P. For larger professional or busi- For exceptionally large rooms or severe 
ness offices, master bedrooms and mod- conditions in situations where a window 
erate size living rooms. Both Master and 


De luxe Models. 115, 208, 230 volts, AC. 


model is preferred to a console. Master 
Model only. 208-230 volts, AC. 





Remington also offers a 
complete line of famous 
“MOISTURE MAGNET” 
DEHUMIDIFIERS 


Vih.p. removes 24 pints 
of moisture in 24 hours. 








“ROOMETTE” — 


3s H.P. For average bedrooms or 


smaller rooms, this is true air condi 


tioning at minimum cost. 115 volts, 


60 cycle, AC. Master Model only. 


1 h.p.—12 h.p. remove — 
up to 266 pints of moisture nent 
in 24 hours. 
MODEL 6—THE "BEDFELLOW''— 
larger bedrooms or 
offices, this is one of Remington's 
sizes. 115 volts, 60 " 


cycle, AC. De luxe Model only. 
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air conditioners for ’ 


Here’s why it makes sense 
to sell REMINGTON 


$ MORE SALES... 


with the most complete line 


When you sell Remington Room Air Conditioners everyone 
is a prospect. There are no limitations due to room size or 
current characteristics. That’s because Remington offers the 
industry’s most complete line—a model for every require- 
ment. You give your customers a wider selection of capac- 
ities, air cooled or water cooled units, window or console 
models, for various voltages, AC or DC. Your customer can 
get what he wants and be sure he is not wasting money ona 
unit too small for the job or too big to operate economically. 


$ CLEANER SALES... 


no trade-in headaches 


Room air conditioning is so new that the surface of the 
market has barely even been scratched. Thus, you don’t have 
to worry about trade-in losses. Then, too, each Remington 
unit is backed by a full warranty . . . and also backed by 
Remington’s 65 years of experience in manufacturing re- 
frigeration equipment. You can depend on easy installation, 
too. Window models and air cooled console models require 
no drains, no expensive piping, duct work or alterations. 


EXCLUSIVE FEATURES... 


including the famous Climate Compensator 


Only Remington has the famous Climate Compensator 
which maintains the proper balance between cooling and 
dehumidification. No matter what the climatic condition, 
“hot and dry” or “hot and sticky,” the Climate Compensator 
adjusts the Remington to give perfect comfort and top 
economy. 

Remington developed the Climate Compensator after 15 
years’ test performance in 57 foreign countries—in every 
climate. Remington is tropic-tested. 












ey 


ELECTRICAL 


What's more... 


An early season selling plan loaded with features. 
Don’t fail to get full information on this plan to 
help you make more sales and bigger profits. Get 
your share of this multi-million dollar market. 


Check and mail the coupon today. 


— 
sane, = et RG CS 
“a na he ee, Wes he tee re 
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With the Climate Compensator, plus Easy Filter Removal, 
Multi-Way Grilles, Automatic Thermostats, Lo-Power Econ- 
omizer, Dial-Ease Controls, and Optional Heating, Reming- 
ton gives you many strong selling points. 


DECORATOR STYLING 


makes Remington a handsome addition to any room 


When it comes to selling the ladies, or for that matter men 
who are appearance-conscious, you'll find yourself well out 
in front with Remington. Traditional mahogany and blonde 
wood cabinets give Remington Consoles beauty and charm 
that add to any home or office. Decorator-styled Mission 
Grey and Sahara Beige Window Units blend in beautifully 
with their surroundings. 


STRONG NATIONAL ADVER- 
TISING PLUS UNIQUE CO-OP 


You can count on a strong consumer demand for Reming- 
ton Air Conditioners in 1953. We plan to help pre-sell your 
customers for you and to back up your efforts in the follow- 
ing ways: 
1. The most extensive national magazine advertising 
campaign we've ever conducted. 
2. Timely key city newspaper advertising. 
3. A complete program of direct mail and literature. 
4. Strong point-of-sale and display material. 
5. A really unique co-op advertising plan which assures 
that you will get your share of co-op money whether 


you are a large dealer or a little fellow. The most 
liberal in the industry. 


AREming 


AIR CONDITIONS ee 





REMINGTON AIR CONDITIONING DIVISION 


9-3 Willey Street, Auburn, N. Y. 


Please send me complete information on how to become a 
Remington Dealer. 


Name 
Company 
Address 


City FEV Ea alc MONS EE 


Zone__ State 


an ca em ca ce rn i reas we bale ah le aa-deniinn Si aN 
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40 FEET 
XTENDED 
HEIGHT 








TELESCOPED 
HEIGHT 
20 FEET 








@ EASIER INSTALLATIONS 
®@ LOW COST @ LIGHT WEIGHT 
@ IMMEDIATE DELIVERY 


and 


more profit for YOU 





the 


» Tole 


Sell a DOUBLI 
primary market where the city buyer wants a modern 
istic tower to match the beauty of his home - 


“fringe” 


must have a tower 
FOWER helps you sell more sets 


tions, faster, easier and cheaper 


T.M. REG 


MARKET with TELE-VUE! Sell the 
and sell 
market where TV-hungry families 
to get reception. The TELE-VUI 
and make installa 


area 


TELE-VUE... the tower 


people ASK for! 


PELE-VUE is the only name in tele 
vision towers, You can capitalize on 
that, and its many other features 
¢ Made of sturdy aircraft-type tub 
ing. © Weight only 60 Ibs. ¢ ONI 
MAN CAN INSTALL IT ¢ Crank 
it up or down, from 20 to 40 ft 
height ¢ Use it with or without guy 
wires 


Nationally Advertised in the 

















. 


701—49th 



































— 


Street Se., 


St. Petersburg, Florida. * 





Thousands of families in “fringe” areas 
pects for the low-cost TELE-VUI 
sales volume, make extra profit 

in cost. (One man can demonstrate, sell and install!) 


rOWER 
and make TV installations at terrific savings 






FEBRUARY 21, 1953 


EXTRA! For NEW 
TV MARKETS 


In addition to our national advertising program 

which will impress the TELE-VUE name on 
millions of readers, we have a complete 
merchandising “package” ready for use in 
new TV markets: Special Promotions 
Display Material Newspaper Ads 
Direct Mail “Traffic” Building Plans 
This hard-hitting local campaign is all yours 


as a TELE-VUE dealer 


it’s Your Turn 
to CASH IN...NOW! 





and in primary areas, too—are pros 
Here’s your chance to build added 


LOWEST DELIVERED COST * TELE~VUE TOWERS give you the extra benefits of lowest pos- 
sible delivered cost. Shipments are made from centrally located factory and warehouse 
stocks in every section of the country. ORDER NOW! Write or wire TODAY... for full details! 


TELE-VUE TOWERS, INC. 


451 East Street, Erskine, Minnesota. 


2301 University Ave., $.£., Minneapolis, Minn. 








Opportunity in Lighting 





each light-conditioned demonstration 
home 


Builders began featuring light 
conditioning as a selling feature 
Equipment manufacturers have 


produced new and improved fixtures 
and lamps to fill the recipes and som« 
firms have redesigned their equipment 
italogs to facilitate selection of f 
which fill the recipes. 


nx 


ture 


Paying Off 
Most important, however, the peo 
ple who are on the receiving end of 


this promotional campaign are ap 
parently following through on the 
light conditioning suggestions. Last 


vear G.E. surveyed a cross-section of 
the 144,000 families who, up to that 
time, had written directly to the com 
lamp division headquarters at 
Nela Park for the booklet. Here’ 
what thev found! 

More than 88 percent said the 
booklet had been helpful 

Nearly 74 percent said they had 
ried out an average of 3.6 recipes 
each 


paris 


Just under 70 percent selected 
in average of 4.0 recipes each which 
they would like to carry out in the 
future 


\bout 71 percent said they bought 
in average of 3.5 fixtures or portables 
plus 5.1 light bulbs each. 

I’very time a consumer Carried out 
one recipe he bought approximately 
one fixture or portable and nearly 1.4 
lamp bulbs 

G.I.’s_ market research people are 
careful to qualify these results. Peo 
ple who wrote in for the book, they 
point out, are likely to have a morc 
than average interest in home lighting 
And the in cight who answered 
the questionaire is more likely to have 
carried out a recipe than the seven 
who did not. Even so, the results are 
Impressive 


One 


If each purchaser paid $10 per 


fixture and 25 cents per bulb, he 


would have spent about $36, o1 
$10 per lighting recipes carried out 
Of the 10,000 interviewed, 8.5 


percent answered and said they had 
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put a recipe into effect. If a cor- 
responding 8.5 percent of all wired 
homes spent an equal amount, the 
total dollar value of fixtures, port 
ables and bulbs would be close to 
$130 million 

@ ‘The same total could be achieved 
if about one-third of the 
could be induced 
recipe 


wired 


homes to carry 


out one 


Double Meaning 


hose figures are impressive as the 

stand. But they have even more mean 
ing for the appliance dealer who might 
be induced to handle certain types of 
fixtures but who would not want to 
become involved in the headaches in 
volved in maintaining an adequate 
inventory of living room and bedroom 
fixtures and portables. 


Let us assume that the appliance 


dealer would carry lighting equip 
ment for the laundry, kitchen and 


workshop—and possibly valance equip 
ment and bathroom fixtures wher 
style would not be likely to 
plicate inventories 

Of the 3185 recipes carried out b 
the test group, 677 the 
kitchen, laundry or workshop whil 
174 more carried out bathroom o 
valance suggestions. No matter how 
vou look at it, the appliance deale: 
could have handled an 
share of the business created by thes 
recipe-followers 

Even more impressive is the tabu 
lation of the recipes respondents 
would like to carry out (remembering, 


con 


were for 


important 


of course, that they had already cat 
ried out almost 3200) 
Ihe 835 consumers listed a_ total 


of 3314 recipes they would next lik« 
to carry out. Lighting improvements 
in the kitchen, workshop or laundry 
rank first, second, fourth, fifth, sixth, 
ninth and eleventh on this tabulation 
If you add in bathroom lighting 
third) and valances (seventh) the ap 
pliance dealer could easily be expected 
to handle the equipment needed for 
nine out of the 11 wanted 
TC( Ipes 


most 
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“WE'VE HAD THIS TURKEY EVER SINCE THANKSGIVING, 1946” 
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General - 


WORLD'S FINEST FLOOR MACHINE 





GENERAL... the Quality Floor Machine 
at the Lowest Price! 
















" } ( 
‘ BRUSHES OUTLAST OTHERS 3 TO 1! Extra-long bristles! “ta 
7 More fully packed! Usable right down to the block! HA 
NO ARM STRAIN! Full finger-tip control! Machine \ 
glides smoothly, swiftly as it gleams your floors! Book C Bb 
NO UNPOLISHED CENTER STREAK! Counter-rotating, 
intermeshed brushes cover full 12” section! 


EXCLUSIVE SNAP-ON SIDE HANDLES! Ideal for polish- } 
\ N ing, waxing walls, furniture, cars, etc. Attaches quickly! 
q 


ee \ ALL METAL STYLING! No plastic or paint to crack or j 
I ¥ . s\ chip! Surfaces polished aluminum or chromed! j WHrCI 
4 Up 4 , 4 EXTRA-LONG CORD! Heavy duty, rubber covered elec- 
*, 3 af ‘ . . 4 
ty at? NY) tric cord! 1 
General \ CYL 


\" QUIET, POWERFUL MOTOR! Vibrationless, perfectly 
Twin-12 \Y 


balanced! Full rated 4% HP. AC-DC! Visible 
thumb switch for positive on-off control! ° 
with 4 Z 7 


" FULL YEAR’S GUARANTEE against any workman- 


| ia 


ONLY GENERAL HAS 


\\ Guide-a-matic Balance’ 


Scrubs « Polishes « Waxes ¢ Buffs « Sands ¢ Refinishes 
Dry Cleans... every type of Floor 


GENERAL FLOORCRAFT, INC. 


421 HUDSON STREET, NEW YORK 14, N. Y. 
General ALSO MANUFACTURES THE FINEST A ~ i 


’ 
j 4 
»~ = d ’ 
FLOOR MACHIMES FOR BUSINESS, INDUSTRY, INSTITUTIONS Sus Ca t= 


Twin-12 Twin-16 K-12 K-14 K-16 K-18 














2 waxing brushes 
2 polishing brushes 
2 buffing brushes 


2 replaceable lamb’s 
wool skins 
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FOR EXTRA PROFITS IN ’53 ‘Opportunity in Lighting 


Sell the most talked about job on the market 


ACME Space-Master 


KITCHENETTE 
4 CU. FT. REFRIGERATOR + RANGE © SINK 


Whoever heard of a complete “kitchen” in 30 inches! Lots of 
people have lately .. . that’s what all the shoutin's about! Show 
the sensational new ACME Space-Master to anyone with a 
space problem . . . and see what happens! No wonder sales 
are terrific . . . profits plentiful! Why not capture your share? 


LIFETIME 
STAINLESS 
STEEL 
TOP 
















mh LARGE 
BP SINK 


Ideal for hotels, 
apartments, 
institutions, 

motels, 


etc. 


30" 






Available for use with natural, 

manufactured ov bottled (LP) gases, or 
with electric burners for 220 V. or 
110 V. "plug in’ use, 


NOW! entire MECHANISM 
IN FRONT! 
COMPLETE ACCESSIBILITY! 
LOW MAINTENANCE COST! 


@ Write today for full details on “Space-Master” 





and other famous ACME cooking-refrigeration 


} ; . 
— combinations and space-saving refrigerators. 
I j Unit without range, as shown at left, is available for use 
— _ - with regular oven range, 
~—— 50 
Mode 








KITCHENETTES 
Sell. ..and Sell and Sell 





ACME-.NATIONAL REFRIGERATION CO., INC. 
29-24 40th Avenue Long Island City 1, N.Y. 
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Combining the two tabulations 
consumers listed 6499 recipes they 
had either already carried out or 
wanted to carry out. Of that total, 
about 2100 were kitchen, laundry or 
workshop recipes, the equipment for 
which the dealer could logically have 
handled. Adding in the wall valance 
and bathroom recipes (about 620), 
the appliance dealer could have han- 
dled over 2700 of the 6500 recipes. 


Two More Points 


The survey provides two other 
points of information, one pointing 
to an opportunity, the other indicat- 
ing quite strongly that appliance deal- 
ers are not getting any important share 
of this business. 

A total of 116 shoppers (9.7 per- 
cent of the group as a whole) re- 
ported that they were unable to find 
152 pieces of lighting equipment in 
their local stores. 

And here’s where they 
the equipment 


went to buy 


Department store 29.0% 
Fixture store . 273 
Hardware store . 198 
Furniture store . 138 
Variety (5¢ & 10¢) 13.5 
Electric light and power ; 
Other 10.5 
No answer 24,3" 


*Column totals more than 100% because of 
multiple answers 


Chis tabulation indicates that ap- 
pliance dealers are probably not han- 
much of the light-condi 
tion busines: 

Whether or not dealers will change 
their minds and go after a larger share 


dling very 


Washers 





in the first quarter; 21.33 percent in 
the second; 24.68 percent in the third 
md 25.99 in the fourth quarter. The 
previous year showed respectively 
1.91, 23.78, 33.27 and 23.4 percent 
for the four quarters. These figures 
at the not 
nanufacturers shipment 

Geographical breakdown of washer 
hipments for the past six years still 
how the East North -Central states 
O., Ind., Ill, Mich., Wis.) as the 
leader with 21.79 percent of the busi 
ni The Middle Atlantic group of 


} ] 7 a: 
represent Saies retail level, 
I 


N. Y., N. J., and Pa. were second with 
19.75 percent and the South Atlantic 
tates third with 12.03 percent. Fig 
ures on manufacturers shipments for 
he first eight months of 1952 would 


that there has been no mate 
the regional sales pi 


The 1953 Picture 


The vear 1952 was characterized by 
ibnormal inventories at most levels 
of the industry. Allocation of metals 


for washer manufacture, because of 
the over-produced state of the busi 
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of this business is problematical. Cer 
tainly, everyone concerned stands to 
profit from such a move 


Everybody Wins 


The returns to the dealer—more 
business, added profits and a more 
highly diversified trade—are obvious 
Much of this lighting equipment 
could easily be merchandised as extra 
equipment at the time that a kitchen 
or laundry appliance is sold. The sur- 
vey above indicates that consumers 
are probably more immediately inter- 
ested in lighting utility areas than in 
re-lighting their living or bed rooms. 
This should simplify the selling work 
of the appliance dealer, whether he 
actively goes out after the fixture busi- 
ness or handles it merely as “add on” 
business to the appliance sales he 
makes. 

The advantages would not be en 
tirely on the side of the dealer. Both 
the lamp maker and the equipment 
manufacturer would profit from the 
specialty selling techniques the appli 
ance dealer could bring to bear on the 
lighting market. 

The continuing growth of the light 
ing business does not, however, de 
pend on the appliance dealer “join- 
ing up”. The industry’s potential is 
too great to leave it dependent on the 
cooperation of the specialty dealer. 
But at the moment, it seems fairly 
obvious that there’s something in such 
an association for everybody—the 
dealer, the equipment manufacturer 
and the lamp maker. Only time will 
tell how much each party makes of 
the opportunity. End 





ness, had little effect. Cutbacks were 
voluntary rather than by government 
edict. But a buyer’s strike affected a 
good part of the business in the first 
half and only ceased to be important 
with the repeal of Regulation W. The 
tide turned in the second half. The 
spring of 1953, if present indications 
are of any value, should see alloca 
tions of machines to dealers and a 
brisk demand on the part of the 
public. Prices should not vary to any 
ind if at all, the 


ment will continue upward in the com 


great degree move- 


ing year 
Automatics Popular 


Automatics should continue to cap 
ture the imagination of the publi 
ind attract a larger share of the mar 
With replacements taking the 
spotlight in the washer business, it is 
reasonable to expect that every ad 
vance in design and performance will 
be repaid with an increasingly larger 
proportion of the business. Actual 
sales, in units, should hit around 


+5 


1 
ket 


3,500,000 machines during the next | 
months. 


End 




















NOW! 
The best automatic blanket 
exchange program ever! 


New General Electric Exchange Program 
builds customer confidence with immediate service! 
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% 
Now when a customer has a General Electric Automatic 
Blanket that’s inoperative—it’s not a headache. It’s an opportunity—if you’re a G-E Blanket servicing dealer! 
Under the new General Electric Automatic Blanket warranty, he gets a new blanket or control at a low 
Exchange Program, servicing dealers can immedi exchange price. 


ately exchange inoperative blankets or controls for The General Electric Automatic Blanket Ex- 


change Program helps you build future sales through 
If the inoperative blanket is in warranty, it thoroughly satisfied customers who are certain to 


brand-new ones. 


doesn’t cost the customer a penny. If it’s out of keep coming back to your store. 





Find out how you can become a 
blanket servicing dealer 


Call your G-E Automatic Blanket distributor today. 
He'll tell you how you can become a blanket servicing 
dealer—and give you the details of the new Automatic 
Blanket Exchange Program 


General! Electric Company, Small Appliance Division, 





Bridgeport 2, Connecticut. 
ge} 
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.-- but look at the difference a new 
Pittsburgh Store Front makes ! 


Bill's Electric Shop, Webb City, Missouri. 


ee nn is a good example of how Pittsburgh Prod- 
ucts can give a store a new sales personality. In 
this electric shop, an open-vision front of Pittsburgh 
Polished Plate Glass, set in lustrous Pittco Premier 
Store Front Metal, places the entire shop interior on 
display presents the merchandise clearly and 
persuasively, Bright, easy-to-clean, black and gray 
Carrara Structural Glass was used to cover the bulk 
heads and returns. The canopy face is Pittco Metal. 

There are many other eye-pleasing Pittsburgh 


Products that can help turn a “maybe” attraction into 


Store Fronts 
and Interiors 


by Pittsburgh 
" S| 


PAINTS 


| 

| 

| en 
== shore 
sells 
| 

| 
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CHEMICALS 





a “sure-fire” attention-getter. these 


Why not put 


business-boosters to work for you? They ll help you 


extend your trading area. increase your volume. 


boost your profits. And. of course, Pittsburgh mod- 


ernization increases the real estate value of your 
property, adds to the appearance of your entire 


neighbor hood. 


For further information on Pittsburgh Products and 
examples of actual Pittsburgh modernizations, just 


return the coupon below for our free booklet. 


Pittsburgh Plate Glass Company | 
Room 3125, 632 Duquesne Way, Pittsburgh 22, Pa 
Without obligation on my part, please send me a FREE copy of | 

your modernization booklet How To Give Your Store The | 
Look That Sells 
Name | 
Address 

City State | 

que aus aus axe cus cme oe oe ow oe oe oe oe oe ee oe ee oe 


* BRUSHES - PLASTICS FIBER GLASS 


GEASS COMPANY, 
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From a promotion standpoint, thi 
dryer has found a willing helpmate in 
the electric and gas utility field. For 
electric companies, the dryer repre 
sents the first major load-building de 
vice since the introduction of th« 
clectric range. Most dryers require 220 
volt service and use from 900-1,000 
kw.-hrs. annually, providing the util 
ity with about $20 a year in new 
revenue. Gas utilities, seeing chunks 
of range and water heating gas volum« 
going electric, have embraced the gas 
clothes dryer and, if the figures mean 
anything, are carrying the ball to the 
opposition. Despite the fact that gas 
dryers sell at slightly higher prices 
than electrics, they have many selling 
points in their favor which the gas 
utilities are capitalizing upon. First, 
the installation cost is negligible; sec 
ond, operating costs are about one- 
third lower than electrics; third, they 
have a slight edge in efficiency. The 
installation cost on electrics is no prob 
lem where the customer is already 
wired for range or water heater service, 
but without 220-volt service, the cus 
tomer is faced with a $30-$40 bill for 
installation. Here again, the electric 
companies might well make an in 
vestment in future dryer lead by sub 
sidizing all or part of the cost of 
dryer installations. It was such subsi 
dies during the 1930’s that provided 
the first real impetus to electric range 
sales End 


lroners 
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with 10.39 place fourth. All othe: 
regions did considerably less than 10 
percent of the total each. Figures on 
shipments for the eight months of 
1952 show no appreciable variance 
from the pattern established during 
the post-war years. 


The Year Ahead 


A year ago we estimated that irone: 
business in 1952 would approximate 
200,000 units. Actually, 207,000 wer 
sold—a pretty guess. lor the 
year ahead, provided conditions 1 
main fairly stable, we estimate that 
ibout 250,000 units will be sold. This 
is predicated on the assumption that 
more metals will be available and that 
ironers will again get their share. But 
it the risk of being repetitious, we 
want to point out again that ironer 
sales involve more work and demon 
stration than any other major device 
Some noteworthy experiments hav 
been made to employ television as a 
demonstration medium. This is a step 
in the right direction, yet alone it can 
not begin to supplant the demonstra- 
tion in the dealer’s store, or in the 
home. Nothing takes the place of the 
prospect actually using the device to 
convince her that ironing by machine 
is a relatively simple operation and 
not the complicated task that a quick 
glance at an ironer might indicate 


End 
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“We sold a washer to a customer because 
her daughter told her that Godfrey said 


Frigidaire is the one to buy.” 


Tully, New \ ork 


“Received a phone call to deliver an IR- 
108 because Arthur had explained all the 


features and said it was the best.” 


Baldwinsville, New York 


“Many direct sales are being made as a re- 


sult of this program.” 
Chicago, Ilinois 


/ JUST TELL 
FOLKS HOW SWELL 
/ THINK FRIGIDAIRE 
APPLIANCES ARE — 
AND LOOK WHAT 
HAPPENS / 








Tune in 
Arthur Godfrey’s 
morning show 
over CBS TV and 
Radio Network 











“We had a customer call and ask to see the 
refrigerator that Arthur Godfrey demon- 
strated. We made the sale.” 


St. Marys, Ohio 


“A lady came into our store and said she 
wanted to buy that Cyela-matie Frigidaire 
that Arthur Godfrey talked about this morn- 


ing. The sale was made in a few minutes.” 


Breckenridge, Texas 


“We sold two ranges and one refrigerator 
directly from the Arthur Godfrey Show.” 


Tampa, Florida 


Tremendous amount of enthusiasm with 


yroven sales results.” : 
| Cleveland, Ohio 


“Godfrey does a bang-up job. Many people 


are talking about our program. 


Salt Lake City, Utah 


Proof that America’s No. | salesman, Arthur Godfrey. is really sell 


ing America’s No. | Refrigerator, and all the other fine Frigidaire 


Appliances, lies in these testimonials, taken from hundreds just like 


them. Another reason why the Frigidaire Franchise is so valuable. 





Bw 


Frigidaire Appliances 


Built and backed by General Motors 
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Your customers saw Godfrey 


and Tony Marvin 


bake ice cream in an oven! 






















MARVIN: 


“O.K., Arthur. Here it goes into a 425° 
oven. We'll leave it in there 
for thirty minutes.” 


GODFREY: 


“How do you like that! Still hard. 
You see how the Fiberglas Insulation 
keeps heat where heat belongs and 
cold where cold belongs. That's why 
leading manufacturers use it in 
ranges, refrigerators, water heaters 
and freezers. Ask your appliance 
dealer about it.”’ 












WBSULATig 
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OWENS- CORNING 


FIBERGLAS 


*FIBERGLAS is the trade-mark (Reg. U. S. Pat. Off.) 
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on the Fiberglas TV-Radio show, 
‘‘ARTHUR GODFREY TIME”’ 


GODFREY: 


“Tony, wrap up that ice cream in 
the Fiberglas* Insulation, and put it in 
the oven while the pie is baking.” 


30 MINUTES LATER 


GODFREY: 


‘Now that we've baked it for 
half an hour, let’s show all these girls 
what's happened to it.”’ 


Now, more than ever, 


A swell feature to have... 
A swell feature to sell... 


OWENS-CORNING FIBERGLAS CORPORATION 


Dept. 104A, Toledo 1, Ohio 


of Owens-Corning Fiberglas Corporation for products made of or with fibers of glass. 
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percent made in the fourth quarter. A 
comparison of these figures with those 
made in 1950 shows the wide varia- 
tion possible due to abnormal condi 
tions in the market due to “scare buy 
ing”, strikes, prices, etc. 





Geographic Distribution 


Figures for the six post-war year 
how that manufacturers shipments o! 
refrigerators were divided among the 
regions as follows: Middle Atlantic 
N. Y., N. J., Pa.) 20.80 percent; 
East North Central (O., Ind., IIl., 
Mich., Wi 19.77 percent; South 
Atlantic (Del., Md., D. C., Va., N. ¢ 
S. C., Ga., Fla.) 13.56 percent; Pacifi 
Wash., Ore., Cal.) 10.04 percent 
West South Central (Ark., La., Okla 
lex.) 10.03 percent; West North 
Central (Minn., Ia., Mo., N. D., S. D.. 
Neb., Kan.) 9.95 percent; New Eng 
land 6.06 percent and Mountain 3.26 
percent. Further information on the 
sales of refrigerators by regions for 
1952 will be found in the utility com 
pany survey “Appliance Markets by 
Regions’’, elsewhere in this issue. This 
study reveals among other things, that 
84 refrigerators were sold per 1,000 
residential customers of the companies 
reporting. Here, the West South Cen 
tral region was leading the parade 
with sales of 123 units per 1,000 cus 
tomers 


Size, Price, Design Trends 


For the first nine months of 1952. 
47.76 percent of all refrigerators sold 
were 8-9 cu. ft. sizes, according to 
NEMA. The 8-cu. ft. boxes led the 
parade with 25.41 percent and the 
9-cu. ft. models were next with 22.35 
percent. Third most popular was the 
Il-cu. ft. box with 17.47 percent 
Seven and ten-foot refrigerators were 
neck and neck with about 10 percent 
each of the total and the old six-foot 
claimed 8.75 percent. In other word 
87.63 percent of the business went to 
refrigerators of from 7 to 11 cu. ft 
capacity. Last vear, 8 to 10 ft. boxe 
iccounted for 61.38 percent of the 
total 

Two other NEMA studies thr 

Continued on page 300) 





“PLIERS, GAUGE, SCALPEL, SCREW DRIVER 
WRENCH” 


















We don’t have to tell you about the room air 





conditioning market... sales booming. . . 
less than one in two hundred homes supplied 
with room air conditioning units . . . builders 
now equipping homes in the $10,000 class and 
under with air conditioning as a prerequisite 
to selling. It’s a great story that begins with 


profits... and it’s only the beginning. 








Dealer profits begin with the right line. . . 
right in design, price and quality, On all counts 
RCA Room Air Conditioning places you 


right in line for your share of this fabulously 





growing business. 





Seven new units that fit every application— 
from the small bedroom in the modest 
home to the large conference room, 
professional office or small business 
establishment are rolling off the production 
lines. They provide a logical step up in 
cooling capacity that doesn’t let you 


miss a sale. They give you your greatest 





selling opportunity since television, 


RCA Room Air Conditioners 
RCA VICTOR DIVISION wy 


RADIO CORPORATION OF AMERICA 
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ADVERTISEMENT 


Picture Tube Data Book Offered Refrigerators 


oes CONTINUED FROM PAGE 298 = 





“Federal Television Picture Tube Included are basing diagrams, bulb most advanced type equipment in the 
Data Book” is the title of a new pub outlines of glass and metal round and industry, Federal picture tubes are light on refrigerator distribution and, 
lication by Federal Telephone and _ glass and metal rectangular tub« being installed as an original com while 1952 figures are not compiled 
Radio Corporation, associate of In Dimensions and electrical chara ponent by more and more receiver it the time of writing, the 1951 figures 
ternational ‘Telephone and ‘Tclegraph teristics cover tube types ranging manufacturers and are rapidly grow- show the trend. Distribution by types 
Corporation. The information was from the LOBP4 to the 30BP4. ‘Tube: ing in popularity with service organi of dealers show department stores 
compiled with the assistance of data of most manufacturers are included zations as a dependable replacement slipping from 17.8 percent of sales in 
published by the R-TMA as a service to users of picture tubc A copy of Federal’s new data book 1949 to 14.5 percent in 1951; furni 
Federal’s new data book discusses Ihe popular types manufactured by can be obtained by writing to the ture stores also fell from 16.5 percent 
seven major factors for TV techni lederal are available from Federal Vacuum Tube Division, Dept. N of the business in 49 to 13.5 percent 
cians to consider when using the book distributors 1133, Federal Telephone and Radio in ’51; independent appliance stores 
for guidance in interchangeability Produced with the newest and Corporation, Clifton, N. J about held their own—from 33.3 per 


cent to 32.9 percent; utilities, hard 

ware stores, plumbers, filling stations 

5 ow fad & ) ¢ A L L eo BAC K % ind jewelers all showed less from their 

already small proportion of the busi 

ness. Only distributive outlets to gain 

were farm implement stores and direct 

sales by factory and distributors (13.5 

age Go percent, up from 7 percent in "49 

PROFITS By size of town, the business is about 

evenly divided: 1,000 to 10,000 popu 

lation towns account for 36.6 percent 

of the business; 10,000 to 100,000 do 

That’s why eee 27.3 percent while large city centers of 

100,000 or over account for 36.1 per 
cent 


Design Trends 


Design trends in the retrgerator 
field continued to feature two-tempera 
ture models to keep pace with the 
public’s voracious demand for frozen 
food storage space. Automatic de-frost 
ing was another salient feature incorpo 
rated in more maker’s models during 
the year and was proving itself a po 
tent influence in stimulating replace 





Appliance dealers who hit the 
ceiling when something goes 
wrong, never get very high up in 
the world. 









.-- ARE THE REPLACEMENT 
|} CHOICE OF MORE AND MORE 
. SERVICEMEN ment business. Color was becoming 


more popular for interior use as wer 
other features such as butter-condition 


Federal tubes are designed right, made ers, egg-keepers and other plus items 
right, factory-tested to the hilt... and By and large, the public were being 
BACKED BY A YEAR’S GUARANTEE! provided with larger refrigerators, more 


ind more trouble-free and with added 

‘ ; attractions to tempt the prospective 
FEDERAL is fast-growing in demand as a profitable picture tube pure haser 
replacement, because Federal goes the limit to assure your customers steady 
. . ’ 
satisfaction , The Outlook for 1953 

Every Federal tube must measure up to exacting standards of 
efficiency for breakdown and stray emission (at max. ratings), ion trap current 





5 


In the closing months of 1952, with 


central grid cut-off, zero bias beam current, focus voltage current, highlight inventories back to normal and the 
brightness, leakages, shorts, gas ratio, screen and glass quality ., . plus other public back in a buying mood, govern 
eae a0 a regi td operation run. ment restrictions on metals were be 

, & unique, prior-to-shipment check-up follows a 24- sinning once more to make themselves 


hour minimum storage period—an extra provision for trouble-free performance! 
Start now to protect your replacement profits with Federal pic- 
ture tubes .., the tubes backed by decades of experience in producing highest- 


felt. Production, which hit the dol 
Irums in the middle of the year, began 


quality vacuum tubes for broadcast, military communications ¢ the ; to perk up with a vengeance in the 
' and other major ] / ; : 

uses f second half. Repeal of Reg. W. did a 

Consult your Federal distributor for full information and prices. lot to prime the purchasing pump and 


FEDERAL POPULAR-SIZE TUBES INCLUDE: 122 and 16-inch round; 14, 16, the record of constantly expanding 
17, 20 and 21-inch rectangular. Write for your free copy of Federal’s Tele- msumer credit is evidence that relax 
vision Picture Tube Data Book. j 

ing credit controls stimulates business 


With the general economy still run 
«Sate 


f ‘ ning at full tilt, little letdown is ex 
Be pected in 1953. Most manufacturers 
None . ° 
ley wre of the opinion that sales should be 
f V7 in the neighborhood of 3,600,000 
lelephone and Radio Corporation ish po ee ees 
Pp edged up about $10 per unit during 
VACUUM TUBE DIVISION + 100 KINGSLAND ROAD, CLIFTON, NEW JERSEY 1952 over 1951, but unless some un- 


In Canada: Federal Electric Manufacturing Company, Ltd., Montreal, P. Q foresc en infl itionarv spiral starts up 
Export Distributors: International Standard Electric Corp., 67 Broad St.. N.Y . : . 
igaint, they should remain fairly stable 


“Federal always has made better tubes” n the vear ahead End 
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19 CUBIC FOOT UPRIGHT HOME FREEZER 





FEATURE 


FILLED 











COILED SHELVES for fast, 
efficient freezing and uniform 
temperatures. 


INVENTORY RECORD tells at 
a glance what foods are stored 
and where they are. 


LESS FLOOR SPACE not only 
in the home but on your 
display floor. 


IT’S UPRIGHT with the 
convenience only an 


upright can offer. 


@ All Steel Construction 
with Aluminum Interior 


@ Y3 H.P. Tecumseh Unit with 
5 Year Warranty 


@ Built-in Door Lock 

@ Automatic Alarm Signal 
@ Hi-Density Fiberglas Insulation 
@ Food Spoilage Warranty 

@ Freon 22 Refrigerant 

@ 19 Cubic Foot 

@ 665 Pounds Storage Capacity 


@ 8 Inner Doors Guard Against 
Refrigeration Loss 


@ Thermometer in Door 


@ Iluminated Compartments 








TRICAL 


RY AN industries NAME 


REFRIGERATION DIVISION 
HOPKINS, MINNESOTA 
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rreeze Pantry is a top quality, feature filled freezer. Because of the exceptional profit margins, 
Freeze Pantry is also a profit-packed product. See the new 1953 Freeze Pantry at the American 
Furniture Mart, Space 110-111, 17th floor during January Market or write direct to Mr. A. H 


Rose, for franchise information. Freeze Pantry territories are protected territories and filling up 


See our representatives in Chicago or write today for full details 


RYAN INDUSTRIES 
Refrigeration Division 

1025 E. Excelsior Avenue 
Hopkins, Minnesota 


Gentlemen 


Please send me all the information about the 


new 1953 Freeze Pantry Upright Food Freezer 


ADDRESS 


CITY a aa 
DISTRIBUTOR a 


DEALER {_] EM-13 
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Here’s America’s fastest-growing, 
fastest-moving electrical 
appliance line. Top quality 
merchandise, aggressive sales 
promotion and advertising have 
made Dormeyer America’s 
buy-word in better appliances 
“Go” ahead to a prosperous 
New Year with the complete 
Dormeyer line — stock ’em all, 
sell ’em all in 1953! 

Dormeyer Corporation, 


Kingsbury and Huron Streets, 





Chicago 10 





POWER-CHEF 


MIX-MAID 


MIX-MAID Newest Dormeyer mixer! 
and the only turntable mixer that is also a 
portable mixer which stands by itself. Com- 
pact, lightweight design. 9 full-powered 
speeds, fingertip beater release. Includes all 
juicer accessories. Guaranteed. $29.95 


POWER-CHEF 3 Grinder-juicer-mixer— 
all three, and deluxe! Includes all accessories 
at no extra cost. Built-in power drive—no 
awkward adapters. 10-speed dial selector. 
Magic-Mix Arm, automatic beater release. 
Portable mixing head. Guaranteed. $46.50 

















FRI-WELL 








BLENDER 


BLENDER Makes literally hundreds of 
treats — from ‘“‘company"’ drinks to Baby's 
puree. Hurricane action — blades turn at 
22,000 r.p.m.!—liquefies, mixes, whips, shreds, 
grinds or pulverizes in seconds. Hi-Speed 
Motor never needs oiling. Guaranteed. $34.95 


FRI-WELL Deep-fries to a turn! Perfect, 
too, for cooking soups, stews and casseroles 
—even small-batch baking. Automatic thermo- 
stat means just-right results every time. Mono- 
tube heating cooks quickly, thoroughly. Safe, 
neat Drain-Away Faucet. Guaranteed. $29.95 


























MEAL-MAKER BROIL-WELL “DORMEY”’ 


STOCK 'EM ALL 1953 
-e SELL ‘EM ALL 














TOASTMAKER COFFEE-WELL ELECTRIC BLANKETS 








TOASTMAKER Has extra-wide wells— COFFEE-WELL Brand new! Set the 


even toasts rolls and muffins. Completely 
automatic—just set the Toast-Timer and the 
toast pops up, browned just the way you want 
it. Chek-It Lever—for two different shades of 
toast at one setting. Guaranteed. $19.95 


MEAL-MAKER Includes electric food 


Perfect-Perk Selector and Coffee-Well auto 
matically brews 4 to 8 cups of coffee to the 
flavor you prefer. Signals when coffee is 
ready, then automatically keeps coffee hot 
until served. Guaranteed. $29.95 


BROIL=-WELL Brand new! Broils and 


ELECTRIC BLANKETS Brand new! 
Just set the Rest-Well Dial—Blanket automati- 
cally maintains warmth you choose. Assures you 
the most comfortable, refreshing sleep ever! 
Single or dual controls. Rouge Red, Cameo 
Pink, Lawn Green and Alice Blue. Guaranteed. 





grinder and juicer at no extra cost. Both 
attach directly to the power drive. Dial selec- 
tor gives full power at all 10 speeds. Clik-Mix 
Arm. Mixing head detaches in seconds, for 
portable use. Guaranteed. $38.50 


grills to perfection, roasts and barbecues to 
a turn. Automatic revolving rotisserie for real 
old-fashioned spit-roasted barbecues. Infra- 
red heat cooks super-quick. Large warming- 
plate top. Guaranteed. $49.95 


“"DORMEY” Handiest help inthe kitchen! 
This lightweight portable mixer has big-mixer 
features: dial selector with five full-powered 
speeds, full-size beaters with fingertip re- 
lease. Stands on end for neat, easy draining. 
Guaranteed. $19.95 








NOW... Automatic Heat Control 


with no wiring...no thermosiat... 









ERE’S an automatic heat control for space heaters that’s 
a REAL. “hot number!” It’s the revolutionary new A-P Com- 
fort Control for oil burning space heaters that’s so downright 


And it's so 


easy to install that anvone can attach it on any of the famous 


low in price no owner can afford to be without it. 


brand space heaters listed at right. Then — set the dial and 
presto — warm, comfortable heat with no peaks, no valleys! 
Your customers can enjoy all the convenience of automatic, 
dial-controlled heat — plus its fuel-saving economies. 


and only $1225" 


Installs in only 3 Minutes 
Assures “Round-the-Clock” 
heating comfort 


*In Canada $15.95 


> 


including Canadian tax 


Every owner of a space 
heater is a prospect... 
if it’s listed below 








This accessory has “caught on 


quick” with smart merchandisers 


— whe realize what a powertul help 


it is in selling space heaters. 


There's a big selling season ahead. 
It’s your prime opportunity for more 
sales... added profits. Show it... 
demonstrate it...and vou'll sell it. 


Write today tor full details. 





This great new merchandising 
campaign helps you sell 
space heaters 


Car 
e 

oe = . 
Scat 
AX = 








Complete Profit-Maker kit 
is yours for the asking. Dis 
plays, stickers, folders, ad 
mats everything you need 
to sell this great accessory 
Send for your Profit-Maker 
kit today! 








Easily installed on any of 
these famous brands 


ALLEN’S INTERNATIONAL 
BARNES JUNGERS 
BENNER-NAWMAN KEMAC (Canada) 
BEYER KLEER-KLEEN 
COLE HOT BLAST LACO 

COLEMAN LONERGAN 
COLEMAN (Conoda) MAGIC CHEF 


CREST (Canada) MARCHAND (Canada) 
CREST-AIRE (Canado) MONARCH 
CUSTOM AIRE MONARCH (Conodo) 


DOMESTIC MONOGRAM 
DRACO FIREBALL NESCO 
DUO-THERM NORGE HEAT 
ENTERPRISE ORAN 


ENTERPRISE (Canada) PERFECTION 


ESTATE HEATROLA PREWAY 
EVANS QUAKER 
EVEN-TEMP QUAKER (Canada) 
FAWCETT TORRID- SAFEWAY 

OIL (Canada) SCOTSMAN 
FESS (Canada) SIEGLER 
FINDLAY (Canado) SILENT FLAME 
FLOOR-O-LATOR SUPERFLAME 
FLORENCE THARRINGTON 
GILLEN THERMO-PRODUCTS 
H. C. LITTLE TORRIDAIRE 

VIKIMATIC 


HERCO HEAT FLO 
J WASHINGTON FRUGAL 











DEPENDABLE Controls 


OLS CORD 


H-P CONTR 


2400 «|N s M ke 


45, Wis 








ORATION 


Lt ( k e, Ont. 
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Freezers 
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17 percent for '52, a reflection of the 
success of the food-freezer plans that 
dominated California’s freezer selling 
over the past year. 

Incidentally, the small towns are 
still the best markets for freezers. 
Towns with less than 1,000 popula 
tion did 11.1 percent of the busi 
ness in 1951 (NEMA figures). Towns 
of from 1,000 to 2,500 accounted for 
13.8 percent; 2,500-5,000 for 11.6 per 
cent; 5,000-10,000 for 11 percent; 
and 10,000 to 25,000 for 11.5 per 
cent. In other words, just under 60 
percent of all freezer sales were made 
in towns up to 25,000 in population. 

Who sells freezers? Again quoting 
figures from NEMA members, inde 
pendant appliance dealers aceounted 
for the largest proportion of the busi 
ness—34.6 percent. Farm implement 
and general country stores were next 
with 21.2 percent—a reflection of the 
importance of the small towns in 
freezer selling. Furniture stores were 
in third place, having pulled up 
slightly from 7.6 percent in 1949 to 9 
percent in 1951. Hardware stores did 
7.3 percent automotive outlets 
accounted for 5.7 percent; department 
stores for 4.3 percent, the same, inci 
dentally, as direct sales to builders by 
manufacturers and distributors. Utili 
ties accounted for only 3.3 percent, 
plumbers for 1.5 and misceHaneous 


outlets for about 9 percent 


Prospects for 1953 


Chere is no need to expect any less 
business in the vear ahead than the 
one passed by. unless some unforeseen 
catastrophe affects the whole business 
community. In fact, as food-freezer 
plans continue to multiply, it is rea 
sonable to look for an even better 
business in 1953. The attraction of 
these plans for the consumer is readily 
understandable. Thev help to answer 
the problem of hich food costs. With 
savings estimated at from 20 to 30 
percent due to bulk buving, the cus- 
tomer is able to finance not only the 
freezer, but the food going into it 
The plans originated in California, 
but in little over a vear have spread 
to the entire Coast, the midwest and 
parts of the East and South. They 
vary considerably in method, but the 
common denominator of the whole 
sale financing of the food and the 
freezer is apparent in them all. 

One of the other outstandme fea 
tures of the ’52 season was the grow- 
ing popularity of the upright tvpe 
More manufacturers included them in 
their lines and there is evidence that 
the public is taking to them in greater 
numbers. Certainlv it is demonstrable 
that the frozen food is easier to get 
at in the upright type than in the chest 
models and, as someone remarked, a 
freezer should not be looked upon as 
a safetv deposit box, but as a checking 
account. 

A reasonable estimate of 1953 
freezer business would be somewhere 
in the region of 1,250,000 units, at an 
average price of about $375 ta $400 

Find 


MERCHANDISING 








Electric Ranges 





ay indicate that electric ranges are 
beginning to catch hold in the large: 
ities 

Judging from this magazine’s annual 
Replacement and ‘Trade-In Survey, 
electrical who handle ranges 
and 54.6 percent of the responding 
246 dealers say they do) didn’t do 
badly in 1952 Our projections of 
their eight months’ sales would indi 
ite that the average merchant sold 


27 units for the vear, three less than 


deale Is 


in 1951, which would give him a 
gross of $6,885, as compared with 


$7,500 for the preceding year. 
More Replacement Sales 


Replacement sales showed a sharp 
increase for the year. The 44.2 percent 
of sales made to homes which already 
had ranges is a 9.2 percent increase 
of the 1951 figure and probably indi- 
cates that sales were wat to come by 
than in 1951. 

his supposition is strengthened by 
the fact that the percentage of trade 
ins involved in range sales also showed 
1 sharp increase, rising from 22.1 per 
cent m 1951 to an even 30 percent 
in 1952 

What dealers did with the trade 
ins accepted varies from the 1951 pat 
tern to the extent that they junked 


i few less, rebuilt and resold less, 
resold “‘as is” a good many more, and 
have a few more on hand. The fol- 


lowing table shows the disposition of 


trade-ins from 1949 through 1952 


Disposition of Range Trade-Iins 
Rebuilt & Resold On 


Junked Resold As-Is”” Hand 

1949 10.1% 24.7¢ 31.7% 33.5% 
1950 26.1 31.0 30.1 12.8 
195] 21.7 32.0 29.0 17.3 
1952 19.1] 24.2 36.9 19.8 

\s in 1951, the junking figure for 


] 


ing lower than for refrigerators 
) S), cle in 
heaters (46.9 


p rcent washers (26 


Cl 36.4 ind 


water 


\ plausible explanation for the sharp 
jump in the percentage sold “as-is” 
might be that iuse retailers weré 
vorking harder for their sales they 


were making a higher porportion of 
them to people who had ranges in 
good working condition and thus took 
of these in trade. 

The Installation Hurdle 


In 1952, a 


TOT 


in other years, installa 


tion costs were an obstacle to range 
sales One manufacturer comments 
thus: “There is some progress being 
made to reduce them, but only in 


localities where coordinated programs 
by all sales levels are concentrating 
their effort . . It is very easy to 
saturation figures and de 
termine the effect of sales rates where 
the utility absorbs either part or all of 
the installation. The average cost of 
such installations is now $50 to $60.” 

Some hope for a reduction of in 
tallation costs lies in the possibility 
of a new utilities. As de 


CxXamine 


interest by 


fense production tapers off many of 
these will find themselves with a grow 
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ing surplus of generating capacity. 
Many are already discovering that the 
only way to increase their revenues, 
since thev find it so difficult to get 
higher rates, is to sell more high 
priced power. Squeezed by these two 
factors, power companies may very 
well return to aggressive merchandis 
ing and promotion of appliances. In 
deed, the post-war trend has already 
been reversed and more and more utili 
ties are announcing their re-entrance 
of the marketing picture. If the pos- 
sibility of a general return becomes a 
fact, we may expect a resurgence of 
utility-inspired stimuli to sales, includ 
ing heavy advertising and promotion 
and free wiring or wiring allowances 
At least one manufacturer thinks 
that utilities will develop this interest 
during 1953. He says, “It is esti 
mated that utilities in 1953 will ap 
proximate a reserve capacity of ap 
proximately 19 percent (FEI figure is 
11.3. percent—Editor). In the wat 
years this reserve capacity varied from 
five percent to 10 percent 
quently, we feel that utility 
panies will become very aggressive and 
perhaps re-enter the market in direct 
sales and merchandising high-kilo 
watt-use appliances, such as ranges, 
water heaters and drvers The de 
partment store continues to be a plug 
in type of sale outlet. In other words 
wherever there are installation prob 
lems the department store has never 
1 large sales factor.” 
\ second maker agrees with this last 


Conse 


com 


been 


tatement with, “The department 
tore is losing out with regard to elec 
range sales and the appliance store 
rateiieess 
In 1951, department stores 


iccounted for 11.1 percent of range 
les (as compared with 11.7 percent 
in 1950 and 1949 and 13.6 percent in 
1948), while appliance stores main 
tained their 1950 level with 34.7 per 


ent (as compared with 37.1 in 1949 
ind 1948). In 1951 utilities accounted 
for only 7.4 percent of range sales (as 


compared with 7.8 percent in 1950 
ind 6.4 percent in 1949) and it will 
be interesting to see trend the 
unfold 


what 


1952-3 figure 
Product Trends 


Among design trends over the past 
few years the most notable is in size. 
Ranges are getting smaller. At one 
time every manufacturer had a 40-inch 


range Now most makers have, in 
iddition, 36-inch units and some 
have discovered substantial demand 


for 30-inch models. The reasons for 
the popularity of this size, according 
to one manufacturer’s surveys, are 
two: size of the oven, and price. Over 
75 percent of purchasers chose the 
30-inch range for either or both of 
these reasons. The remainder pur- 
chased the 30-inch range because of 
limited available space 

Another manufacturer says that 
perhaps eight percent of 1952 sale 

Continued on page 308 
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Get Into the Profit Line 


ra linics 





Five beautiful, economically priced 
extra value washers that are abso- 
lutely dependable and practically 
service free. All have the quiet 
running heavy duty gear transmis- 
sion, plus extra-value features 
found only on the highest priced 
washers! 


FAST SELLING CLOTHES DRYERS 


Thoroughly dependable gas and 
electric models, popular 
priced, with more clear 
profit for the dealer. 


A TREMENDOUS MARKET 
for these Laundry Tubs 
One Minute’s terrific values 
in galvanized and white 
enamel tubs are setting new 
j sales records. Single and 
{ . twin models. Write or wire 
- | today for information and 

‘ prices. 


There’s More Clear Profit 


With One Minute. 
WASHER CO 


G, IOWA 





i 
ONE MINUTE 
K G 


ELLO 








HOT BLAST 





... ‘Leaders in 
room heaters 
since 1897” 
GAS -OIL-COAL 


--- ‘ 


FOR Easy CLEANING 


Potent No. 2,241,025 








MODELS 775-52 


776-52 


Exclusive COLE “'Tilt-A-Way"' Cabinet for easy cleaning 
Both single and dual burner models 


Glass lined (porcelain) heating units 


] 
2 
3 
4 


Sold and serviced nationally thru leading Distributors 


Write for catalog 


COLE HOT BLAST MANUFACTURING CO. 


3817-35 South Racine Avenue 
Chicago 9, Illinois 
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BLOWER COOLERS 


FAN COOLERS 











PUT MISS 


32 « TO WORK 

iy 

» FOR YOU 
_ iz 

x / 
FULL-VIEW WINDOW 5 


J UNOBSTRUCTED ABOVE GRILLE 


ete «=©6©0PROF/T 


WITH AMERICA’S 
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OR PALMAIRE COOLERS 


~~ 


\ 








& 
LET THE 
PALMAIRE € 
HOTTENTOT 
GO TO WORK = e 
FOR YOU i te 
=— 


LMER f 


THE MOST COMPLETE LINE OF COOLERS 


BACKED BY THE MOST 
COMPLETE PROMOTION 


BETTER DESIGN 
TROUBLE-FREE OPERATION 


A FIRM MERCHANDISING POLICY 
TO INCREASE SALES—ASSURE PROFITS 


OPPORTUNITY FOR You! 


BEST KNOWN COOLERS 


THE COUPON TO0DAV 


Palmer Manufacturing Corporation 


Phoenix, Arizona 
SUBSIDIARY OF McCRAY REFRIGERATOR COMPANY, INC. 





Palmer Manufacturing Corporation 

2200 W. Filmore St. 

Phoenix, Arizona 

Please send me information on Palmer Coolers. | am interested in 
(] A Distributorship (] A Declership 


SEER OEE HEHEHE EEE HEE EEE EEE ESHER E EE EES 


ROOT EEE HEHEHE EEE EEE HERES EEE EEES 


CeCe ewww meee eee seen 4 + he. one ee DITO. cece eseeee 
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Escort 


HAND TRUCKS 


CRAWLS on Roller Bearings 
up and down steps 


Everybody likes thle 
APPLIANCE TRUCK! 


The ideal truck for every purpose! No 
lifting . . . no fatigue .. . carries a full 
load safely up and down stairs and 
crawls over obstructions. Your men will 
appreciate the Escort truck. 


Appliance Movers Like 


Ideal For Handling: 
© Refrigerators 
e Water Heaters 


« Gas and Electric 
Ranges 


¢ Music Machines 
e Any appliance 


Catalog on request 


AWLER 


Escort 


the Fameus Cramton tread 


Norton Road 





HAND TRUCKS 


P.O. Box 897 


— | STEVENS APPLIANCE TRUCK CO. 


Augusta, Ga. 





B ie JUST | OFF THE PRESS! | 


1953. 


es) 1 


‘gl y 3 ‘SS to, 

s - . cna TRADE IN 
b Aprile _— | 
ee ‘a wm | 


ig = 
tea) GUIDE 


Here’s the authentic, up-to-the-minute 


Value Guide of the TV industry—chock- | 


full of information you can use at e 
profit! All popular models of over 30 
manufacturers listed, with suggested 


trade-in values based upon nationwide | 


market research. Conducted through 
and published in conjunction with 
NARDA, the National Appliance and 
Radio-TV Dealers Association. Use this 
book to put your trade-in business on 
@ sound, good will building basis, with 


@ profit for you in every deal! How to | 
evaluate—how to service—how to re- | 


soll TV trade-ins . . 
all in this book. 


. the answers are 


ORDER YOURS NOW!| 


Single copy, $5. Up to 5 copies, $3.50 
each. Quantity prices upon request. 


NF NATIONAL APPLIANCE TRADE-IN 
GUIDE COMPANY 


2132 FORDEM AVENUE 
MADISON 1, WISCONSIN 


DEPT. 8 


Send ( ) copies of NARDA TV Trade-In 


Guide, at $ each. 


Address 


City Zone State 
Enclosed is( ,check( ) money order 
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new customers for 


5c 


Offer any women 


ORCHIDS 


and we 
guarantee she'll hot 
foot it for your 
store. Dealing 
in the millions, 
we can sell you 
dainty Princess 
Aloha orchids 
from Hawaii at 
wholesale prices 
just a nickel apiece 
Wonderful traffic 
builders for: grand 
openings, anni 
versaries, 


special sales. 


GRAHAM W. DIBLE 
“the Orchid King” 
Dible Bidg., 8th and Wall 
Los Angeles 14 


holidays, 








Electric Ranges 
—mmee CONTINUED FROM PAGE 305 seme 


were in the 30-inch classification and 
that 11 percent is not too much to 
expect in 1953. In contrast, the first 
maker believes that only 54 percent 
of 1953 sales will be in the 30-nch 
itegory 


New-Types Popular 


Along with this trend toward 
smaller size is the rise of the com 
ponent-unit range. For many years 
one manufacture had the field prac- 
tically to himself. Now there are 
several in the market. Most of these 
ire build-in types and, as such, more 
frequently sold by electrical contrac 
through regular building 
channels than by the average apph 
ice dealer 


tors or 


Ihe sudden popularity of deep fat 
fryers has found a response among 
range makers. Some of them now 
offer accessories which convert deep 


well cookers to deep fat fryer 


The Outook 

Predictions for 1953 sales, furnished 
by nine manufacturers, range from a 
low of 800,000 to a high of 1,600,000 
with the right answer 
vhere around 1,100,000 or 1,2 


probably some 


either of which 1 in WNprovement over 
Speaking of 1953 prospect one 
maker sai We believe the earl part 
of next year will be a pipe-filling job 
due to the rapid increase in sales of 
in the last half of 1952 fol 
lowed by a verv highh 
market for the balance of t 
Another manufacturer 
tance with this and 


CCONnOTHL 


ipphiance 


ompt titive 


conditions continue 
forward to a 
least the next six t 


onstant mark iT 
month 

we feel that peop] ll be read 
pend money; how t 

irv for sale 


much as 


smanship to return, inas 


ippliance manufacturers and 
iwutomobile manufacturers will be 
peting with each other for 


fom r d Hat 
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Quick 
easy way 


to make gas connections 


FOR LAUNDRIES, DRYERS, 
REFRIGERATORS, 
AND OTHERS 


Model ST— 
for pipe connections. 


Mode! CT — with flored 
joint for copper tubing 


SKINNER-SEAL SADDLE TEE—for mak- 
ing gas and water connections. No pipe 
cutting or threading. Quick. Easy. Cuts 
costs. For gas refrigerators, home laun- 


dries, heaters, etc. Write for circular, 


Approved by Underwriters’ Laboratories, Inc. 


M.B. SKINNER CO. 


SOUTH BEND, 21, IND., U.S.A. 


Your Trademark 
for the Best Quality 
and Service in 


CORD SETS 


ro We specialize in power cables, har- 
nesses and custom assemblies to gov- 
ernment specifications. 
Write for brochure! 


“National distributors and warehouse 
for ANACONDA densheoth television 
and rodio wires ond cebles” 


Cobimbta’ 3 


WIRE & SUPPLY CO. 


2650 Irving Park Road + Chicage 18, Ii! 
i 
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CLOSE-UP 
OF A SURE 
SALES 
CLOSER! 


Sell these exclusive 
features and you'll 
put more SOLD tags 
on your sales floor 


More women cook on 


i ( . 
than on any other-range 
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There’s sales magic in Magic Chef 


New ... feature packed gas ranges will help turn prospects into 
customers. The fabulous new Magic Chef has sales appeal... second 
to none! No other range offers such beauty ...such cooking efficiency 
...and cleaning ease. Sell the range that most women want... Magic Chef! 


PLUS these EXCLUSIVE proven sales clinchers! 


1-PIECE TOP BURNER UNIT RED WHEEL REGULATOR SWING OUT BROILER 


Fast flexible efficient Accurate oven heat con- Waisthigh...easy to use 
heat. So easy to remove __ trol. Contains Fenosilfor and clean. a famous 
and clean. long-life dependability. | Magic Chef first! 


* 
Magic Chef , INC. © 1641 SOUTH KINGSHIGHWAY © ST. LOUIS 10, MISSOURI 
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ook what our baby’s 
up to now! 


E AMAZES EVEN US! We pre- 
dicted big things for the automatic 
dryer when we helped pioneer it 12 years 
ago. But look at that sales curve now! 
Figures for 1952 show that the sales 
volume of America’s finest dryer has 
climbed an impressive 837% since 1949! 
Since shortly after World War II, we’ve 
been urging dealers to cut themselves in 
on this growing dryer market with one 
of the best-known names in the laundry 
field. Move in now with dryers equipped 
with the Lovell Drying System. 
Nine big features to talk about: 
1. Single Dial Control provides: 
(a)Automatic shut-off at desired dryness. 
(b) Complete heat range for any fabric. 


. New Extra-Large Infrared Element has 


three times more heating area, purifies 
clothes, dries more gently. 


3. Easy-To-Unload Door is extra large, 


opens all the way. Gives full visibility. 
Air-Cooled Cabinet allows easy access 
for cleaning or repairs. 


. Easy-To-Clean Lint Trap. 
. Lint Trap Safety By-Pass prevents 


clogging if user fails to empty trap. 


. Outdoor Humidity Vent is easily con- 


nected at rear, if desired. 

Vacuum Drying System preheats air, 
costs less to operate, reduces lint ac- 
cumulation. 


Handy Clean-Out Duct to remove sand 
and small objects. 


America’s newest household blessing 


J DRYING SYSTEM 


0 gl ELECTRIC and GAS 


LOVELL MANUFACTURING COMPANY « ERIE, PA. 


Also makers of famous Lovell Pressure Cleansing Wringers 


Remind every customer that she can get her wash done quickest with a wringer- 
washer and automatic dryer— and that the combination costs less than she thinks. 





The Lovell drying system is 
used in 11 leading makes of 
tumble-type dryers, both gas 
and electric. Look forthe Lovell 
Dri- Rite Single Dial Control. 






















































































BENDIX Washer-Dryer 


Bendix Home Appliances Div., 
Avco Mfg. Corp 
South Bend, Ind. 


Device: Bendix ‘“Duomati com 
ination washer-drvyer 
Selling Features: Drys as well as 
ishes automatically in one con 
tinuous, iutomatu 
ishes, rinses, damp drys and fluff 
ill in the same horizontal 
linder that revolves inside tub, 
employing tumbling action. An 
iverage 5S lb. mixed load can bi 
vashed and dried in approximately 
68 min. 2 additional speeds in spin 
Irying—250 and 500 rpm 

Duomatic operates by 2 simpl 
timer controls—one for washer, the 
Washer or dryer 
may also be used separately. 

\ 220-volt ““Magic Heater’ con 
trolled by water te mperature s¢ lect 
or, Can raise water temperatures as 
much as 25 degs.; an automatic 
speed soak cycle is also optional; 3 
rinses follow wash cycle. 


ther for dryer 


A blower, which goes into action 
during the drying cycle, forces heat 


ed 1 through tumbling vlinder 


@ 





of clothes. As warm moist air leaves 
cylinder it goes through a dehu- 
midifier which cools and drys air 
while washing lint and moisture 
down drain. Same air is constantly 
washed, dried and recirculated. No 
lint trap is necessary 
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HOTPOINT Home Laundry 


Hotpoint Co., 
5600 W, Taylor St., 
Chicago, 44, Ill. 


Device: New automatic home laun 
dry for 1953 consists of an auto 
natic clothes washer and electri 
clothes dryer matched in style and 
ippeal mce, 
Selling Features: Both units con 
trolled by simple dials; push button 
ontrolled fluorescent lights on 
ich unit to illuminate work sur- 
faces inside tub. Automatic washer 
has 2 cycle control that provides 
normal washing action for average 
laundry and shortened cycle for 
delicate fabrics; washer has self 
cleaning solid wall spin tub; clothes 
dryer controlled by automatic ther 
mostat and adjustable timer dries 
clothes in sealed chamber, requir 
ing no outside venting, does not 
discharge heat, moisture and lint 
into room; dryer has porcelain 
tumbler drum and inner door 
panel. 





NORGE Automatic Washer 


Norge Div., Borg-Warner Corp., 
Merchandise Mart Plaza, 

Chicago, 54, Ill. 

Model: Norge Safety Spin, auto 
matic Time Line washer, No. 425. 
Selling Feature: Safety device auto- 
matically stops spin cycle when 
washer lid is lifted, and an illumin- 
ated contro] panel readable from 





across room while machine is in 
operation are new features. 

Iluminated control panel in 
dicates water temperature selected 
red for hot, yellow for lukewarm 
lights go off when cycle is com 
pleted. Red needle indicator shows 
exact position of washing cycle; 
white poreclain tub; color decor on 
back panel, lid and kick plate. 

Washes 8 to 9 Ibs. dry clothes 
in 324 min.; each phase of cycle 
registered on ‘Time-Line control; 
flexible action makes it possible to 
repeat, stop, start at any point. 4 
double-vane agitator. 

Other features include vibration 
free non-bolt down construction; 
Long life Borg-Warner transmis 
sion; non-clog pump; safety cut-off 
switch; blue and gold trim; 25 in. 
wide, 26 in. deep, 36 in. high; tub 
capacity 11 gal. water. Entire 
cycle uses 344 gal. hot and cold 
water. 





NORGE Dryer 


Norge Div., Borg-Warner Corp., 
Merchandise Mart Plaza, 
Chicago, 54, Ill. 
Device: Norge ‘Time-Line dryer. 
Selling Features: Provides 3 types 
drying methods: heat dry tumbling; 
air-dry tumble for synthetic fab- 
rics operates with element turned 
off, drawing room air into dryer 
and static dry, providing heat with 
out tumbling for such items as pil 
lows, knitted garments which may 
be harmed by rapid movement. 

Action is registered on blue and 
gold, illuminated Time-Line con 
trol panel, which measures a 60 
min. drying period with 10-min 
groupings; operator can see at a 
glance how long clothes have been 
drying. 

29-in. diam. cylinder provides 
increased capacity; in place of pet 
forations, cylinder has smooth 
Epon-resin finished interior which 
keeps clothes from linting or wear- 
ing out and dries starched clothes 


ANNA A. NOONE 


safely 16-in. door opens to 180 
deg.—door can be installed or 
either side of washer; drying action 
stops automatically, and interior 
light goes on when door opens. 
l'emperature controls; lint box, 
easy to empty; 5-way vent choice 
and accessible outlets, makes it pos 
sible to install dryer anywliere 
flush with wall; 36 in. high, 31 in 
wide and 263} in. deep. 

Available in gas and electric 
models. 





MAYTAG Dryer 


The Maytag Co., 
Newton, lowa 


Device: New 1953 Maytag electric 
clothes dryer. 

Selling Features: Uses condensa 
tion principle which carries all 
moisture and lint to drain where it 
flushes away by a power pump—no 
lint blown in air, no trap to clean 
no drip pan to empty, no escape of 
moisture into room, no venting 
necessary; immersion type unit un- 
iffected by moisture; 18 Ibs. wet 
clothes capacity; cycle can be ad- 
justed by timer for any period up 
to 115 min for hard-to-dry mate- 
rials, including a 5-min. cooling 
period; thermostat holds temper- 
ature at any point between low for 
nylon and high for cotton. Door 
switch shuts off heat, motor and 
timer when open; clothes can be 
added or removed and drying con- 
tinues when door is closed. Inside 
light turns on when door is opened; 
white enamel exterior; porcelain 
enameled dryer drum; aluminum 
foil and heavy blanket of glass fiber 
double insulation around drying 
chamber seals heat, keeps work area 
cool; lint is channeled to drain by 
wipers of teflon plastic; smooth fin- 
ished drum; clothes are lifted by 
pyramid vanes to fall gently through 
warm, purified air; 36 in. high, 314 
in. across front, 264 in. deep 
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HOTPOINT lfroner 


Hotpoint Co., 
5600 W. Taylor St., 
Chicago, 44,’ Ill. 


Device Hoty yint t 
cabinet oner No. LR 

Selling Features: 1 peed m 
tor control thermostatic dial 


that can be set for any type mate 
rial; adjustable knee control enabl 
user to sit at ironer with hand 
free to guide clothe 6 in. roll 


rust and ratch proot ironing shoe 


tilts back for cleaning; only on 
hoe needs to be heated for small 
irticles; master safety switch turn 
unit off when lid is closed 





be A] 


NORGE Washers 


Norge Div., Borg-Warner Corp., 
Merchandise Mart Plaza, 

Chicago, 54, Ill. 

Device: 1953 Norge tandard 
washers CW-250 PT, CW-250 
240 and 232 

Selling Features: Model CW 
250PT features Norge automatic 
timer which provides 4 accurately 
timed wash periods plus a “hold” 
position for continuous operation 


When cycle is completed, a bell 


rings and washer stops automati 
ally 
CW-250, 240 and 232 hold 22 


gal. water, and as optional equip 
ment have positive drain pump that 
empties tub in less than 2 min 

All models have 3-vane agitator 
in porcelain enamel tub; 3 models 
wash 9 Ibs. dry and economy model 
holds 8 Ibs. Other features include 
adjustable balloon-type wringer, 
agitator control lever; safe balance 
on 5 easy rolling casters—2 self 
locking; porcelain enamel tub in- 
terior; non-splash roll rim; self- 
draining bottom; lightweight lid 
with gasket; link type transmission 
permanently lubricated. 27 in 
high, 49 in. wide. 

Economy model CW-220 holds 
20 gal. water, 4 legs and is available 
with positive water drain pump as 
optional equipment 25 in. wide 
and 47 in. high. 
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NEW PRODUCTS 


1953 Refrigerator Lines 





DEEPFREEZE Refrigerators 


Deepfreeze Appliance Div, 
Motor Products Corp., 
2301 Davis St., 

N. Chicago, Ill. 


Device: Deepfreeze 19° 
itors feature torage facilities in 


refriger 
door, “Bermuda green” interior 
2 models equipped with automati 
defrost 
Selling Features: A-960 and A-1150 
with 9.3 and 11 cu. ft. capacity 
feature ‘“‘Electromatic”’ defrost 

B-960 and B-1150 feature new 
green interiors 

I'wo deluxe models G-960 and 
G-1150 have new color treatment, 
ind feature 50 Ib. freezer compart 
ment; floor storage facilities; twin 
high-humidity crispers and butter 
boxe 

-960 with standard white inte 
rior has freezer compartment, fro 
zen storage drawer; rust-resistant 
shelves; twin high-humidity crisp 
ers; and door storage 

Handy Jugs; Handy Bins built 
into doors of 4 models. All model 
have 10-pt. temperature controls 








KELVINATOR Refrigerators 


Kelvinator Div. 
Nash-Kelvinator Corp., 
Detroit, 32, Mich. 


Models: Kelvinator refrigerator line 
for 1953 includes 10 models 
Selling Features: Key model in K- 
series, KPC-9.4 cu. ft., has push 
button Magic Cycle defrosting, 
roll-out dairy shelf; built-in butter 
chest; shelves in door; large-capac 
ity horizontal freezer; Colonial, 
Blue interior 

KTC-9.4 cu. ft. 2-door combina 
tion, with humidiplate defrosting 

KAC, 9-cu. ft. single-door model, 


with horizontal freezer; Magic cycle 
elf-detrosting 
KHC, 9.4 cu. ft. has manual di 
frosting with horizontal freezer; 
KSC is 10-cu. ft. model with sid 
Orator 
\I-series 


include models in 
loan } ? 


yinets; ire Magic Cycl 
u it models; MAC elf-de 


, ain 
4 





frosting and MPC _ pushbutton 
operated. MTC, top model, 12 cu 
ft. 2-door combination 

N-series has 2 models: 7.6 and 
7.1 cu. ft. storage space in a com- 
pact cabinet 24% in. wide. NHC 
features horizontal freezer chest, 
full-width crisper and door-shelves; 
AM has side-mounted evaporator, 
shatterproof polystyrene meat tray 
and door shelves 

Magic Cycle models and refrig- 
erator-freezer combinations feature 
full-width dairy-shelves that roll out 
on nylon rollers; butter chests built 
into door 

MAC and KAC defrosting is 
actuated by clock-timer. MPC and 
KPC defrost is pushbutton con 
trolled 





NORGE Refrigerator 


Norge Div., Borg-Warner Corp., 
Merchandise Mart Plaza, 
Chicago, 54, Ill. 


Models: 9 new refrigerators in 
Norge 1953 line 
Selling Features: Ice-gold, glacier 
tone, and cool-tone interior access 
ory colors on krisper, meat keeper, 
drip tray, butter conditioner, throat 
lining, door shelves, freezer door 
and cold control knob. 

Adjustable plastic panels on 
either side of frozen sterage tray 





increases or decreases cold air ci 
culation to compensate for changes 
in weather, humidity and_ food 
storage. Cold air circulation in 1 
frigerator section can be adjusted 
without lowering freezer chest tem 
perature 

Jet-Self-D-Frost, automatic dé 
frost system automatically defrost 
ibout 2 a.m.; defrost water flow 
from drip tray to Handifroste: 


I'lexible interior storage arrang¢ 
ments; Handidor has compartment 
for eggs, bottl fruit, butter bank 
with temperatut ontrol; full 


width freezer chest; freezer do 
serves as loading shelf; swing-shelf 
insert shelf and adjust-a-shelf p 


t 


vides \ ried rol ¢ irrangement 


Most above features on N Ol¢ 
) cu. ft. model and No. 1] 


cu. ft. model 


16, 11 








QUICFREZ Refrigerators 


Sanitary Refrigerator Co., 

Fond du Lac, Wis. 

Device: New 9 cu. ft. Quicfrez r 
frigerator. 

Selling Features: Rounds out line 
to 5 models; features include chill 
tray below frozen food compart 
ment; full size crisper drawer; cros 
the top food compartment holds 36 


lbs.: 13 5 Sq tt shelf dTCd,; bluc 
green pastel trim on freezer com 
partment, chill tray and crisper 
drawer. 

ee 





PENQUIN Refrigerated 
Furniture 


Springer Industries, Inc., 
31-28 Queens Bivd., 
Long Island City, 1, N. Y. 


Models: 4 models in 1953 line 
Hollywood, 18th Century, Con- 
temporary and Far East. 

Selling Features: Hollywood has 
2% cu. ft. storage space; Fiberglas 
insulated; temperature cold control; 
2 aluminum §shucker-self-releasing 
trays; Tecumseh, 1/9 h.p., 110-volt 
a.c. hermetically-sealed condensing 
unit. Serving section top in wood 
grained Formica is 5.25 cu. ft.; 
Formica cocktail serving table nests 
under cabinet 
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TRUE-HEAT Steam-Mates 


General Mills Inc., 
400 Second Ave., S., 
Minneapolis, 1, Minn. 


Device: General Mill l'ru-Heat 
iron No. GMIBB and the new 
team roning ittachment No 
GM-4B 


Selling Features: Steam iron fea 
tures tapered heel for ironing in 
inv direction; safety side rests; ex 
tra-large permachrome oleplate; 
Permarod 1100 element from toe 
to heel; ecasy-to-sec ind set heat 
control dial; weighs 3 Ibs. 2 oz.; 
115 volts a.c. only 

Redesigned steam ironing attach 
ment for ‘True-Heat iron features a 
new Permamold tank, automatic 
spring lock for easy attachment, to 
iron improved water channeling; 
polished cast aluminum soleplate, 
weighs 14 Ibs. emptv and 24 Ibs 
full; improved rest stand come: 
with each attachment 





HOTPOINT Dishwashers 


Hotpoint Co., 

5600 W. Taylor St., 
Chicago, 44, Ill. 

53 dishwashers 


in Hotpoint 1953 line 
Selling Features: A new type dc 
tergent dispenser automatically in 


Models: 6 new 19 
3 


jects detergent into two consecu- 
tive washing cycles; dispenser, lo 
cated on door, has 2 compartments 

during Ist 5-min, wash detergent 


from one compartment is mixed 


vith water; in second 5-min. wash, 
detergent in oth ompartment is 
kposed tO wat ition \\ ish 
cle includes a 45-min. spray, two 
iil d te! nt vash two ] 
{ le 1 vatcr, then 
period in which 
} | 
+ + 
\ 
] + 
: 
+ 

f ick 
ding 
m f linn lat and 
tall gla learance. Gravitv drain 
rinciple eliminat i number of 
working part new tvp screen 
round impeller prevents recircula 
t01 f food and permits quick 
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drain between each cycle; heating 
unit around impeller heats air dur 
ing drying cvcle, and gives added 
boost to water temperature during 
wash and rinse cycle 

Available in 27-in. wide unde 
counter and free standing models; 
in 48-in. sink combinations which 


include a garbage disposal unit 
Sink models have high bac kspl isher 
with 2 soap compartments, a fau 


cet operated bv a single lever; pre 
plumbed machines which can_ be 
installed with existing plumbing 
ire also available. 





CALCINATOR 
Garbage Disposer 


Calcinator Div., 
Valley Welding & Boiler Co., 
Bay City, Mich. 


Device: Calcinator electric garbage 
disposer, or incinerator 

Selling Features: Involves 2 proc 
esses: dehydration and combus- 
tion; unit is table-top height fin- 
ished in taupe or white; powered 
by a 600 watt unit, 115 volts; plugs 
into any outlet; may be installed 
in basement, utility room, kitchen, 
garage or other location with sepa 
rate flue; factory set time clock con 
trols operation for three 1-hr 
periods every day. Disposes of all 
food wastes and burnable trash ex 
cept glass and metal. A deluxe 
model in white enamel with chrome 
trim is also available. 





ROTO-BROIL Combination 
Broiler-Rotisseries 


Jay Broiler Co. 
192 E. 4th St. 
New York, 9, N. Y. 


Models: Roto-Broil Fiesta and Ro 
to-Broil Savoy. . 

Selling Features: l'iesta barbecues, 
roasts, broils, grills, frys, boils and 
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toasts; hinged top grill; 3-heat el 
ment control with low warming 
heat; skewer spit for fowl and 
oasts, Bar-B-Q spit for smaller 
meat Windo-vu spatter shield 
vith glass pane insert; heavy duty 
Roto motor; Bakelite carrying han 
dles; folding tray handle; chrom 
finish. 


Savoy, features bell-ringing au 
tomatic timer; 3-heat element con 
trol and built-in motor that slow 
ly rotates automatically; ‘“Windo 
Vue’ spatter shield 

Both models have a capacity for 
in 8 lb. fowl or a 12 Ib. roast. 








KELVINATOR Ranges 


Kelvinator Div., 
Nash-Kelvinator Corp 
Detroit, 32, Mich. 


Models: Kelvinator ranges for 1953 
include 10 models, six 40-in., two 
30-in. and two 21-in. 

Selling Features: 6 models in stand- 
id 40-in. line offer choice of high 
or low backguard, deluxe or stand 
ard switches, manual or automatic 
cooking and one or two ovens. 





in. models featur 1 giant 
in vide oven MR-3 ha 
ard manual nit KR 


built-in top hight and automati 
ck oven-control 


Space-saving 21-in ries ha 
+ surface units in a size designee 
location vhere floor pace 
i premium 
Picto-Heat’ itches on ERO 
lelux ingle-oven and ER-93D 
lecluxe double-oven; show in color 
the 7 settings for surface cooking 
ER-93 and ER-73 with high 
deluxe backguard and automatic 


lock oven-timer feature an up 
dowr: deep-well cooker unit, with 
its own built-in “‘clevator.’ 

































VECTAIRE Heaters 


Federal Products Div., 
Federal Malleable Co., 
Milwaukee, Wis. 


Models: 2 new Vectaire heaters 
with new principle of air move 
ment 

Selling Features: Fan, commonly 
used in this tvpe of heater has been 
clhminated and by use of a ven 
turi tube principle heaters create 
air movement at rate of 100 ft 
per min, with no moving parts; 
the higher the heat output the 
greater the air volume, conse- 
quently the outer case remains cool 
Thermostatic 


controls automati 
cally hold cach room at desired 
temperature 





Available in a portable model, 
1500-watts, 120 volts; and a larger 
3000 watt, 240 volt model avail 
able in on-the-floor, and in-the-wall 
styles. ‘This 3000 watt model has 
capacity sufficient to heat average 
room in south, south-west and west 
coast areas, 





WALTON Humidifier 


Walton Laboratories Inc., 
Irvington, 11, N. J. 


Device: Walton “Sherwoor table 
type humidifier 
Selling Features: l:vaporat nto 


ir better than 3-gal. water pe 
24-hr. day, enough to moisten ai 
ot approximatels 3 to 4 a 

ized rooms: can be used with an 
Walton humidifier 
includ table model ito 


type heating 
line 


matic controlled consol with 


10 gal, 


evaporating range from 3 to 


pP I 24 hrs 
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The wost sensible 
STEAM IRON 
anyous could ask fre! 
The Geusnall Mill 
Steam Ipon Comes 
apart for tighter, 
cadicn dry inoning | 
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MITCHELL Air Conditioners 


Mitchell Mfg. Co., 
2525 Clybourn Ave., 
Chicago, 14, Ill. 


Models: 1953 line of Mitchell win- 
dow-type room air conditioners in- 
cludes a 4 h.p. and a 4 h.p. model, 
Nos. M-133 and M-123. 

Selling Features: [caturing new 
compact cabinet design of furniture 
steel with Styron plastic finish in 
decorator’s beige; cabinets project 


122? in. into room, overall dimen 
sions are 133 in. high, 224 in. wide 


and 273 in. deep; units slide into 
window like dresser drawer; features 
include a sound muffler and cen 
trifugal blower fan; comfort flow 
idjustable air delivery grills allows 
flow of air to be directed up o1 
down for draft-free circulation or 
ventilation; ‘Turbo-Dryer refrigera 
tion system eliminates stagnant re 
frigerant; Micro-Filter eliminates 
dirt, dust, pollen through double 
action large-face viscous coated 
filter; special Mitchell air wash 
traps microscopic parti les of pol 
len. Both models operate on stand 
rd 115 volt, 1 phase, 60-cycle ax 





| 
RCA VICTOR Air Conditioners 


RCA Victor Div., 
Radio Corp. of America, 
Camden, N. J. 


Models: 7 new RCA Victor ait 
conditioners are announced for 
1953—5 window-type and 2 con 
soles 
Selling Features: All models clean 
air by removing dust, lint, pollen 
and germs; cool air to desired de- 
gree and circulate air to all parts 
of room 

Motors in window-type models 
are permanently lubricated; most 
models have built-in thermostats to 
1utomatically maintain room tem- 
perature 

Window models are finished in 
“phantom gray’; adjustable, mod 
ern design grille covers entire face 
of appliance; air flow can be di 
rected and controlled to suit owner; 
lift-top for easy removal of filter. 
Smallest window model, No. 33, 
has 4 h.p. or 4175 btu capacity 
and removes more than 15 qts 
moisture from air every 24 hrs; ther 
mostat optional 





NEW PRODUCTS 


1953 Air Conditioner Lines 


No. 50, 4 h.p., has 6050 btu; 
built-in thermostat; removes more 
than 21-qts. moisture in one day. 

No. 75 Deluxe and Standard, 
; h.p. models have 9010 btus; 30 
qt. moisture removal. Thermostat 
is Optional in standard and built-in 
on deluxe. 

No. 100, 1 h.p. model has 10,- 
650 btu; thermostat; removes 37 
qts. moisture. 





Consoles in wood cabinets fin 
ished in mahogany or blond, or in 
steel for commercial use. Console- 
100, 1 hp. has 51 qt. removal. 
Console-150, has 14 h.p. and 15, 
500 btu capacity. 





FRIGIDAIRE Air Conditioners 


Frigidaire Div., 

General Motors Corp., 

Dayton, 1, Ohio 

Models :T'wo new room air condi 
tioners a 4 and a ¢ h.p. has been 
added to the line which now in- 
cludes models of 4, 4, 3 and 1 h.p 
sizes 

Selling Features: Units named ac 
cording to hp rating are known as 
“Super-33”, “Super-50”, ““Twin-75” 
and ““T'win-100.” All models pro 
vide fresh air, exhausting, circulat 
ing, filtering and dehumidifying; 
similar in outward appearance and 
design, they are self-contained and 
easy to install; controls on top of 
unit; 4-way adjustable louvers and 
vanes at top front direct air to any 
part of room; powered by same tvp« 
Meter-Mise1 compresso1 used in 
Frigidaire refrigerators. Super-33 
and 50 have one Meter-Miser. 
I'win-75 and 100 models have 2 
meter-mizer systems, providing 
“selective cooling.”; blower fan on 
all models can be operated separ 
ately to provide air circulation only; 
unit projects 13 in. into room; dove 
gray enamel finish 
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KELVINATOR Room Coolers 


Kelvinator Div. 
Nash-Kelvinator Corp. 
Detroit, 32, Mich. 


Models: Two new room coolers— 
RAC-80 and RAC-60. 

Selling Features: RAC-80, %4 h.p 
sealed unit; 8800 btus per hr; mois 
ture removal capacity of 2% pts. 
per hr. RAC-60, ¥% h.p. Tan and 
brown finish; projects 94 in. into 
room; fits double hung windows 
from 27 to 48 in.; spacer panels 
available for. windows more than 


#8 in. wide. 





MAGIC CHEF Air Conditioners 


Magic Chef, Inc., 
1641 S. Kingshighway Blivd., 
St. Louis, 10, Mo. 


Model: 3 new Magic Chef air con- 
ditioners—4, ? and 1-ton. 

Selling Features: Controls are con- 
cealed but accessible; filter area and 
coolair output has been increased; 
removable adjustable air-flow grille; 
available in green, rose, tan and 
cream 








MURRAY Cabinet-Sink 


The Murray Corp. of America, 
Scranton, Penna. 


Model: Cabinet-sink with new dou 
ble-shallow tubs. 

Selling Features: Each tub is 6% in. 
deep; cabinet under each; pro 
vision for hose-spray mounting; 14- 
gauge steel sinks of acid and stain 
resistant titanium; baked-enamel 
cabinet; sliding drainboard at extra 


( ost. 
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x oN x - \\\ \\ \ il) [// 
A SpAayca \ Maile Nib [ili Midian PROVE it Vas, 
TEST THIS SENSATIONAL APPLIANCE IN YOUR HOME! 
= RAY 


INFRA-RED ROTISSERIE-BROILER COMBINATION 
ee 


Ss PUTS BAN yy fe 


7 way 


Complete Electric 4 ae 


Kitchen! 


e barbecues 
e roasts 

e broils 

e toasts 

e grills 

e fries 

e boils 


THIS IS THE ONLY GRILL-TOP 
ROTISSERIE MADE WITH 3 
CONTROLLED, ADJUSTABLE HEATS! 


JAY BROILER CO. 
192 E. 4th ST., N.Y.C. 9 


Yes, send me ‘fiestas’ @ $3597! 
Trial Test 
Price! ‘ 
Dealer's Name 





Dealer's Address 





City 








Attention 





JAY BROILER CO., 192. 4th ST.,N.Y.C. 9 


SEE COMPLETE JAY LINE INDEPENDENT HOUSEWARES EXHIBIT © MORRISON HOTEL, CHICAGO © JANUARY 15th-JANUARY 22nd © Also Showing Evenings and Sunday January 18th 
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MSTRONG 


PORTABLE 
IRONER 


VALUE for LITTLE MONEY 


Here’s an ironer for AC current you can display and sell with full con- 
fidence. Women like it because it saves time and is reasonably 
priced. Motor is wholly enclosed. Equipped with 21” roll, thermostat 
that controls heat and signal light which glows while current is on. 


Elbow control leaves user's hands free to guide clothes. Finished in 
white enamel and chrome. 


ORDER FROM YOUR JOBBER TODAY a 
or write for literature on Armstrong Ironers, Electric and Gas = 


Heaters and Lawn Sprinklers ARMSTRONC 
DEPEND ON IT! 
ARMSTRONG PRODUCTS CORP. 


IT'S THE BEST 
Manutacturers of Quality Products Since 1899 


OF ITS KIND 
Dept. EM Huntington 12, W. 


PROTECTION 


SLINGABOUTS 


For damage-free delivery of your appliances, use Webb 


Slingabouts. Rugged canvas jackets with lining of soft 


flannel and cotton padding absorb shocks and protect 





finishes. Sturdy sling facilitates handling on and off 


trucks and through narrow spaces. There are Slingabout 





style numbers for all leading makes and models of 


appliances 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 
Send Slingabout prices for Model + 
Make — 
Name Tv 
Range 
Address Got 


inond Washer 
Ppiiance Other 
City State 


(please specify) 
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1953 Freezer Lines 





NORGE Freezers 


Norge Div., Borg-Warner Corp., 
Merchandise Mart Plaza, 

Chicago, 54, Ill. 

Models: VFI'-213 double door up 
right and single door upright VHI 
1125 and 3 chest-type freezers 
Selling Features: Double-door up 
right has 725 Ib 
capacity, 21 cu. ft 


freeze” 


frozen food 
interior; “‘Jet 
shelves provide fast freez 
ing on upper and lower surfaces; 
two 5-position adjustable shelves; 
two roll-out baskets on nylon rol 
lers, each with 21 lb. frozen food 
ipacity; thermostatic control per 
mits adjustment of temperature to 
52 degs. below zero 

VHF-1125 has 400 Ibs. frozen 
food capacity 

Chest-type freezers in 8, 15 and 
3 cu. ft. sizes feature hermetic 
compressor; cabinet wall construc 
tion; wrap-around aluminum tub 
ing; large capacity wire baskets with 
plastic-wrapped handles; recessed 
toe-space; circulating cold air and 
fiberglas insulation; “Sentinel 
Lites’ at lower right corner in 
dicate when temperature _ rises 
above 15 deg. | 


> 





DEEPFREEZE Freezers 


Deepfreeze Appliance Div., 

Motor Products Corp., 

2301 Davis St., 

N. Chicago, Ill. 

Models: CU-19 upright has bee 
dded to Deepfreeze freezer linc 
plus 4 deluxe chest-type models 
Nos. C-75, C-135, C-175 and 
C-235 

Selling Features: CU-19, upright 
freezer designed for kitchen use, 
has 19 cu. ft. capacity, stores 665 
lbs. food 1 -piece heavy-duty stecl 
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cabinet; 4 “zero shelves”, 2 wire 
baskets; “Bermuda green” interior; 
has all features of CU-11 intro 
duced earlier including static con 
denser, every shelf acts as “quick 
freezer’; condenser and refrigerant 
coils placed on underside of shelves; 
centered at top of freezer interior 
is a single temperature dial which 
enables user to set freezer at 10 dif 
ferent levels of cold from zero to 
minus 10 zero; full-length 1-picce 
doors have rubber gaskets, finger 
type pressure chrome handle; trig 
ger-type, self-sealing latch, poly 
stvrene breaker strip of metalescent 
green; Fiberglas insulation through 
out; floor-leveling device. 

Chest-type freezers have 7, 13, 
17 and 23 cu. ft. capacities. All 
have design and decorative revi 
ions and new interior color treat 
ment. 

Standard B-7 and B-13 chest 
freezers have been restored to linc 
ifter a cessation last spring becaus 
of materials. 


\ aml: 
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KELVINATOR Freezers 


Kelvinator Div. 
Nash-Kelvinator Corp. 
Detroit, 32, Mich. 


Models: Kelvinator 1953 freezer 
line includes a new 18-cu. ft. up 
right and 4 chest models. 

Selling Features: Upright model 
No. FR-183 has 630 Ibs. food 
storage capacity in a 36x30-%8 in 
floor space; + separate compart 
ments, each with its own pair of 
center-opening inncr doors f 
olvstvrene; refrigerant coils sur- 
ound top, bottom, ba 

Kelvinator’s polarspher 

pecial control k 
ompartment mak 
edu 


torage bask« 

holds 25 | ( 
flo dhight 

kets, including ‘“‘Pastri-rack’ 

133, 12.9 cu. ft. capacity; +50 Ibs; 
wutomatic floodlight, 2 baskets in- 
cluding Pastri-rack FR-203, 20 
cu. ft. capacity, holds 700 Ibs. 2 
compartments with separate lids, 
2 baskets including Pastri-rack.” 


ipacity; 
with automati 
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MOST POWERFUL CHASSIS IN TV! 


A revolutionary new Unitized Circuit Design —Stewart-Warner’s 
X-9300" chassis 
md location-proved, OUTPERFORMS OUTDISTANCES 


anything in the industry—even in ‘fringe 


backed by 28 vears of electronic experience 


and weak signal areas 
Absolute dependability! An innovation in simplified servicing! 
See the amazing ‘"X-9300" Chassis featured in the new 
Stewart-Warner line. Call or stop in at your Stewart-Warner 
Distributor TODAY! 


STEWART-WARNER ELECTRIC + Division of Stewart-Warner Corp. 


1300 N. Kostner Avenue + Chicago 51, Illinois WARNER 


acturer of radar, « and other precision electronic equipment for the U. S. Government 















THERE’S PLENTY OF PROOF THAT 


a 4 
new IN THE 26 
models! 


selling 


ele) 


Norge research has developed 
the industry’s most advanced ideas 
in home appliances — offers dealers 


great new selling opportunities! 
















new: NORGE 


TIME-LINE NORGE 
AUTOMATIC WASHERS NEW! ELECTRIC RANGES 
o ae ~~ . stn em 6 beautiful models—all equipped with famous 
3 completely eutomatic washers in NEW! NORGE GAS RANGES Blended-Heat ovens. 2 models include exclusive 


cluding super deluxe AW-450 with Pick-A-P abi h i da . f 
exclusive Safety Spin. Open the lid 9 outstanding models including 2 new CP ranges. New ick-A-Fan cabinets that end pan-groping for- 





during the spin cycle, and action auto- Radiant Broiler . . . simplified automatic ignition system . . . a Leg ory bat _ a penal tell you at 
matically stops! Line also includes with exclusive Pick-A-Pan cabinets—plus special leader a glance which of / heat speeds is on! 
semi-automatic Push-button Washer. model (N-3) to spearhead sales promotion. 


NORGE...» value line of hotne appliances f 
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NORGE meANs BUSINESS 





@ Ideas move appliances—ideas in product features . 


ideas in selling strategy. Put them together and you’ve 
got a picture of the great new Norge line for 53! And to 
make sure your customers hear and read about these won- 
derful new products, Norge is supporting its dealers with 
a great new advertising campaign for 1953. Yes, Norge 
is going places. How about you? Call your Norge dis- 


tributor today for full details. 


new: NORGE 
CONVENTIONAL 
WASHERS 


7 models with famous NORGE 
Triple-Action that gets clothes 
cleaner faster—by actual test. A 
model for every budget--from the 
super-deluxe CW-250PT to the sen- 
sationally low-priced CW-220! 


ELECTRICAL 














new! NORGE 


WATER HEATERS 


Vertical and Table-Top models—12- 
82 gallon sizes. Direct-projection 
heating element heats water faster, 
cheaper. Magnesium anodes check 
rust. 10-Year Protection Plan! 


NEW! NORGE 
HOME FREEZERS 


4 models including the now-famous 
Jet-Freeze VHF 1125 Upright model. 
3 new chest-type. 5-year Protection 
Plan against failure of freezer mech- 
anism and food spoilage. 














tow Gaited 
to see the complete new NORGE Line at the 
CHICAGO WINTER MARKET 


Jan. 5 through 16 
Furniture Mart — Space 522 
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feaurr 





Sor Thes 


























new! NORGE rerriGERATORS 


9 top-value models—including 3 Jet Self-D-Frosters—sim- 
plest, most practical of all automatic defrosting methods. And 
to spearhead the line—new promotion models that are deluxe 
in features, low in price. 
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Yours FREE! 


New Haven Quilt 
and Pad Co., Inc. 


1953 
CATALOGUE 


of Padded Appliance, 
Furniture and TV Cov- 
ers and Pads—Movers 
and Warehouse 
Accessories 















A completely illustrated and fully described catalogue . . . yours FREE 

for the asking! All famous DREADNAUGHT products that will help you 

to protect your deliveries from costly damages and reduce delivery costs. 

Everything you may need is featured in this 1953 New Haven Quilt & 
Pad Co. Catalogue. Write for your copy now! 


NEW HAVEN QUILT & PAD CO., INC. 
80-86 FRANKLIN STREET, NEW HAVEN, CONN. 


America’s Largest Pad Manufacturers Since 1911 






























CASH IN 


this season's 
PIG wert : 
ith the lates 
.. PIG BROODER 
LAMPS .-- 


on 





The Kees 
Brooder Lamp 


@ Is made of sturdy 26-gauge galvanized 
steel 


® Baked-on enamel finish 
MADE © Comes complete with double guard . . . 


TO RETAIL rubber-covered weather-proof cord . . . 
AT NEW ro Ae porcelain socket for 250-watt 


LOW PRICE infra-red heat lamp . . . sturdy hanging 


bracket 


® Highly recommended for chicks, poults 
and lambs 

Please order through your jobber 

Dept. EM-1 


MANUFACTURING CO. 







Beatrice, Nebr. 
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FRESHMASTER Freezer 


Freshmaster Corp., 
455 11th Ave., 
New York, N. Y. 


Model: Freshmaster 30-cu. ft. up 
right freezer, No. FD-30-S¢ 
Selling Features: Prefabricated 

tionally; can be assembled bv un 
killed 


turers claim; holds more than 95! 


mechanic the manufa 


lbs. food: assembled freezer is 714 
nl hi h $9 4 in wid 374 in 
deep: exterior and interior of all 
ections formed from heavy gaug 
iluminum heets—no paint 

porcelain; all exterior ims seale 


to protect insulation; full openings 
non-warping doors sealed by non 
freezing rubber gasket; special heat 
ing element prevents frost from 
forming around door; special sealing 
ompounds and materials are ap 
plied to adjoining surfaces of all se 
heavy duty throme 
plated hardware; all shelves equip 
ped with freezer coils to serve a 
freezing plates; 4 h.p. Tecumseh 
hermetically 


tions; brass 


scaled unit. 





G-E Wringer Washers 


General Electric Co., 
310 W. Liberty St., 
Louisville, 2, Ky. 


Models: 3 new wringer washers in 
G-E 1953 line 


Selling Features: Line includes a 


deluxe, WC-830, a medium-priced 
WC-430 and a low priced model 
WC-230. 


All models restyled: new light 
weight black plastic agitators; whit 
baked enamel finish; all 
equipped with impeller-type drain 


model 


pumps. 

Deluxe WC-S830, has a_ timer 
which controls wash period up to 
15 min.; an “instinctive” wringer; 
roll pressure release bar above th« 


rolls; wringer rolls automatically ad- 





JANUARY, 


just themselves to 
ment; 10 Ibs. dry clothe 


garment 


1953—ELECTRICAL 
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ot gal 
capacity 
| 


WC-430 has wringer rolls that 


thickne 


automatically adjust to thickness of 


wash and drain controls 

located close together at front of 

machine; 8 Ibs. dry capacity. 
WC-230 has 8 Ibs. dry 


capacity 


drain control located at back of 


machine; WC-430 and WC-230 
ilso available without drain pnmp 
for $10 less. 








CROWN Range 


Crown Stove Works, 
4631 W. 12th Place, 
Chicago, 50, III. 


Device: Crown 5] iver 30-in 
inge, No 3 

Selling Features: King-size oven ha 
capacity for 8 pies or cakes, or 12 
loaves bread—measures 24x18x14 


in.; backsplash has fluorescent lamp, 
clock and timer and convenience 
outlet; occupies 30x264 in. floor 
space; surface units consist of two 
1250. one-1425 id one-2000 watt 





R & M Window Fans 


Robbins & Myers, Inc., 
Fan Div., 

387 S. Front St., 
Memphis, 2, Tenn. 


Model: R & M twin-fan casement 
window fan. No. R-W 1253. 

Selling Features: 2-speed electric 
illy reversible; installed in 
3-light casement windows; panels 
furnished to fit standard 4-light 
casement windows; can be mounted 
with or without screen; 12 in. 
blades on both fans; 2000 cfm 
high, 1500 low; 1550 rpm_ high, 
1300 rpm low; uses 180 watts high 
md 135 watts low. 115 volt, 60 
cycle, 16% in. wide, 36% in. high; 


easily 


silver grav finish 
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k’S MARRIED. ..to a girl who will 


spend $40,000 of his money in the first 10 years! 


REFRIGERATOR 


List Price $4999 . 


Se ee ae 


Through these habit-forming years, this young wife will read and buy 


from TODAY’Ss WOMAN—the only magazine edited just for her. 


YWERY TIME he looks around — it’s "bye, ‘bye bank- 
| J roll. That’s because he’s married to our girl, that 
fast-spe nding. sense-making reader of TODAY S WOMAN 
Is he down-hearted? Not one bit. He knows that almost 
f his $4.665 yearly income* goes for fam- 


very dollar o 
ily and home. Our advertisers know it, too! Even more 
important. they re ilize that the brand preferences es- 
tablished during these ten top spe nding years will last 
a lifetime. Are you with us? 

Matronly Magazines, take her away! 
After 10 intimate years. TODAY'S WOMAN cheerfully 
turns its readers over to the MATRONLY MAGAZINES 
But before she turns from sinks to sables, she’s all ours 


_.and yours! During this great buying decade, she will 


spend over $3,100 for appliances and home furnishings. 


Healthy sums will also be paid out for food, clothing, 


drugs and other essentials. That’s why we can say, after 


Median famil i me f Today's W an reader 30% higher than 


national mediar 


her home Is nearly completely ipplianced and ful 
nished, “MATRONLY MAGAZINES take her away! 


Join 368 delighted advertisers! 
Multiply TODAY'S WOMAN’s 1.200000 young families 
by their 10-year, $40,000 spendability and you get an 
inviting 48 billion dollars: money that’s spent mostly 
on nationally advertised products 

NOW. extend the buying habits formed over these 
years through a lifetime, and you realize what a pow- 
erful business friend you have in TODAY'S WOMAN. 
Why not let this magazine go to work for you as it 
has for 368 other delighted advertisers? 

Information Please 
If you would like further information about TODAY’S 
WOMAN and its readers, call or write Mr. Joseph 
De Lone, Advertising Manager, TODAY'S WOMAN, 67 
West 44th Street, New York City. Or dial MU 2-3606. 


Topay’s WOMAN 4 Fawcett Publication 
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172 Gifts... Allt ander G0 


Topays Wom, 
mento WOMAN 
7 A r , 


The Wurphys’ Miracle 
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You'll move it faster. 
easier. safer with 


Adjustable . All-Purpose Home MOVERS 


FLEXIBLE! You tailor-make your truck to fit the job 
Easy, sure, safe and dependable. Only seconds required to 
adjust the truck to fit units to be moved Extra carrying 


handle—stair-glimber feature 


STRONG! Constructed of extruded magnesium 
rigidity 


LIGHT! 


sections for light weight—strength 
Equipped with quick-acting swivel 


for easy handling, loading 


MANEUVERABLE! 
casters to move in any direction 


onto delivery trucks and for use as a dolly 


SAFE! Surfaces rubber padded to protect appliances from 
scratching, denting, marking web straps with 

patented, self-tightening leverage buckles 

man TRUCY 
ry 


insure positive locking of load to truck 





Write today for full details and a free 


copy of the new American-Keen Catalog 


CLIP THIS COUPON NOW! 


The Cinerican alley ( ‘ompany 
4234 Wissahickon Ave., Philadelphia 29, Po 


r 
Materials Handling by | 


Gentlemen 
Please send me full details and a free copy of the new 
American-Keen Catalog todoy 


Nome 


Title 





' 


| Comy dete Line of Pressed-Stee! Hand Trucks, 
| Rorrel Cradles, and Steelite Industrial Wheel fin, 
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AMERICAN-KEEN TRUCKS 





TEMPMASTER Humidifier 


Tempmaster Corp., 
1338 McGee St., 
Kansas City, Mo. 


Model: ‘Tempmaster No. H-3 home 
humidifier. 

Selling Features: Will humidify a 
6 or 7 room home of average con- 
struction under normal conditions, 
consuming less power than a 50- 
watt light bulb; small motor-driven 
pump, submerged in water reser- 
voir pumps water up through tube 
to top of humidifier where it is 
evenly distributed to special hu- 
midifier pack in rear of unit; cir- 
culating water keeps fiber surfaces 
of pack constantly wet. Fan draws 
warm dried-out air from room 
through back, through pack where 
it absorbs right amount of mois- 
ture. Humidified air is distributed 
up through top of cabinet into 


room; no spray, no moisture or 


droplets—all moisture is pre-evapo- 
rated within unit, Cabinet is 19 in. 
high; 154 in. wide, 113 in. deep; 
operates on 110 volt 60 cycle a.c.; 
plugs into any outlet. 





G-E Water Heaters 


General Electric Co., 
310 W. Liberty St., 
Louisville, 2, Ky. 
Models: 3 new GE table-top water 
heaters, HG-30-7A, HG040-7A and 
HG-40-8A. 
Selling Features: Designed with 
top connections for easy installation 
cold water inlet, hot water out- 
let and electrical connection box 
all on top. External control on 
front adjusts water temperature to 
“hot” for washday, high demand 
“normal” for day-to-day 
use; or “warm” for limited opera- 
tion; glass-fiber insulation; cold- 
water baffle; thermostat; galvanized 
steel tank; enclosed sheath-type 


needs, 


JANUARY, 
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clement. Sizes include a 30-gal with 
single element, a 40-gal. with single 
unit and a 40-gal with twin elements 
ind interconnected thermostats for 
limited demand operation. All 
models may be purchased without 
porcelain enamel worksurface for 
undercounter installation. 











































Availability: During first quarter 
of 1953. 





FORD Water Heater 


Ford Steel Products Corp., 
45 Division St., 
Tarrytown, N. Y. 


Model: Ford 1953 water heater. 
Selling Features: Differs from 1952 
model by an improved color com 
bination of white and gray; white 
heater jacket with gray cover plates, 
legs, top and bottom pans; availabk 
with single or double elements with 
wattages ranging from 750 to 4000 
in following sequences: 750, 1000, 
1250, 1500, 2000, 2500, 3000 and 
4000-watts; high temperature cut 
out protection available where spe- 
cified; improved Fiberglas insula 
tion blanket; double clement 
models feature interlocking thermo 
stats wired for off-peak operation 





ACME Spacemaster 


Acme-National Refrigeration Co., Inc., 
29-24 40th Ave., 
Long Island City, N. Y. 


Model: Acme Spacemaster 3-in-] 
kitchenette. 

Selling Features: Refrigerator in- 
corporates a_ stainless steel top 
fitted with 20 burner 110 volt sur- 
face units or a 2-burner gas unit; 
worksurface includes stainless steel 
sink; unit measures 30-in. wide; 
electric surface units available for 
220-volts or 110-volt “plug-in” 
use; refrigerator has 4-cu. ft. 
capacity. 











os 
¥ 

wt. LOS 
Prone am 


Quicfrez . 


GnNnounces..-. 


OLOR 
ARMONY 








---adramatic new concept 


in refrigerator styling. 





see it at the Furniture 





Mart, space 539-B... 
sell it in your 


community! A é 


@ 
® ie A 
. © uvicfrez Inc. 


formerly Sanitary Refrigerator Co. 


Fond du Lac, Wisconsin 
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THEY'RE 
ASKING 
FOR gq 
IT! A ae | \ 


a) “a 
BEST REASON YOU SHOULD 





mode! 19-5 
The ELEC FRA-BLO 


STOCK 


THE 
TURNER 
BOOSTER 


SENSATION Mowers 


Sensation Mower, Inc., 
Ralston, Neb. 


Models: 2 new 1953 models with 
special double-mulch feature. Mow 
Blo, 19G and Electra-Blo, 19E. 


Selling Features: Circular chassis 





@ New ond beautiful! Proof of the Turner Booster's popular appeal has wheels set so blade is within 
@ Cascode circuit! to TV set owners piles up every day from range of grass along walls and 
@ Continuous tuning! dealers all over the country. “They're asking rence eliminating most hand 
@ Brighter, sharper picture! for it! say the dealers, “Double our order THAEING; both cuts 19-in. swath 
Ut nhs tes tin Maks 4" Ces vour chase of the have mente ight pengguersesr alloy 
@ Simple to install! profitable Turner Booster sales that are pyra hassis, ball bearin, — with 
@ List price $57.50. miding from coast to coast. Order this finest puncture-proot tire low Blo 

: of all TV boosters now! powered by choice of 1.6 or 2 h.p 


idjustable cutting 
height from 1] to 3 in. Electra-Blo 
has 4 h.p. high-speed ball bearing 
clectric motor, cutting heights ad 
justable from 1 to 34 in. 


gasoline engine; 







\ THE TURNER COMPANY, Cedar Rapids, iowa 


EXPORT: Ad. Auriemea, inc, IN CANADA: Canadien Marconi Co. 
89 Brood St., New York 4, N. Y. Toronto, Ont., and Branches. 


EVERSHARP Mowers 


Midwest Mower Corp., 
1006 Olive St., 
St. Louis, 1, Mo. 


2 e . : . 
4 % . Eewit* , 
. ~ 4 * = ie 


YOU CAN'T MISTAKE ITS QUALITY 
YOU MIGHT MISTAKE ITS PRICE 





Models: 1953 line of Eversharp 


reel-type lawn mowers includ 


am, “Town and Country’, “Surbur 
i * ban’”’. 

EVER EDY Infra-Red BROILER WL Selling Features: ““Town and Coun 
= try’ has 2Il-in. cutting width, 


t-cycle 1.6 h.p. air cooled engine; 
features Stop & (50° 
control “ 


Ever have a shopper say “I can’t pay that much for a broiler”? Turn that 


hngertip 
2-piece “free floating”’ 
tubular steel handle; self-propelled, 
steel reel, adjustable to compensate 
for wear, mounted on ‘Timken self 
aligning roller bearings; 5 self-sharp 
ening blades and cutter bed blade 
with 5 steel spiders; positive action 
pawl type clutch; adjustable cut 


ting height from 4 to 2 in. Auto 


shopper into a customer with this inexpensive circular beauty. 


Everedy’s round design puts “all the heat on all the meat” for fast, charcoal 
like broiling. Safe handling with cool Bakelite handles and feet; dual 
shelves for removable broil pan—with a handle that stays cool, away from 
heat. Gleaming chrome finish washes like glass or china. ... Order a supply 


from your jobber now ... or write direct for literature and prices 













Gift-boxed in a striking corrugated 
carton, Everedy's Infra Red retails 
at a volume figure of only $14.95. 
($15.95 Denver & West) Order z 
yours now. matic recoil starter available as 


extra equipment. 
THE EVEREDY COMPANY “Surburban” similar to “Town 
Appliance Sales Department and Country” with 18-in. cutting 
FREDERICK, MARYLAND 


width and 4-cycle 1.1 h.p. engine 
TTT) ee Two low-priced reel type units 


FREE... 
with each Broiler 
goes a colorful, 
illustrated 16-page 
Recipe Booklet 
prepared by an 
expert Maryland caterer. 








VOLUME PRODUCERS OF 
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1953 Lawn Mower Lines 


also featured in line are “Playboy” 
an 18-in. mower with 4 cycle 1.1 
h.p. air cooled engine, and an 18-in. 
electric model with a 4 h.p. P.A.C 
motor. 





REO Mower 


Reo Motors, Inc., 

Lansing, 20, Mich. 

Model: Flying Cloud rotary powe1 
lawn mower. 

Selling Features: 20-in. cutting 
width; automatic .rewind starter; 
throttle control at finger tips; nor 
mal engine speed 3200-4000 rpm; 
blade speed 2250-2800 rpm; 13 hp. 
Reo-built engine; slip disc clutch; 
blade is 3 in. wide with 30 deg. 
bevel; front trimmer type mower, 
cuts within l-in. of obstructions; 
adjustable cutting heights from | 
to 3 in.; puncture proof rubber 
tires; adjustable handle. 





JACOBSEN Rotary Mower 


Jacobsen Mfg. Co., 
Racine, Wis. 


Device: Jacobsen 18-in. rotary 
mower. 
Selling Features: Cutter bar 


pitched to provide suction lift; 
driven through special friction 
plates which absorb impact and 
prevent shock damage to enginc 
and cutting unit; 2 cutter blades 
are hardened, double-edged sec 
tions which are solidly fastened to 
prevent turning; streamlined tubu- 
lar handle; rubber grips; free-float- 
ing to absorb ground jolts; handle 
may also be placed in_ vertical 
position for convenient storage. 
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To give your radio sales a post-holiday boost 





Arvin 


announces: 


at $12.95... 








et ee 






eee a 4 »: 
é Bivlcisia th RPP OnE > es 








Build terrific traffic with 
this sensational radio value! 


i ver had 
Pal—Here’s the go-gettingest leader you e ‘ 
ra radi section! It’s oT oe ea wa 
ing—a high quality Arvin AC/ superhet. ter- 
wn pr 2. rh laughs at the a of ~s igen 
h-and-tumbles. It’s compact to fit eas Ee) 
table shelf or handy corner Mig Stee - joer sgl re 
? . . in : 
pack in a suitcase. Four tu inclu someage rege. gemere 
i aker. Ivory finish with ebony 
Sancti okan your radio department needs to turn a cold 


season into a hot season. Model 542T. 


Exclusive Arvin Velvet Voice tone with automatic volume 


control and other “big set” features. 


If you don't know your Arvin distributor 


use this order form 
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A new ac/oc superhet 


...yes, 12.95, 











Arvin 








* Suggested retail Price. 
Pe 2 2 2 2 2 2 eee ee 


Arvin Industries, Inc. 
Radio & Television Division, 


Please have your nearest Arvin 


America’s favorite 





New lower price on 


Rainbow... 


Personal Radio 


6 9°rgeous colors! 


ne, sum 


mpact, colorful shatter or winter, lean times 


Proof Arvin Rai 
Over the U.S.A, pote 


Arvin PYtimer is as success 
waking UP sales as it ig in eda 


P With their favor. 


- $39.95 


in Cali 
Tan, Willow Green, slifornia 


Columbus, Indiana 


Distributor ship and bill me for: 


Minimum Order 12 Sets) 


CJ Model 542T Arvin Radios | 
Firm Name a, leatac i: 
Address 


aaa ay an ‘ 


es 









ee ee oe ee es ee el 
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| Aumplujied caekuntg” 


exclusive with OM, r how 











—— 


— 


enti T 


Uniform, ALLOVER heat at EVERY cooking speed! 


Smart dealers know it takes features... outstanding 
features... to sell ranges in volume (and at a profit) 
in a year of stiff competition like this new one 
coming up. And they like star features that apply 
right across the line, from top to bottom. Such a 
feature is TK Monotubes*.. . and “simplified cooking”, 
You'll find several manufacturers featuring 
Monotubes in their '53 range lines. And what a story 
you can tell about Monotubes “simplified cooking”. 
Here’s something women can understand and 
appreciate, something you can use to advantage 
in building bigger, more profitable sales 
this coming year. 
HERE’S WHY! Monotubes are single-coil surface units. 
The entire heating surface “heats up” at every cook- 
ing speed, for any size utensil that’s used. Nothing 
new to learn. nothing special to remember. 
Foods cook evenly with little or no special atten- 
tion. It's truly “simplified cooking.” 
FAST, ECONOMICAL COOKING! The broad, flat coil 





of Monotubes provides up to 32.8% greater utensil- 
to-coil contact. More heat goes directly into foods. 
They cook faster, even on lower heats... for real 
cooking economy. The coil stays flat, gives maxi- 
mum heat transfer for years, because it floats freely 
on unanchored support. 

EASY CLEANING! The exclusive “swivel-action” that 
lets Monotubes “stand alone” means fast, convenient 
cleanup. The coil swings up, out of the way. Spill- 
overs can be wiped away quickly, before they bake 
on the drip pans. 

Remember . . . the star feature that women buy is 
cooking performance, not just heating elements. So 
... hitch up to the “simplified cooking” story in the 
ranges you sell; it’s the sales-clincher that means 
profitable selling. And, to boost your service and 
replacement business—it takes only 4 basic units 
and 9 pans to convert most electric ranges in your 
area to “simplified cooking’’. Just another star fea- 


ture that merits your investigation. 
*Trademark Reg. U.S. Pat. Off. 


NEW PRODUCTS 


BRIEFS 





Revere introduces a sct of 4 stain- 
less steel Handy-Pans for use in 
refrigerator, oven, or on_ table. 
Available in a 4-piece set of two 
l-pt., one I-qt., and one 2-qt. 
Handy-Pans. Made by Rome Mfg. 
Co., Div., Revere Copper and Brass 
Inc., Rome, N. Y. 








Mirro-Foil, a new aluminum foil 
for cooking and household use is 
introduced by Aluminum Goods 
Mfg. Co., Manitowoc, Wis. In 
addition to cookery uses, the foil 
has unlimited work-saving uses in 
home. Packaged in 25-ft. rolls in 
carton with serrated cutting edge. 


s 
Peeator 


Nightrot 





ne 
. 
‘, 


Paragon “Nightrol” is the newest 
automatic control announced by 
Paragon Electric Co., ‘Two Rivers, 
Wis. Designed to save up to $40 
on fuel bills; completely automatic. 
Will turn down heat every night 
at a selected time and turn up heat 
about 6 a.m. assuring comfortable 
tempcratures. 





Electrowax, 
wax for use 
ishers, is announced by The Shet- 
land Co., Lynn, Mass. Contains 


a specially prepared 
with electric pol- 
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GRAYBAR ELECTRIC CO., INC. 


Graybar Building, 420 Lexington Avenue 
New York 17, N. Y. 


ELECTRICAL 
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Statistics show that it pays to be a Gray- 
bar dealer. Graybar Representatives, in 
109 Graybar offices in the United States, 
are equipped by training, by experience 
and by inclination to help Graybar 
dealers increase sales. Buy through 
Graybar and you get the merchandise 
the public wants most, made by the 
world’s best manufacturers. You get 
advertising help, display help, market- 
ing help from Graybar. Plot your 1953 
sales curve sharply upward ... plan now 
to talk it over with your Graybar Repre- 


sentative. 00.4) 







Your Customers WANT 
the popular 


appliances, 








NEW PRODUCTS 


| 


o-ae/e_ Makes sewing machine history Fie 


| 

pure Carnauba wax plus DuPont 

Ludox, which provides slip resist 
| ance. A free flowing wax in liquid 

. . s | * 

| form that dries in about 20-min 
Bs you WI ma e ro | iS Ory ready for polishing. Suitable for all 
| types floors—linoleum, tiles, cork, 

wood floors, painted cement, ter 


with the (2... sewing machine 


Here, for the first time, a Zig-Zag machine 

that incorporates the most advanced : Se 

developments in the sewing machine industry. ‘ “Gourmet” is the name of the new 
Rhinelander Freeze-W arp wax lam 

Painstakingly crafted by Italy's foremost 


inated glassine and _ greaseproof 


d ‘ d P t ‘ . ; z ” heet. Smooth urface leaves no 

esigners and engineers to insure ‘ particle of paper on food when un 

virtually trouble free performance. ont wrapping. Available in 15”x100 
| . rolls, in a cutter-edge box. Made b 

Rhinelander Pape rCo 

. er, W 

smoother operation. The Caser Zig-Zag Wi 


Simplified construction throughout for 


is the easiest machine to use or sell 


that you can buy today 


.‘ Solar Insect exterminator lamp, in- 
Only CASER has these exclusive features: troduced recently by Solar Electric 


Corp., Warren, Penna., automatic- 

illy vaporizes “Lindane’’ a chem- 

: ical that destroys flies, moths, ants, 

2 mosquitoes, flees, etc. Lamp fits 

Only \__oL-a_2_/t_. sews with two needles as into any light socket, a pellet of 

Bis ; ae Lindane is dropped into special 
easily as it does with one and requires no 

a depression at top of lamp, which 

additional adaptors to do so. glows in operation; complete with 

Nationally advertised : 


> brass base. 
The first ad to run in the € | 

January issue of Only \_OL-a_2_/t__ has a built-in sewlight - - 
Parents Magazine, full page which shines directly on the working area. 





A $10.00 per machine 2 


advertising allowance rd 
to help you sell Only OUa_2/U has a built-in three way 
at the local level plug. Completely concealed wiring for 


A complete selection all electrical connections. 


of dealer aids, mats, displays, 


streamers, envelope “lt 
Only 


enclosures, available OU-a_2/T_. has a large cut-out back to 
free of charge make servicing easier and simpler. 


Sold only through competent, qualified dealers LYON Decorative Shelf 
At least 10 percent more profit than any other comparable Zig-Zag Lyon Metal Products Inc., 
rae _s on the market. For full information and prices write to Ebcanagennt 


Device: Clear plastic decorative 
f | shelf unit. 


- am. S - we a ae 0 | S T R B U T 0 R S N oD ) | Selling Features: Plastic shelves 


; blend with anv color or decorating 
101 West 3ist Street New York 1, NY. + PEnnsylvania 6-0898 


scheme; can be fitted near windows 
or in odd corners. 
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IS 
the 


Ue 


dampening 
your 
Spirits ? 













Rising selling costs and lower profit margins make it tough to keep your head above water. 

That’s where merchandise with the Good Housekeeping Guaranty Seal can 
be a life-saver. You get more volume and faster turnover at less selling expense, 
because customers are pre-sold on these guaranteed* products. And dependable 
performance saves you servicing costs, cuts down returns. 


Don’t let the big squeeze sink you—feature brands backed by the Guaranty Seal. 


GOOD HOUSEABEPING 


10,650,000 
Ole THE HOMEMAKERS’ BUREAU OF STANDARDS -9,974,000— 
copy 57th Street at 8th Avenue, New York 19,N. Y. readership 






Zant OR fi REFUND o> 


Sa Mo, 
* Guaranteed by “ 
Good Housekeeping 
7 ~ 







W, . 
SAS Abventistd wert 


Women know—the product 
that has it, earns it. 
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PLAN NOW FOR THE 
“EARLY BIRD’ HEATER PROMOTION 


oa 


Hitch your wagon to Magic Chef gas and oil home 
heaters! These new models on your sales floor 
can cause more excitement than a three-ring 
circus. Watch America’s most beautiful heaters 
drum up traffic in your stores, Get a rolling 
lead on the '53 heater season with Magic Chef. 
See your Magic Chef representative about the 
big “Early Bird” promotion today! 
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All these important Magic Chef GAS HEATER features 
RADIANT HEARTH ¢ TV Styling « Heated Air Circulation 
e Fan Flame Burner ¢ Golden Glow Radiants e Heat 


Resistant Glass ¢ Flame Control with All Gases. 


GAS CONSOLE « Color Harmony ¢ TV Styling ¢ Heated 
Air Circulation ¢ Fan Flame Burner e Flame Control 


with All Gases ¢ Three Pass Heat Exchange. 


Magic Chef OiL HEATER features mean heating luxury 
¢ Color Harmony ¢ TV Styling ¢ Heated Air Circulation 
e Air Seal Construction ¢ Rocket Flame Action ¢ Double 
Barrel Combustion ¢ Flame Control Plates ¢ Electric 


Seam Weld ¢ Silent Operation ¢ Pilot Ring Fire. 
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RCA VICTOR TV Consoles 


RCA Victor Div., 

Radio Corp. of America, 

Camden, N. J. 

Models: 2 new RCA Victor con 
sole combinations—Westland and 
Penfield. 

Selling Features: Each model com 
bines a 2]-in. TV with a radio and 
a newly designed 3-speed Victrola 
phono, with slip-on spindle. West- 
land No. 211-242 is housed in 
contemporary style cabinet, mahog- 
any finish. Penfield, No. 21T-244, 
traditional cabinet, mahogany; 
AM-FM radio; both models have 
V12 in. speakers and separate con- 
trol panels for radio and phono. 





PACIFIC-MERCURY TV 


Mercury Television & Radio Corp., 
1241 So. Hill St., 

Los Angeles, 15, Calif. 

Model: “The Pagoda” 21-in. con 
sole in Chinese modern, No. 2114. 
Selling Features. Ebony finished 
console with carved legs and up 
wept top edges; gold rim around 
picture frame matching Chinese 
design door pulls; ‘Fringe-O-Ma 
tic” chassis; 394 in. high, 29 in. 
wide, 24 in. deep 





RCA VICTOR Radio 


RCA Victor Div., 

Radio Corp. of America, 

Camden, N. J. 

Model: New RCA Victor ‘“‘per- 
sonal” table radio, No. 2R51. 
Selling Features: Features a 4x6 
in. speaker with chassis built 
around speaker base; outside dimen 


sions 54 in. high, 74 in. wide, 
34 in. deep; 2-color combinations: 
black and beige, tan and ivory. 
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HALLICRAFTER Atom 
Clock-Radio 


The Hallicrafters Co., 

4401 W. Fifth Ave., 

Chicago, 24, Ill. 

Device: Hallicrafters Atom clock- 
radio. 

Selling Features: 5-tube radio fea 
turing new “‘Foto-Etch” chassis— 
base of chassis is formed by lamin- 
ating a sheet of Formica and cop- 
per under high heat and pressure 
until perfect bond is achieved; 
standard broadcast band ranging 
from 535 to 1620 kes; a “wake-up” 
switch connected to radio; simpli- 
fied controls and built-in antenna; 
plastic cabinet available in white, 
green and mahogany. 





CAPEHART Radio 


Capehart-Farnsworth Corp. 

Fort Wayne, 1, Ind. 

Model: Capehart table radio No. 
T-522. 

Selling Features: 5-tube model; re- 
cessed speaker with enlarged tonal 
chamber; plastic cabinet in ivory 
satin with burgundy grille; silver 
fox with gold grille, red with char- 
coal grille. 





RCA VICTOR AM-FM Radio- 
Phono 


RCA Victor Div., 
Radio Corp of America, 
Camden, N. J. 


Model: Fenwick No. 2810 AM-FM 
Radio-phono console. 
Selling Features: Equipped with 


1953 





12-in. speaker; 10-watts undistort 
ed push-pull output; RCA Victor's 
head-end unit contains a 3-speed 
Victrola phono and controls and 
chassis of an AM-FM radio; to fa 
cilitate placement of records, the 
unit is designed to slide forward at 
touch of finger. 18th Century styl 
ing; mahogany, walnut or blond 
finishes. 





KAYE-HALBERT Radio-Phono 


Kaye-Halbert Distributors Inc., 
3623 Eastham Dr., 
Culver City, Calif. 


Device: “Pandora” radio-phono 
with provision for ‘I'V remote con 
trol. 

Selling Features: Designed as chair 
side end table or coffee table; 6 
tube radio with an 8-in. hi-fidelity 
speaker and built-in antenna; 3 
speed record changer with auto 
matic shut-off; Electronic Robot 
remote control optional. Mahog 
any, blond and maple provincial 
finishes. 





SCOTT TV Sets 


Scott Radio Laboratories Inc. 
4451 N. Ravenswood Ave., 
Chicago, 40, Ill. 


Models: 5 new Scott ‘TV set: 
consoles: Rothglenn, Rudham and 
Roxburgh; 2 tables: Renwick and 
Radbury. 
Selling Features: All models hav 
Silver Anniversary chassis, wired 
for addition of UHF or for attach 
ment of color TV slave unit; 4 
stages of IF video amplification; 
high level video detector; and a 
tuner that brings in a sharp picture 
in remote locations. 

Renwick and Radbury table 
models have 17 and 21-in. screens. 

Rothglenn console has 17-in. 
screen; Rudham, 21-in. screen; and 
Roxbury 21-in. screen and 3 doors. 













EMERSON Table Radio 


Emerson Radio & Phono Corp. 
111 Eighth Ave., 
New York, 11, N. Y. 


Model: No. 708, a.c.-d.c. radio. 

Selling Features; Modern styled 
ebony plastic cabinet with gold 
trim and large station calibrations; 
enclosed Ferrite bar loop antenna; 
large Alnico 5 PM dynamic speaker. 





ZENITH Portable Radio 


Zenith Radio Corp., 6001 W. 
Dickens Ave., Chicago 39, Ill. 


Model: Zenith ‘Universal’ port 
able radio. 

Selling Features: High-powered bat 
tery pack with 90 volts of “B” 
power provides up to 200 hrs sers 
ice under normal conditions; also 
operates on a.c. or d.c.; built-in 
Wavemagnet antenna; 53} in 
Zenith Alnico speaker; 3-gang con 
denser; tuned radio frequency; ave; 
“end tuning’—provided by over 
sized control knobs located at each 
end of set; large, clear-view dial; 
plastic handle; available in two 
cabinets: No. J504 has brown 
plastic framework with tan “Mada 
gaska” cloth front and_ back. 
JSO4Y is covered in black “Stag’’ 
with matching frame of place plas 
tic; plastic horizontal grille. 


HOFFMAN TV-Radio-Phono 


Hoffman Radio Corp., 
3764 S. Broadway Pi. 
Los Angeles, Calif. 


Model: Hoffman “Concerto”’ serics 
I'V-radio-phono combinations. 
Selling Features: Features a com 
pletely separate AM-FM radio 
chassis with its own power supply 
operating with or completely inde 
pendent of the TV chassis—10 
watts of undistorted audio output 
with a flat frequency response from 
+0 to 12,000 cycles; 8 decibel bass 
boost, 4 decibel treble boost. 

Cabinets available in Cherry 
wood for Provincial, California 
ranch style or Early American 
decor; imported mahogany venecrs 
or in limed oak. 
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Electrically Reversible WINDOW VENTILATORS 





breeze through 


summer in 


Hrotitable 
Style. 


(sens 


BOOTH NO. 496-498 


January Housewares Show 


FAN-MOBILE 


The one fan with practically every 
wanted feature. For exhaust or 
intake—can be used for one room 
or entire average home or apart 

ment. Completely and easily por 

table and adjustable. The hand- 
somest mobile fan on the market, 
Finished in lustrous ivory. 16-inch 


model. List Price $69.95 


“Lit Selemalar” re 


Handsome, color 
ful, wood display 
that holds 2 or 3 
window fans of 
different sizes 

ready for instant 
demonstration 
YOURS FREE with 
minimum stock of 
fans. Ask your 
jobber or write 


for details 





Ask your jobber or write for fully illustrated catalog to 


BERNS MFG. CORP. 


3050 NORTH ROCKWELL STREET CHICAGO 18, 
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2 SPEED MODELS 

New Berns Air King models with al! the power, style and 
efficiency you'd expect from the originators of reversible 
window ventilators. Twe speeds for both Exhaust 
and Intake. Precision engineering for amazingly quiet 
operation yet cools an entire small home or apartment in 
minutes. Shallower design and lustrous ivory baked enamel 
finish achieve unequalled style-appeal. Completely adjus- 
table. Full 1 year guarantee. In 16-inch and 20-inch models 


Priced to list at $54.95 and $59.95 


Also 10-inch and 12-inch Manually Reversible 
Window Ventilators handsomely styled as illustrated 
above. 2-Speed in 12-inch model only. 10-inch—$29.95 





12-inch single speed—$33.95 12-inch, 2 speed—$37.95 
rem 
“a 
a 
‘ 
a 
| 
pa] 
Beautifully designed into smart, compact unit measuring 
nly 13”°*18"x*20” high. Finished in rich Mahogany with 
chrome gr front. Dehumidifies up to 10,000 cu. ft 
remove > to 3 ga every 24 hours. Removable 2 gal 
drawer-type container. Equipped with non-marking rubber 
covered caster Perfectly priced to meet the demand of 
this fast growing market list $139.95 
Available with Automatic Timer that starts Dehu- 
midifier once each 24 hours and operates it for the selected 


number of hours. Optional 





and extra 



















America’s biggest value now smartly styled to appeal to 
every prospect. Blades accurately pitched and balanced to 
operate efficiently in horizontal position. Rubber mounted 
legs. 3 speeds. Finished in rich Mahogany. 12-inch model 


list price $29.95 


WINDOW SIDWALL CEILING 
VENTILATORS FANS FANS 


JANUARY, 













STEELMAN Radio-Phono 


Steelman Phono & Radio Co., Inc., 
Mt. Vernon, N. Y. 


Model: No. 3RPI radio-phono. 
Selling Features: 5-tube, a.c.-d. 
superhet radio with built-in loop 
and 3-speed phono; arm has re- 
versible cartridge; packaged in tan 
linen-type luggage cas 


TV Briefs 





} 


Tele-Vue-Tower, a new portable 


tower introduced by Erskine Mfg 


| Co., Fargo, N. Dakota, can b 


carried on top of a car, put up and 
taken down by one man in minute 

Made of welded aircraft tubing, th 
tower weighs 60 lIbs., extends to 40 
ft., and can be telescoped to 20-ft 
Removable crank at base of tower 
operates telescoping mechanism 
No guy wires required; tower bas« 
is hinged so that it may be raised 
from ground without climbing 
Can also be attached to side of 
dwelling with sturdy clamps 


Taco announces a complete line of 
antennas designed specifically for 
UHF. The new line includes para- 
bolic-reflector types, yagis, modi- 
fied X (Bow-Tie) and Vce-type an- 
tennas. All are of sharp directivity 
type except Modified X. Modified X 
for areas where reception from 
channels in opposite directions is 
required. lechnical Appliance 


Corp., Sherburne, N. ¥ 


we 
\\ act 





JFD Mfg. Co., Brooklyn, N. Y., 
has announced several new prod 
ucts: A straight bow-tie antenna 
with screen reflector for UHF; the 
Jel, 283 antenna for combined 
UHF-VHF reception. A new 36 
page 3-color ‘IV antenna and acces- 
sory catalog titled “Dealer's ‘Tel« 
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STORE TRAFFIC 


CREATED BY THE EXCITING NEW 


y \ Dolly Dulane APRON 


Y If) q Every woman in town wants one, and the Dulane Dealer is the only guy in town who 
: ; ol ly CA lane has one for her. No wonder it’s creating such excitement—the DOLLY DULANE 
— i 


APRON! It’s smart and saucy, pert and practical. It has gay and colorful “sell” of 

PLASTIC APRON ; the Dulane Fryryte in clever jingles— a real “conversation piece.” Made of tough 
plastic, it’s more than a gadget. It's a garment. It’s something the women really go 
“ for. It will sell Fryrytes and everything else you carry. Fill out the coupon below. 


MAKE THIS TRAFFIC PULLER AVAILABLE TO YOUR 
CUSTOMERS WHO COME IN TO SEE THE... 















wae” Fryryte 


cts, 
SEE—NEW DULANE ani” 953 auromaric ecectric DEEP FRYER 
OMOTIONS 
PLANS, PR 


bining all the per 





rime elei te), Ble) Mize) mati ema ize) 2) Bele), | 


odels com -setter 
ling array of new ore FRYRYTE pioneer ond on new , DUA Oe | 
wee oon features that modes new designs, new refine | 1900 River Road, River Grove, Ill. | 
forma industry leader. : d 
for the deeP a ou'd expect we aaceed promotion reins | Please send me full information on the Dolly Dulane Apron and 
es—the kind ¥ bout the PacKey: nd Merchan I rh “Dp ‘. ee ’ | 
featur he line hear all a Dulane Advertising 9 i the Dulane “Packaged Promotion 
See ‘ he new VV , ° 
: hrovgh * ce informe 
available * have advon " 
5 ise. + you can 2 | 
in . sen coupon now, 8° “ telling at the Show | Name 
Fill out ¥ news Dulane will be | ! 
P the big 
tion on ROVE, ILLINOIS i 
INC RIVER G | Address. | 
Dblonr ! | 
| City. § > bviw-cie scl «3 heb a & OG a | 
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HANDYHOT DEALERS SEE MORE “PLUS PROFIT” 
SALES VOLUME FROM EXPANDED 1953 PROGRAM 


Introduced on a test basis last year, the 
Handyhot Counter Merchandiser program 
is being expanded for the 1953 season, 
according to Adam Hepp, sales manager 
of the Chicago Electric Manufacturing 
Company 


“In 1952 many dealers increased their 
appliance business by featuring Handyhot 
Specialties designed to tap the unsaturated 
market,” Mr. Hepp said. “With a stepped- 
up program to cash in on ‘self-service’ 
buying habits, dealers are looking forward 


to increasing sales on Handyhot gift ap- 
pliances again in 1953. 

Each attention-compelling Handyhot 
Counter Merchandiser is a stock-holding 
display that provides a complete sales de- 
partment, usually in less than 1 sq. ft. of 
counter space. Each traffic-stopping unit 
creates extra reminder and impulse sales. 

Investigate Handyhot's self-selling “plus 
profit’ opportunities today. Write for 
further information about the Handyhot 
Specialry Appliance story. Address Dept. 
EM-1. 
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Chicago 38, Ill, Dept. EM-1, 
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“BOOST YOUR 1953 SALES — | 
CURVE WITH PLUS PROFIT... >) | 


.- HANDYHOT Counter Merchan- _ “smd on 
diser Units! Attention-compelling dis- - , 
plays provide a complete sales depart- 
ment right on the counter—to build 
your ‘‘plus”’ daily volume for PLUS 
PROFITS. Handyhot specialties tap an — 
unsaturated market. Cash in on “ 
service” buying habits! Investigate the 
self-selling, Plus-Profit opportunities 
with HANDYHOT specialties Now. 
Write today! Chicago Electric Mfg. Co., 
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DE LUXE 


TRAVEL IRON 


Sales volume goes up 
with this display! 
Everyone can use a 
Handyhot folding iron: 
handy at home, a must 
for travel. AC-DC for 


suede zipper case. 


110 V. Cat. #1178. 


“as ea. List. 


Packed Six to COUNTER MERCHANDISER Carton 
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inh i : ELECTRIC 
use in hotels, on trains 
anywhere! The perfect ICE CREAM 
away gift; smart FREEZER 










e 


s 
a 
py 


oF eet 





oovseeanned 
Deauseneeseenewt 


Handyhot 


portable electric 


o CLOTHES 
eo WASHER 


Fastest selling 

truly portable 
washer in America! 
Designed to sterilize 
on the stove to pro- 
tect baby’s health. 
Washes snowy clean. 
Large washer per- 
formance. Automatic 
timing. Just set it, 
forget it. Easy to 
store. 115 V.AC 


Handyfreeze 


Old-fashioned 
home-made ice cream 
the easy electric way. 

Makes up to 4 qts. 
of delicious ice cream 
or frozen desserts 

in less than 20 min. 
With recipes. 115 V. 
AC only. UL appr. 
Cat. #2204. 


Also in 1 Qt. size. 
Cat, #2201; 
(Slightly Higher West of Rockies) 


Packed One to ac MERCHANDISER Carton 


ea. List. 


List $19.95 



















WASHER 











». UL appr. 
Cat. #2602. 539% 5 | 

ea. List. 
Packed One to COUNTER MERCHANDISER Carton 


* Handyhet ee ns 
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ASK ABOUT HANDYHOT’S PLUS PROFIT PLAN AT THE JANUARY HOUSEWARES SHOW-—BOOTHS 145-151 


CHICAGO ELECTRIC MANUFACTURING COMPANY, CHICAGO 38, ILLINOIS 
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NEW PRODUCTS 





Davis Electronics, Burbank, Calif., 
features a new design super-vision 


T'V antenna for VHF and for high 


gain on all channels. Constructed 
with electronic dipole separators, 
for use in fringe areas and also 


for DX. 


Walsco TV Rolabout, a new caster 
assembly for ‘I'V sets, fits almost 
any type TV console; can be ad- 
justed and installed easily; 4 ball- 
bearing casters mounted on heavy 
steel cross brace, it allows for sim- 
ple movement of console. Made by 
Walter L. Schott, Co., Los An- 
geles, Calif. 


VEE - D - X Mighty Match 
announced by The La Pointe Plas- 
comold Corp., Rockville, Conn. is 
designed for use between separate 
antennas to isolate either the VHF 
from the UHF, (model MM-20) 
or to isolate the UHF from the 
VHF band (model MM-30) per- 
mitting the use of only a single 
transmission. It is also used as an 
integral part of an antenna such 


as the VEE-D-X Ultra Q-Tee or 


| VEE-D-X Ultra Q-Tee Suburban. 


Also available with the Mighty 
Match “built-in” which facilitates 
installation on an existing VHF 
mast. 





Channel Master Corp., Ellenville, 
N. Y., announces its new 1953 UL 
tra-l'enna line, comprising a com- 
plete series of UHF TV antennas. 
Features is the Ultra Fan, No. 413 
n “all-Vu” (all VHF and all UHF) 
antenna, which combines CM’s 
VHF super fan with a new high 
gain, all-channel UHF antenna and 
reflector. 





Blonder-Tongue Labs, 526 North 
Ave., Westfield, N. J., introduces 
its 75-300 ohm matching trans 
former, No. MT-l. Built into 
compact metal case, it connects 75 
ohm to 300 ohm lines. 
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Did you know that 
I out of every 7 
TV=Combinations 


sold in 1952 was an 



























Dollar for dollar... 
Oympie is IS 
your 


best buy! 





























“ieeoee Two of the sensationally low-priced 
models that make 
Olympic the world’s most 
salable combinations! 
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The Harcourt 17-inch High Fidelity Picture. Separate radio and The Wellington 20-inch High Fidelity Picture. Powerful, separate radio 
Webster-Chicago Record Player. Full sized, decorator cabinet. and Webster-Chicago Record Player. Magnificent cabinet styling. 
Only Olympic could have written this headline! sets without radios and record players! )) 
Here's why: Olympic combinations are typical examples of 







Industry sales figures just released indicate Olympic leadership, and this genius for creating 


Olympic is the world’s largest producer of unusual values is reflected throughout the Olympic QO a u m pic 


TV-Combinations . . . thanks to mass produc- line in table model, console and TeleTimer models. 
tion methods and value merchandising! See your Olympic distributor and learn why more ines SHavorecte 
iISIiON 


Compare! Olympic gives full-sized combination in- dealers are making more money selling more 
“yom 1 TELE V 





struments at prices no higher than other leading Olympic values! Get in touch with him today! 
manufacturers charge for ordinary television sets— 


Write for literature and address of your nearest Olympic distributor. Olympic Radio & Television, Inc., Long Island City 1,N. Y. 
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first automatic clothes dryer! 
















15 years ago Hamilton originated automatic clothes drying. 
Hamilton was first—Hamilton is first! With far more than 
a million dryers in use today, 1 out of 3 was made by 
Hamilton. Hamilton is the name women know, trust and 
buy. The first automatic clothes dryer has stayed first! 


fastest selling line of dryers! 


Only Hamilton gives you a complete line of dryers with so 
many exclusive features! The original Sun-E-Day Lamp for 
sunshine freshness! Extra gentle Carrier-Current Air 
Circulation! And now, wonderful new Fabri-Dial 
Temperature Control—an absolutely unique temperature 
selector, offered only by Hamilton! 












finest clothes dryer for you! ? 


It’s easier to sell the leader... and Hamilton leads! Leads 

in years of manufacturing, in total dryers made! Leads in 

specialized clothes dryer research! Leads in exclusive 

clothes dryer national advertising and dealer aids. Join the 

leader now—join Hamilton and sell the first. . . the fastest 
. the finest automatic clothes dryer! 
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HOME APPLIANCE DIVISION + HAMILTON MANUFACTURING COMPANY - TWO RIVERS, WISCONSIN 
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ipplian idio-T'V — indust1 
onth was feeling the first head) 
tement of a product revolution 
\Mlanutacture vere beginning t 
tah the Wrap ott of Ome radi illy 
n ipphiance Already shown were 
nbdination vasher ind drver, a 
frigerator which made ice without 
ind Ving machine with 
tomati ain’’—and there were 
hints of more to come 
Some place in the future are prod 
t h as the tube-less ‘T'V, radio 
phonograph sets demonstrated 
perimentally in November by RCA 
Some place in the future, too, are new 
ippliances like the electronic range and 
electron vacuum cleaners and ait 
onditioner 
Last month products were 
ill hnements of labor wing ap 
yan which have been on_ the 
rket for veat he use of electric 
to ease household tasks such 
ng, food storage, cleaning and 
laun took place vears ago. Now the 
ipphian vhi verform these chore 
vere be ind made more 
efficien 
th oduct revolution which was 
underway in the trade last month is 
ure to have far-reaching effects on 
very level of the industry. lor manu 
facturer, distributor and dealer the new 
ippliance hould spell a solution to 
th blem of mountin ituration in 





POINTING WITH PRIDE, Bendix general 


Judson Sayre shows off his firm’s 


iryer (For 


washer 





ELECTRICAL 





ELECTRICAL APPLIANCE 


TRADE REPORT 


new combination 
idditional picture see page 342 
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@ Some observers think so as Bendix show off 
its combination washer-dryer unit and Servel 
unveils its ““ice-maker” refrigerators 


@ Still ahead are devices such as electronic 
vacuum cleaners and air conditioners and 
tubeless television and radio sets 


Here’s what’s new and what may br 
in the months ahead 
Combination. Sixteen ago 
Bendix’s Judson S. Sayre unveiled the 
first automatic washer, a product de 
velopment that revolutionized the in 
dustry. Last month, the Jud 
Sayre, wearing familiar _ steel 
framed glasses, stood in an auditorium 
in South Bend 
ful of editors a new appliance which 
Bendix thinks “‘obsoletes every 
ing home laundry appliance 
1 combination washer-dryer. 
To the trade the unit was real new 
But Bendix had been thinking about 
it for 16 had devoted 
years to intensive development work 
on the product and had spent well 
over $785,000 tooling up for its pro 
duction. (The tooling cost had al 
ready hit $785,000 when home econo 
Margaret Doughty 
nother improvement.) 
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ICE MAKER in Servel’s new refrigerators not only 


ice 


l’or details of the new unit, see the 
New Products section, page 311. 

Bendix officials said that the firm 
expected to sell 75,000 Duomatics in 
1953 at a $500 price tag—which would 
be less than for the washer and dryer 
separately. In addition, the firm an 
ticipates a 10 percent increase in auto 
matic washer sales and a 30 percent 
dryer lo top off its 
sales aims, the company expects 
‘major factor’ in the 
kitchen appliance field “to the same 
extent that we are in the home laundry 
industry.” Shown last month were r 
frigerator, range and freezer lines, the 
first Bendix has ever marketed. 

In developing the Duomatic, Ben 
dix had one important advantage: the 
firm owned the basic tumble-action 
washing principle. Since all automatic 
dryers used a tumbling principle, a 
combination unit would also logically 
use similar principles. 


ris¢ in sales. 


1953 


to become a 





LO 


circle 


slip-on plastic 


TED WEBER, JR. 


Product Revolution Underway ? 


rade that almost every 
home laundry manufacturer is at work 
on such a unit. But last month Ben 
dix officials were making no attempts 
to hide their glee at being the first 
appliance maker to market suc hacom 
bination. 

Circles, Not Cubes. Last month 
Servel, after three months of build 
up, let the public take a look at its 
new maker” refrigerators, which 
company spokesmen had earlier prom 
ised would obsolete every refrigerator 
now on the market. The big news in 
the new unit was an “ice maker” which 
freezes them in 
a basket, and automatically replenishes 


sources Say 


““1CE 


ice ‘circles’, stores 


them as they are used. Conventional 
ice cube trays are eliminated in the 
new units. 

Here’s how the unit works. A 
measured amount of water (the unit 
must have a 4 inch copper tube lead 
ing to a water line) flows into the 
mold. After it is frozen a small elec- 


tric heater loosens the circles and an 
ejector arm sweeps them out of the 
mold and holds them at the top of 
the unit until they “dry”. Meanwhile, 
the freezing cycle is repeated and 
when the second batch of ice is swept 
out of the molds, the first batch is 
dropped into a plastic storage basket. 


\ signal arm built over the storage 
basket “feels” the ice supply, stops 
the freezing operation when the basket 
is filled and starts it again when 


THIS NEW light-weight Elna portable uses a series 
but changes the traditional of 


discs to provide fully automatic 


zig-zag stiching without attachments 
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enough ice is removed to lower th 
arm. 

Refrigerators incorporating the ice 
maker are available in either gas or 
electric absorption models or in elec 
tric compressor models. The com 
pressor-type is new to the Servel line 
which heretofore has been confined 
to absorption units. Also unveiled last 
month wcecr'e two window room alr 
conditioners, three chest-type and two 
upright home freezers—all additions 
to the Servel line. The addition of the 
new appliances, according to presi 
dent W. Paul Jones, fulfills the com 
pany’s “pledge to concentrate our 
civilian efforts in the refrigeration 
field.”’ 

No Attachments. Use of a uniqui 
series of slip-on plastic discs allows 
the owner of a new Elna sewing ma 
chine to sew straight stitches, zig-zag 
stitches, buttons, button holes, blind 
stitches, monograms and scores of 
ornamental stitches completely auto 
matically without the use of attach 
ments 

U'he units will be marketed here by 
the recently formed Elna Sewing Ma 
chine Co., Inc., headed by Leon 
Jolson who also heads Necchi. A 
built in “brain” known as the Elna 
graph makes the new unit completely 
automatic; the “brain” is controlled 
by the plastic di Each dise is the 
size of a half dollar and represents a 
different stitch design. Already ther 
ire over 100 such discs ready 

[he “supermatic” Elna will retail 
for $289. A companion straight-stitch 
model (at $179) can be converted into 
the “supermatic” at any time by the 
iddition of an Elnagraph unit which 
will cost $110 

In The Future. Radically new ap 
pliances like the electronic vacuum 
cleaner or air-conditioner and the bat 
tery-less ‘I'V set are still some distanc: 
off. But even now the products of 
the industry are undergoing tran 
formation. The new products de 
scribed in detail above are individually 
the most sensational developments. 
But the past year has seen gradual 
changes in other appliances. ‘The ad 
vent of the upright freezer and the 
acceptance of the 30-inch range are 
two product developments which 
gained wide acceptance during the 
year. The year just past also saw the 
almost universal adoption of automatic 
defrosting on at least some refrigera 
tors in every firm’s lines. These 
changes, together with the appearance 
of more and more products in newly 
developed fields such as room air con 


ditioning and dehumidification, made | 


1952 a year of profound change in the 
industry. 

What’s ahead? There are a variety 
of answers to that question. Many of 
those answers have to do with the ap 
plication of electronic techniques to 
present-day appliances—ranges, air con 
ditioners, and so forth. Considerable 
work is being done in developing appli- 
cations of the heat pump—like using 
it to heat water. The industry has just 


begun to apply printed circuit tech- 


niques to radio and TV sets. Still on 
the horizon are tubeless radio and TV 
receivers (see page 337), 

You could go on and on. One thing 
appears certain: the industry isn’t go 
ing to run out of new products for a 
long time to com< 
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Tele Kir-g—Il0W gives 


WITH THE NEWEST, 









ERKING ... 
d The TELE KING WEATH , 
THE UNIT THAT'S PACKED WITH THE BIGGEST SALES-CLINCHING WALLOP 


» Many Top-Selling 
, Only A Few Of The 
oF gallate Features! 






VA Wa RDN 
/ V {\ | ; Va =" 
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“CLIMATE CONTROL” THERMOSTAT! 
Simply set and forget! You get 
refreshing spring-time air 
.. all the time! Smartest 
“brain” a unit ever had! 


“ALL-DIRECTIONAL” CIRCULATION! 
Vari-stream, draft-free air 
conduction gives “four-corner” 
room penetration in 
ventilating and cooling! 


“LIFE-LONG” 
ALUMINUM FOIL FILTER! 
Air is always at its healthiest, 
cleanest .. . ELIMINATES CUSTOMARY 
FILTER REPLACEMENT COSTS! 


1, = 


Enea er me 
Papas i rei 


K LK hud 
SUPER-SIMPLE INSTALLATION! 
No-rust Bonderized unit is easily 
mounted from inside of window! 
Looks neater! Doesn't bulge 
into room! Less installation time! 


WONDER-WORKING “HUMID-CONTROL”! 
TELE KING-size dehumidifier keeps 
humidity down and comfort up 
for a perfect health-balance! 


“TRIO” FAN 
Triple-efficient, triple-bladed 
propeller fan drives in maximum 
air volume for maximum comfort! 
Faster-speed intake and exhaust! 


Dur } 7) — iio if 
J es | 4 A | Pe *C\ 
O\Fht OX, ARN 

R ES - =e) | wre — ™ 

TELE KING’S ADVANCED ENGINEERING! 

Multi-function unit with 


separate day and night cooling 


SILENT AS A WHISPER! 

Unique sound-smothering muffler 
produces one of the quietest units 
evaporator fan motors in sealed units! adjustments insures extra of all... even at high speeds! Shuts 

Servicing practically eliminated! healthy air ‘round the clock! out annoying street noises! 


EXCLUSIVE FEATURES IN THE “YEAR 'ROUNDER” ONLY 


@ Co) “<_ = Z g 
AE Byron 


COOLING AND HEATING IN ONE UNIT! SAFETY-SEAL CONSTRUCTION! 
TELE KING-designed “Tropic Super-efficient ‘“‘Safety-Seal” 
Zone” heating unit and fan cuts principle provides service-free 
inter-season fuel costs with operation — increases consumer 
scientifically circulated heat! acceptance and sales! 


NO SERVICE HEADACHES! 
Slide-out cabinet . . . permanently 
lubricated condenser and 






ALL-WEATHER WORKER! 
Materials and parts designed and 
engineered to operate efficiently 
with peak performance at all 
seasons ... in all climates! 


“Designed With The Know-How Of TELE KING’s Famed Engineers—And Manufactured In TELE KING'S Own Fomous-For-Quality Plant? 


King far Zrformer RADIOS 


Engineered for Pleasure-Packed 
Performance . . . Profit-Packed Sales! 












Smart Plastic Cabinets! 
Light, Bright Decorator Colors! 





Radio RK51 
5 tubes... Smartly Styled 
Decorator Colors 


King Radios “Look Better... Sound Better... Are Better.” ® 


Radio RK41 
4 tubes... Gleaming 
Black Plastic 


“Technician Perfected” Engineering! 
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recognized for the biggest mark-up in TV... 


you the coolest net profit 


MOST ADVANCED AIR CONDITIONER OF THEM ALL!* 


ihe WeRe, KCUQ— -WEATHERKING’ 


AVAILABLE IN 
1% TON AND % 
TON MODELS. 


and 


the - WEATHERKING ~ 





AVAILABLE IN 
34, TON MODEL 
ONLY 


| Cools in summer — 
heats in winter! 





Attention: DEALERS AND DISTRIBUTORS! 
A Few Choice Territories Still Available! 
Sign Up For Tomorrow's Air Conditioner TODAY! 


BEAT THE HEAT OF COMPETITION WITH THE LINE THAT BEATS ALL... 


~Tehe Kg 


601 West 26th Street, New York 1, N.Y. 
SEE OUR EXHIBIT AT THE CHICAGO HOME FURNISHINGS MARKET JANUARY STH TO 9TH, SUITE 505A, CONRAD HILTON HOTEL, CHICAGO 


bigger in PYOFits ... better in performance 


of ~Teke King_—'V. 


BETTER PERFORMANCE . .. Because TELE KING 
offers the best engineered tuner in TV 
..less moving parts than any other set* 
..less.parts to get out of order 

.. this means less service cal!s for you! 


that’s the great value story |i T ( 





BIGGER PROFIT... Because TELE KING offers 
the biggest mark-up in the industry. Figure it 
out for yourself. Tele King’s mark-up is from 
5-15% more than other name brands... 

a net profit of 50- 400% greater for you! 








“Tele King Offers — Better Sound...Better Style... Better Vision... Bigger Value! 
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Scheduled Meetings 
CHICAGO FURNITURE MARKETS 


Merchandise and Furniture Marts 
January 5-16 


NAT’L APPLIANCE & RADIO-TV 
DEALERS ASSN. 


Annual Convention 
Conrad Hilton Hotel, Chicago 
January 11-13 


HOUSEWARES SHOW 


Navy Pier, Chicago 
January 15-22 


LOS ANGELES FURNITURE MARKET 


Los Angeles 
January 26-30 


11TH INT‘L HEATING & VENTILAT- 
ING EXPOSITION 


International Amphitheatre, Chicago 
January 26-30 


WESTERN WINTER MARKET 


Western Merchandise Mart, San 
Francisco 
February 2-6 


7TH FLORIDA ELECTRICAL 
EXPOSITION 


Tampa, Florida 
February 3-14 


AMERICAN MANAGEMENT ASSN. 


Marketing Conference 
Hotel Statler, New York 
February 9-11 











Deering Expands 


lhe Deering Air Conditioning Co. 
has purchased a 40,000 square foot 
building in Cincinnati which will en- 
able it to turn out 300 units per day. 

Deering manufacturers an air con- 
ditioner designed for installation in 
casement windows without altering 
frames, muntins or mullions, The new 
product was announced last Febru- 
ary and in the first year the company 
gained national distribution, officials 
say. In addition to marketing coolers 
under its own name, the firm manu- 
factures units for the Burnham Corp., 
heating equipment manufacturers, 
and Alsco, Inc., manufacturers of 
storm doors and windows. 

At a December sales meeting, re- 
presentatives and distributors from 
Deering’s 13 sales districts were told 
that the company plans trade maga- 
zine advertising in addition to a $110,- 
000 cooperative newspaper campaign. 


Radiator Sell Out 


Production of the firm’s “electre- 
steem” portable radiators is “heavily 
oversold,” a spokesman for Electric 
Steam Radiator Corp. said last month. 
A sizable inventory built up — 
July was completely cleaned out by 
early August and the firm has been 
unable to add to stocks since that 
time. Units have been moving off 
production lines directly to retailers, 
even though the firm is on a two-shift 


basis. Early in December the firm 


said it hoped to clean up its current 
backlog in 30 days. 
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You can Judge NICHROME’ 
by the manufacturers 


who use it / 


Westinghouse 


Electric Corporation 


Of course you remember the recent sensational Westinghouse 
promotion “Twins for Twins,” where the proud parents of each set of 
twins born anywhere in the United States or Hawaii on September 
23, 1952 were given the brand new Westinghouse 1952 “Laundry 
Twins” — a great Laundromat* automatic washer and a fine clothes 
dryer. Superb values! 


But for years and years, Westinghouse has been offering the 
terrific twin values of long life and trouble-free operation in appli 
ances equipped with heating elements of Nichrome — the superlative 
heat-resistant alloy that is the standard of quality thruout the 
world; for Nichrome heating elements stay on the job and give top- 
level performance day in and day out. Here are the very features 
that do most to stimulate customer preference and promote user 
satisfaction 


Says Westinghouse: “Nichrome heating elements are used 
in our pop-up toaster, hot plate, roaster-oven, combination sandwich 
grill and waffler, and griddle. We have always found this resistance 
wire extremely satisfactory.” 


Yes, Nichrome wins the endorsement of manufacturer, re- 
tailer, and customer alike. And customer endorsement means money 
in your pocket 


What better incentive can you have, where electrically heated 
appliances are concerned, for handling items equipped with Nichrome 
heating elements? 


Nichrome” is produced only by 


+ Driver-Harris Company 
HARRISON, NEW JERSEY 
BRANCHES: Chicago, Detroit, Cleveland, Los Angeles, San Francisco 


in Canada: The B. GREENING WIRE COMPANY, Ltd., Hamilton, Ontario. 


‘ 


MAKERS OF THE MOST COMPLETE. LINE OF ELECTRIC HEATING, RESISTANCE, AND ELECTRONIC ALLOYS IN THE WORLD 
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Norge Ad Plans 


\ 234 percent increase in consumer 
magazine coverage highlights 1953 
advertising plans recently announced 
by the Norge division of Borg-Warner 
Corp. 

According to David H. Kutner, 
director of advertising and public rela 
tions for the firm, the Norge national 
magazine schedule includes 68 colo: 
insertions using spreads, full pages and 
junior spreads in six national maga 
zines. Generally, copy will featur 
the six Norge appliances in “natural 
pairings dryer and automatic washei 
freezers and refrigerators, and gas and 
electric ranges. 

Also featured in the promotional 
campaign is a series of new billboard 
stressing the consumer benefits result 
ing from the use of the appliance. 

(he firm’s line of dealer sales tool 
and advertising materials has been 
expanded to include new identifica 
tion signs and decals, 13 color movie 
trailers and filmed T'V spot 


Ready NEMA Drive 


Over 50,000 retailers—ten times the 
total in 1950—are expected to partici 
pate in the 1953 electric housewares 
rift npaign being planned by 
NEMA’s electric housewares section. 
About 35,000 participated in_ last 
year’s drive. 

Featured in preliminary plans for 
this year’s campaign are means by 
which retailers can tie-in with the 
advertising programs of manufacturers 
who belong to the NEMA section. 
Use of a new gift theme logo in manu 
facturers’ ads will facilitate dealer tie- 
ins. For dealer use, a permanent 
three-color window decal and a com 
prehensive “‘spring sales planner” have 
been prepared. Supplementing the 
latter booklet will be an ad mat pack 
age which will be distributed to 
newspapers for use by local dealer 
Two-color streamers for dealer display 
use will also be provided 

A special feature of this year’s cam 
paign will be individual “plans fot 
action” designed for promotions at 
every level of the industry including 
manufacturers, distributors, area com 
mittees, electrical leagues and utilities 

\ window display contest will also 
be held as part of the industry cam- 
paign 






THIS IS THE DECAL which will be given 
dealers anxious to tie-in with the NEMA 
electric housewares gift campaign 





Again this year... 


ee PROCTOR 

















GET ALL THE FACTS NOW ON= 


PROCTOR 


SILVER DOLLAR DEAL! 





PROCTOR ELECTRIC COMPANY 
3rd & Hunting Park Avenue 
Philadelphia 40, Pa. 














Gentlemen: 





Deal... 











Name— 





FOR 
DETAILS 
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Street ‘ an City— 


Model 61 
Hi-Lo Table 





Model 989 
Champion tron 





Model 50A 
Cordminder 


Model 990-75 
Steam-Dry tron 





Model 1469 
Deluxe Toaster 





Model 1483 
Custom Toaster 


[panne 
ak’ oF 
X % , “3 — . 


Model 26 Zedalon Custom 
Cover & Stay-Smooth Pad 








Model 27 Zedalon Thrift 
Cover & Stay-Smooth Pad 


ee eee Pe 


| Want Full Information At Once On The Proctor Silver Dollar 


—_——Company 


State 
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Housewares Show Set 


As usual, space for the Navy Pier exhibit is sold 
out as over 550 firms prepare to show products to 8,000 


or more buyers 


Ihere is a human vitality to the 


National Housewares Show found in 
For this ex 


hibit, which is held on Chicago’s Nav 


f other conventions 


Pier, January 15 to 22 (except Sun 
day, January 18) is the best place on 


earth for a manufacturer of a littk 


gadget to meet a large, palpitating 
market 
As usual, the space is sold out. Ad 


ditional exhibit space has been ob 
tained at the east end of the two halls 
used by the University of Illinois 
Displays in a separate building, used 
last year, are being given up 
According to A. W. Buddenberg 
executive secretary, far more 
facturers applied for exhibit space 
than could be accommodated. Mor 
than 550 will show their thousands of 
lines of merchandise to an estimated 
5,000 or more buyers from the United 
States, Canada and abroad They 
will occupy approximately 880 booths 
covering an area of about 350,000 
sq. ft. in the north and south halls of 
the mammoth lake front exhibit site 
(he new area being used for the 
first time this year permits buyers to 
call without getting their overcoats 


manu 


It is on the same level as the rest 
of the exhibit area. It compensates 
for the drill hall annex which wa 


utilized in January, 195 

Visitors attending the tail end of 
the Merchandise and Furniture Mart 
shows will have an overlap with the 
Housewares Show and can kill thre 
birds with one stone 

(Housewares and appliance 
rooms on the eleventh and fourteenth 
floors of the Merchandise Mart will be 
open for business on Sunday, January 
18, from 9 to 5. This is the third 
year in which housewares manufactur 


show 


Expanding the Line 


ers permanently headquartered in the 
Mart have kept their showrooms open 
mn Sunday during the Navy Pier exhi 
bition. Full building services will be 
in effect 


I'wo separate shuttle bus rout 
operating on a 15-minute frequency 
igain will transport buyers and exhibi 
tors between the Navy Pier and the 
ity's Loop hotels. Navy Pier street 
Wabash Ave.) tak« 
ustomers from the loop to the door 
of the Pier and there is the 
galaxy of taxicab 

The NHMA’s annual 
show party will be held ‘Tuesday, Jan 
uary 20, in the grand ballroom of the 
Palmer House Cocktails, dinner, 
dancing and a floor show will round 
out the evening. A list of exhibitors, 
orrect to the moment of 


press, follows 


Car catch on 


u ual 


housceware 


going to 


Aluminum Goods Mfg. Co. 156-158-160-162 


Appliance Corp. of America 780 
Aristocrat Clock Co 688 
Arvin Industries, Inc 473-475-477-479 
Atlas Tool & Mfg. Co C-517 
Babcock & Preuss 411 
Berns Manufacturing Corp 496-498 
Bersted Manufacturing Co. Div. of 

McGraw Electric Co 128-130 
Bissell Carpet Sweeper Co 656-658 
Block & Company 309-311-313 
Block, J. & | 848-850-852 
Borg-Erickson Corp 245-247 
Brearley Co 267 -269 
Burpee Can Sealer Co 411 
Camfield Manufacturing Co 437-439 


Capitol Products Co., Inc 961 
Casco Products Corp. 299-301-303-305-307 
Chicago Electric Mfg. Co. .145-147-149-151 
Clark Co., J. R 795-797-799 
Club Aluminum Products Co 666-668-670-672 





COUNTING THEM OFF, Parker H. Ericksen, director of sales for Bendix unveils 


the firm's expanded line of kitchen and laundry appliances 
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(See story, page 337) 


ON NAVY PIER; A 


Continental Scale Corp 225-227 
Corning Glass Works 649-651-653 
Cory Corp 624-632-634 
Davis Manufacturing Co 865-867 
Dazey Corp. 756-758 
Detecto Scales, Inc 814-816-818 
Dominion Electric Corp 238-240-242 
Dorby Company 255 
Dormeyer Corp 291-293-295-297 
Dulane, Inc. C460-C464 


Du Pont de Nemours & Co., Inc., E. | 
1038-1040 


Ekco Products Co. 103-105-107-109-111-113 


Electric Steam Radiator Corp C-312 
Emerson Electric Mfg. Co 950-952 
Eveready Company, The 860-862 


Everhot Products, Tropic Aire, Inc., 
McGraw Electric Co. 186-188-190-192-194 


Farber, Inc., S. W. 729-731-733 
Fasco Industries, Inc 229-231 
Finders Manufacturing Co 360-362 
Forman Family, Inc. 764 
Fresh’nd-Aire Co., Div. of Cory Corp 
624-632-634 


General Electric Co., Small Appliance Div 
720-722-724-726-728-730-732-734 


General Floorcraft, inc. C-316 
Geuder, Paeschke & Frey Co 392-394 
Gilbert Co., A. C. 484-488-490 
Gits Molding Corp. 530 


Hamilton Beach Co., Div., Scoville Mfg 
Co. , 157-159-161 
Hamilton Manufacturing Corp. 
367-369-371 -373-375 


Hollywood Kitchen Sales & Mfg. Co 922 
Hoover Company 164 
inland Steel Products Co 773-775 
International Appliance Corp., Div 
Bridgeport Pressed Steel Corp 681 
Kalamazoo Vegetable Parchment Co 686 
Kamkap, Inc. 680 
Kisco Company, Inc 384 
KitchenAid Div., Hobart Manufacturing 
Co. 197-199 


648-650-652-654 
936-938 


Knapp-Monarch Co 
Kord Manufacturing Co., Inc 


Landers, Frary & Clork.207-209-211-213-215 
Lau Blower Co. 524 
Le John Manufacturing Co C-1004 


Manning Bowman Div., McGraw Electric 
Co 186-188-190-192-194 


Midwest Mower Corp. 1050 
National Die Casting Co 689-691 
National Pressure Cooker Co.. 261-263-265 
Noxon Utilities Corp. 377-379 
Nesco, Inc. 669-671-673 
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Nicro Steel Products Co., Div. Cory 
Corp. 624-632-634 
NuTone, Inc 660-662-664 
Oster Manufacturing Co., John 946-948 
Paragon Electric Co 1005-1007 
Phoenix Table Mat Co 374-376-378 
Plastray Corp 954 
Porter Carpet Sweeper Co 268 
Proctor Electric Co 690-692-694 
Regina Corp 428-430 432 
Rival Manufacturing Co 148.150-152-154 
Robbins & Myers, Inc., Fan Div 561-563 
Rotiss-O-Mat Corp 565 


349 351-353-355 
357-359-361 -363 365 


Salmanson & Co., Inc 


Seal Sac, Inc 185-187 
Sessions Clock Co 840 842 
Seth Thomas Clocks, Div. General Time 
Corp. C 516 
Sherwin-Williams Co 100-104-106 
Silex Co 191-193 195 
Son-Chief Electric, Inc 815-817 
Sperti Faraday, Inc 249 
Steam Electric Mfg. Co Cc 540 
Stern-Brown, Inc 700-702 


Corp C828-C829 _C832.C833 


C836-C837-C842 C843 


Sunbeam 


Superior Electric Products Corp 273 
Sutton Corp., O. A. 772-774 776 
Swing-A-Way Manufacturing Co 181-183 
Taylor Instrument Companies 177-179 
Telechron Dept., General Electric Com 
pany 801 803 
Textile Mills Company 256-258 
Titan Manufacturing Co., Inc 513 515 
Toastmaster Products Div., McGraw 
Electric Co 186.188-190 192 194 
Toastswell Co 372 


U. S. Manufacturing Co 789 791.793 


United States Electric Mfg. Corp 289 
Wagner Manufacturing Co., E. R 220 222 
Waring Products Corp 427-429 431 433 
Welch Company, W. W C-1013 
West Bend Aluminum Co 675.677 679 
Westclox, Div. General Time Corp C-512 
Westinghouse Electric Corp 272-274 

276-278-280.282 
Wooster Rubber Co 809 811-813 
Zim Manufacturing Co 252 
* (ELECTRICAL A‘ERCHANDISING has prepared 


these partial listings from information provided by 
the management of the National Housewares Mfrs 
Assn. and has made every effort to include all 
names of interest to the appliance, electric house- 
wares, radio and television industries, but takes no 
responsibility for errors or omissions.) 
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TWIN-A- MATIC 


the only machine that’s 


QZuashen inf / 


Only the Dexter Twin-A-Matic has two full size wash- 
ing tubs .. . to give you 2 washers in 1! You can give 
clothes Dexter's exclusive double sudsing ... you can 
wash in one tub and power rinse in the other... or 
you can wash white clothes in one tub . . . colored 
clothes in the other. 

The Dexter Twin-A-Matic is America's fastest 
washer. There's no waiting for long “wash-rinse” 


NEW! 
DEXTER DRYER! 


Newest and finest dryer! Feature 
it with the Dexter Twin-A-Matic 
and you have America’s finest 
dual laundry equipment to offer 
your customers. 


‘2 
/ 


eo 


hard hitting promotion plans. 
Name 

Store 

Address 


City 


Dexter has a few distributor areas open; if interested please indicate on coupon. 


en ee rr eee ee en es a | ee ere oe 
MAIL THIS COUPON TODAY! 
THE DEXTER COMPANY, FAIRFIELD, IOWA 


Gentlemen: Please rush me full information on Dexter Washers, and on Dexter's special 


} 


cycles. The Dexter Twin-A-Matic washes cleaner . . . 
washes faster than any other washer! Turns out a 
big tubfull of brighter, whiter, cleaner clothes every 4 
minutes ... does a big weekly wash in less than an hour! 


THE DEXTER COMPANY 
FAIRFIELD, IOWA 
Washday Engineers for 59 Yeors 


10 
DIFFERENT MODELS =" 


- 
gi 
! 

tee 


é € 


A washer for every need in every 
price range. Special hard hitting 
promotional plans to help you 
sell and make more profits. 


State 


ss cin ine ‘em ai: in il sah eis sb ah ais alban Sa 
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Cigars and Smiles 





POSING ofter the premiere of a new television sales information film sponsored 


by Du Mont are, left to right, Dr. Allen B. Du Mont, Elmer Wheeler 


‘star of 


the show’, Harry White of the New York Sales Executive club, and Du Mont 


general sales manager Dan D. Halpin 


Film has been made available to Du Mont 


distributors and is also available to sales groups and other organizations 


New Sales Plan 


A new sales policy under which the 
firm's heaters will be marketed under 
the Quaker name and its gas, electric, 
dual and oil ranges marketed under 
the Florence name was announced 
recently by the I‘lorence Stove Co 

The company told its division man 
agers and salesmen that an extended 
survey had indicated that heaters as 
well as ranges require a full 12 month 
selling program. ‘To facilitate a con 
centration of sales and advertising 
efforts throughout the year, the de 
cision to market under the Quaker 
name was reached (The Quaker 
Mfg. Co. was acquired by Florence as 


a wholly-owned subsidiary during 
1952.) 

Ihe Quaker heaters will be sold | 
the Quaker sales organization § ey 


clusively through distributors and jol 


ber Phi 


Ilorence range line will 


Star and Sponsor 





COMEDIENNE Joan Davis, star of the 


television series 


| Married Joan visits 
with C. K. Rieger, general manager of 
General Electric's small appliance division 
which, together with the company’s major 
appliance division, sponsors the show 
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be sold principally on a direct-to 
deale: basis 

(No change in marketing policies 
will be made in the firm’s 
sales division 


western 
Products will continue 
to be sold through distributors 


New Franchise 


A new franchise designed to effect 
closer cooperation between manufac 
turer-distributor and dealer and to 
provide the dealer with his own local 
advertising and promotion program 
has been announced by Dulane, In 

According to Tom Wall, vice-presi 
dent of Dulane, the new program will 
gear sales to such factors as model 
changes, production rate and distribu 
tion. More important, says Wall, thi 
franchise will provide the dealer wit! 
1 program of packaged promotion 


I'he dealer's mailings, displays, lo 


insertions and special offers will 

et up for him so that he may u 
them locally wit] nly ming idjust 
ment 


Food in Food Stores 


Food chains will be better off if 
they develop their unt ipped potential 
on bakery goods, delicatessen, fanc\ 
candies, dictarv foods and prepacked 
self service meats rather than swing 
ing into the selling of hard goods such 
as are found in electrical appliance 
Chat’s the opinion of Harley 
V. McNamara, president of the Na 
tional ‘Tea chain, who turned thumbs 
down on the hard goods idea in Chi 
cago recently 


stores 


Stocking of such items means a 
slower turnover and valuable time and 
effort lost in trying to move them out 
of the store, he said In the process 
the store neglects its food merchandis 


ing, the foundation of its business 


eas TORE” ICE MI peat 


LOOKING AT 1953's MARKET 














ESTIMATED APPLIANCE SALES 1953 
Number of 
companies Average 
Appliance reporting Units Price Dollars 
Refrigerators 8 3,610,625 $282.50 $1,020,001,562 
Freezers 16 1,309 862 391.96 513,413,510 
Washers (Automatic) 9 1,525,000 271.98 414,769,500 
Washers (Conventional) ] 1,450,000 147.50 213,875,000 
Dryers (Electric) 10 490,750 245.38 120,420,235 
Dryers (Gas) 6 208.214 271.80 56,592,565 
lroners 8 254,375 196.39 49,956,706 
Ranges 11 1,203,182 258.36 310,854,100 
Water Heaters 15 735,333 130.70 96,108,000 
Dishwashers ] 272,857 319.82 87,265,126 
Food Waste Disposers 365 000 119.83 43,737,950 
Air Conditioners 13 488,479 361.21 176,444,798 
Dehumidifiers 5 101,000 138.75 14,013,750 
THESE ESTIMATES of 1953 unit sales and dollar volume for Ippliances were 


compiled by ELECTRICAL MERCHANDISING’s market analysi 


ageportment 


the basi f estimate provided by leading manufacturers in each field 





How To Run a Food Plan 


Sound advertising, a good freezer, a reputable 
food supplier and financing are required, distributors 
are told, but some think bigger margins are also needed 


Gibson distributors from Boston to 
Cleveland gathered in New York last 
month to hear factory officials, bank 
ers and food suppliers explain what 
goes into the making of a good freez 
er-food plan 

Some of the distributors themselves 
got into the act late in the day when 
th--' told the experts what they really 
needed to get such a plan underway 
Their complaint: freezer margins (for 
the industry as a whole and not onh 
Gibson, they pointed out) are de 
signed to cover merchandising through 
retail outlets and are not wid enough 


to cover the expenses of maintaining 
1 specialty sales organization 

I'he panel of experts could provide 
no answer to this problem (which 
some of the distributors felt wasn’t 
really a problem anyway) but they did 
have advice on how to set up a plan, 
the pitfalls to avoid, the method of 
providing food for plan members and 
idvice on financing the plans 

The Freezer. Advice from the manu 
facturer was provided by Charles | 
Pearson, freezer sales manager for Gib 
on Ile urged plan operators to 


id wholesale price claims, to con 





COMPARING NOTES before Gibson’s discussion of freezer-food plans gets under 
way in New York are, left to right, New York distributor Victor Meyer, district 


manager Paul Vaughan, chairman of 
manager Charles Pearson 


JANUARY, 


the program, and Gibson freezer sales 
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YORK’S LINE 
OF ROOM AIR CONDITIONERS 


OR 1953 


b 


It’s good to be a York Dealer: He is supported by an organization which 
He has the line to meet every customer de- has been trained and developed over the past 
mand. He will sell (at full profit) every unit 68 years in only one interest . .. mechanical 
he buys. His distributor has a service organi- cooling. He also gets from York*intelligent, 
zation trained to the exacting standards of practical sales promotion material, and an ad- 


vertising program as large as itis “onthe ball’, 


THE BIG ADVANCES COME FROM YORK 
eo] s 


vi conditioning HEADQUARTERS FOR MECHANICAL COOLING... SINCE 1885 


York—the name in mechanical cooling, 
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sider all food purchased when quoting 
prices, to take into account costs of 
operation when estimating savings for 
prospects, to breakdown all charge 
for the prospect, to make ure that 
there are provisions for re-ordering 
tick to 
government grading on meat, and to 
make sure that the freezer fits the cu 
tomer needs and hous 


food by the freezer owner, to 


I mancing. lhe banker icv point 
on freezer plans was presented by Ex 
nest Watson, a vice-president of th 
lirst Westchester National Bank in 
uburban New Rochelle. He explained 
that his bank financed both food and 


freezer on one conditional sales con 
tract with full recours Lhe initial 
food order i paid off in four month 
while the freezer contract covers two 
veal len percent down payment on 


the freezer is required. Subsequent 
re-orders on food are handled on con 
ditional sales contract with recourse 
a provision which he admitted wa 
probably peculiar to his bank alone 
While there wer requirements in 
ppal 


Watson 1] 


ently not typi il of what many other 


outlines which were 
banks require, he was able to report 
that the First Westchester and mam 
other banks which have been han 
dling freezer plans are completely sati 
fied. He said that consumer com 
plaint covered service the tvpe of 
food provided, and the type of box 
sold. His firm is extremely selectivi 
in approving food plan operators: it 
currently is working with three but 
has turned down 30 others. He said 
that he knew of one West Coast bank 
which was so enthusiastic about food 
plan paper that it was trying to buy 
up such paper on the East Coast 
Food. food supplier Arthur Kanoft 
of Garfield, N. J., 
the problems of his business to the 
distributors. He attributed the suc 
cess of the food plans to (1) increased 
convenience for the owner, and (2 
the desire to buy at wholesale prices 
He cautioned the group that many 
consumers know nothing about mak 


explained some of 


Meet in California 





ing an intelligent purchase order for 
a large freezer order and as a result 
ome people end up with a freezer full 
of expensive meat. He said that the 
consumer must be educated to buy 
intelligently and told of a bulletin 
which his firm regularly mails to freeze1 
owners, giving them tips on buying. 
He, too, told the distributors that the 
food plan operator should insist on 
choice grade meat 

Conclusions. up the 
meeting, Pearson told the group that 
the freezer food plans were “not a 
promotion but a merchandising ac 


Summing 


tivity’ and should be considered in 
that light, with the plan being set up 
is a “sound, balanced activity.” 

I'he meeting was planned and pr 
ided over by Paul Vaughan, Gibson 
district manager in New York, who 
has set up a number of food plan 
n the East 


Lewyt Sets Record 


Distributor activity in an Alex 
Lewvt month” during 


November resulted in the “greatest 


promotion 


month in Lewyt history iccording 
to vice-president Walter J. Daily 

Sales during November were 116 
percent ahead of November last year 
Daily said in announcing winners in 
the campaign. Awards were based on 
performance against quota on the 
basis of distributor shipments to deal 
ers. Winners in Group A were Arto 
phone, Inc., St. Louis, Sues Young & 
Brown, Los Angeles, Northeastern Dis 
tributors, Boston and Frank Edward 
Co., San Francisco. Winners. in 
Group B were the Joseph M. Zamoi 
ski Co., Washington, RTA Distribu 
tors, Albany, Joseph Zamoiski Co 
Baltimore and Morris Distributing 
Co., Syracuse. Winners in Group C 
includes the Morris Distributing Co., 
Binghamton, Chapin-Owen in Roch 
ester, Thompson-Hamilton Co. im 
Columbus and S. A. Long Co. in 
Wichita 


LISTENING TO distributor principals M. G. Sues, left, and Clarence Brown, right 
Sues is president of Sues, Young & Brown 
Los Angeles distributorship, while Brown, in addition to his affiliation with the 
firm, is a well known motion picture producer. Occasion was a ‘’stag”’ for area 
dealers during which Los Angeles firm was given a trophy by Hicks & Greist 
Lewyt agency, for “outstanding national merchandising and sales job.” 


is Lewyt vice-president Walter Daily 
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Merchandisers See Manufacturing 


A NEW CONTINUOUS FLOW manufacturing layout is explained to district sale 
managers of the Royal Vacuum Cleaner Co. by Edwin A. Hamala, Royal director of 
les and advertising, second from left, and vice-president George F. Cole, leaning 
n table. District managers had assembled to complete a ‘‘comprehensive’’ new 


mercnandising program 


New Market Data 


l'eclevision market researchers will 
get two important new books for their 
files from the Radio-Television Manu 
facturers Assn. in the near future, 
RITMA members were told during the 
issociation’s industry conference in 
Chicago in November 

Ihe association’s industry statistics 
committee is preparing a_ statistical 
yearbook for publication early this 
year which will contain a summary of 
statistical data on the radio-television 
industry (he report will be issued 
innually 

The special RTMA “task force’ 
which last year issued a report on 
“The Impact of T'V Expansion” has 
begun a new survey to determine the 
outlook for construction of new TV 
stations in 1953 and subsequent years 


ASHVE Exposition 


Additional display space in the 
south wing of the second floor of 
Chicago’s International Amphitheatre 
has been opened to exhibitors for the 
11th International Heating and Venti 
lating Exposition, January 26-30. 

Nearly 400 firms have signed up 
for display space at the show, which 
is sponsored by the American Society 
of Heating and Ventilating Engineers 
in conjunction with its 59th annual 
mecting 


Four Way Drive 


A “new approach” to the wash- 
ability of synthetic fibres was tried 
out by Westinghouse’s appliance divi- 
sion in November when a_ fabric 
maker, a dress manufacturer and a 
major retail outlet cooperated with 
Westinghouse in staging a consumer 
washability promotion. 

Participating in the event were 
Burlington Mills, Puritan Dress and 
Gertz of Jamaica, Long Island, as well 
as Westinghouse. According to R. J. 
McDonald, merchandise manager of 
laundry equipment for Westinghouse, 
“the basic idea behind the promotion 
was to tell and show consumers that 
miracle fabrics could be washed in 





JANUARY 
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tumble action automatic washers a 
well as being dried in an electric 
dryer.” Demonstrations were given 
by textile specialists afhliated with 
Westinghouse 


Promotion Briefs 
@'The Vigorelli Sales Co. has 


launched a promotion and advertising 
drive designed to introduce its sewing 
machine to the American market. The 
machine is a self-contained unit which 
requires no attachments. It is manu 
factured in Pavia, Italy. During 
January a series of 59 demonstrations 
will be staged in motion picture thea 
tres throughout the country. House 
wives will be invited to a free matinee 
performance plus a free demonstra 
tion and sewing lesson by a Vigorelli 
representative 


@ Arvin Industries, Inc., has arranged 
for exclusive radio and T'V_ product 
tic-in with the “Truth or Conse 
quences” radio show. An Arvin TV 
set is the top award on each week's 
program 


Ready for MeetinginSky 





READY to board a plane for a sales meet- 
ing aloft are G.E. officials and officials of 
GESCO Newark. The flight was one of 
a series arranged by G.E. to dramatize 
the air travel prizes it was offering dis- 
tributor salesmen. From left to right are 
Jim White, blanket representative for the 
New York area, Jim Kelly and Jim Lynsky 
‘of Newark, and C. R. McLean, General 
Electric automatic blanket sales manager 
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automatic 
Consumers follow the DWW trade- 
mark because they are convinced of 
___ the advantages behind it, Experience 
ag ‘ : 





has proved that skill—integrity and 





understanding of their needs shapes 


every DWW product. This is why when 
you sell D. W. WHITEHEAD Automatic. 
Gas and Electric Water Heaters, you 
are associated with greatest value at 
lowest cost. 

fo eae 


ELECTRIC UPRIGHT 





feature. the adiattages 
that feature prot ve 


ELECTRIC 
Easily 
support ° 
nstatiation 
rculatior 
rea 

rg © Pre 


,*® Ad 


ustable thermostats ® Extra-thick Fiberglas insulat 


D. W. WHITEHEAD also features an ex 
clusive baffle at cold water inlet. This 
prevents mixing of hot water with in 
coming cold, insuring consistently even 
water femperature and greater economy 
of operation 





GAS 


val nom » @ F rqla 
) ) C vy jla 
Efficient econor al operatior Hea ibe r 


nsulation to prevent heat loss ® Adjustable thern 


ELECTRIC TABLE-TOP stat, easily cet fer enyllibercture © Advance: QO tye #d 26 















design with lafest scientific improvements IT 

ng enamel casing with smart, modern nes re ty ely 

cision engineered ® Automatic safety di1o alehi é fujooge 
H omatically s ts off s if ligh oes t bera 
Liberal 10 year guarantees automatically shu ga ght g DWW manufactures a 
on extra-heavy copper-bearing 10-year guarantee ® Non-clogging burr 


Sree bane. fer trouble-tiva imerfarmonce 1 Year, 5 Year, 10 Year, 
and 
Stone Lined Water Heater 


galvanized steel tanks when ordered with 
cathodic protection. 
NATIONALLY ADVERTISED 


D-W-WHITEHEAD 


D. W. WHITEHEAD MANUFACTURING CORP., 1218 Walnut Ave., Trenton 9, N. J. 
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MEETINGS 





Kelvinator Shows Its New Lines 





AGAINST A BACKGROUND of drum majors and a horse-drawn band-wagon, 


Kelvinator merchandise manager 


Charles 


Coward outlines the firm’s 1953 


plans to consumer and trade paper editors at a press showing in New York. 


ww 


CONVERSATION PIECE for Kelvinator ad manager Tim King, right 


York zone manager K. L 


Preview RCA Line 


Confidence in what's ahead for ‘TV 
and assurances that 1953 will be one 
of the best year’s in RCA Victor his 
tory were expressed by company ofh 
cials and distributors attending a sales 
meeting in Miami in early December 

\ 25 model line (“the most diver 
sifed” in RCA history) was shown to 
distributors. Included are models 


ranging from a 17-inch table set to 
i 27-inch console. New radios, phono 
graphs and air condition vere als 
hown 

On hand for the meeting were 


president Frank Folsom, H. G, Baker, 
vice-president in charge of the home 


instrument department, W. A. Buck 
vice-pr sident and general man of 
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New 


and 


Saunders, left, is this 11.6 cubic foot refrigerator. 


the RCA Victor division, C. M. Odo- 
rizzi, Operating vice-president of the 
division, and J. B. Elliott, vice-presi- 
dent in charge of consumer produc ts. 


Perfection Meetings 


\ series of six district sales meet- 
ings designed to introduce the 1953 
line of Perfection cooking and heating 
products will be concluded in Chicago 
carly this month. At each of the three- 


Perfection’s new lines 


ind merchandising plans for the yeat 
outlined. On from. th 
were J. H. Rasmussen, vi 
president and director of appliance 
iles, and Leslie Bushfield, general 
| 


day meetings, 


were hand 


factory 


manag 


Only One Line 


I'welve regional distributor mect 
ings were used by Motorola late last 
month to announce details of a new 
merchandising, promotion and adver 
tising program for 1953 

Only “fill-in” models were intro 
duced, the company reaffirming it 
decision to go along with the one-lin« 
i-year policy urged on the industry bi 
NARDA. Vice-president Edward R 


l'avlor said that the firm was not wor 
ried over a lack of consumer interest 
which some firms fear would follow 


idoption of the one line policy 

Lhe merchandising 
plans are based on anticipation of a 
“strong market’, ‘Taylor said. He 
cited three factors to support this con 
viction 

(1) There should be a large trade-in 
market, since 30 percent of sets in us¢ 


firm’s 1953 


are 12 inches or smaller in size 
(2) The 


climates 


economic and _ political 
“auger well for good busines 
gencrally and further expansion within 
this industry.” 

3) New markets are opening up; 
30 to 35 percent of 1953 sales will be 
made in these areas 


A filmed keynote address by Paul 
Galvin, Motorola president, high 
lighted each meeting. Other execu 


tives presided over each of the regional 
mectings 


Presto Conference 


Field from this country, 
Canada, Mexico and overseas assem 
bled in Miami Beach in early Decem- 
ber for the first international sales 
conference ever held by the National 
Pressure Cooker Co. ~ 

Kmphasis during the meeting wa 
placed on the company’s merchandis 
ing plans for the year ahead. Com 
prehensive advertising campaigns will 
be conducted on each of three appli- 
ances—steam iron, pressure cooker and 
will includ 
one on pressure cookers (featuring the 
versatility of the unit), 
irons on the 


salesmen 


deep fryer. Promotions 
steam 
“efhiciency and 
of deep frying. 


one on 
ind one 
ettectiveness”’ 





oe 


, 


Collegiate Merchandising 





Coolers Short Again 


Manufacturer 


' 


will be unable to fill 


lemand for room air condition 
sain in 1953, Salvatore Giordan 
resident of Fedders-Quigan Cor 
told a national sales meeting in New 
Orleans last month 
The “unavailability” of certain 
asic materials and essential manu 
factured compounds were cit d b 
Giordano reasons why demand 
kely to run ahead of supply wan 
Distributors attending the meeting 
ilso told that Fedders would 
narket “a number of room air con- 
ditioners with supplementary heat” 
during 1953. While this would be the 
first step “toward the ultimate devel 


opment of an automatic tempcerature- 
ontrolled air conditioner which 
eventually may make obsolete furnace 
methods of heating’, Giordano 
warned distributors against “over-sell 
ng pre scent room alr condition¢ rs with 
upplementary heating facilities be 
wuse of their limited applications.” 

Fedders thus became the second 
manufacturer to announce the inclu 
sion of space heating equipment in 
1953 room coolers. Earlier in the vear, 
Mitchell Mfg. Co. revealed that it 
would provide such facilities in certain 


of its 1953 models.) 


(he Fedders line has been com 
pletely redesigned and restyled, dis- 
tributors were told. New models 


featuring automatic “weather bureau” 
controls in one-third, one-half, thre 
quarters and one ton capacities were 
introduced 

\ multi-page spread in Life which 
vill be “the largest single insertion in 
) national consumer magazine by an 
ippliance manufacturer” will open th 
idvertising campaign on the 1953 line, 
id manager Robert Cassatt said. ‘Thi 
will be followed by 42 ads in cight 
other magazines. Fifty-six full p 
will be run in professional magazin 


ind color spreads will be used in mayor 
business papers. Newspaper, radi 
I'V and billboards will also be used 


ind the firm will provide a variety of 
WIC! h indising ids and d COOp ic 


tising program for dealers 


i) 


DISTRIBUTORS attending a recent meeting held in Chicago by Manitowoc Equip 


ment Works were given a full « eotc 


; 


its 1953 freezer 


Ken Dahm, left, manufacturers’ repre 


Ww 


JANUARY, 


and merchandising plans 
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legiate atmosphere as the firm unveiled 


Posing with two ‘’cheer-leaders”’ aré 


. r ' 
entative from Denver wind Erle Br 
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Deepfreeze Previews Its Lines DRY-R-X 
Rio | Clothes Dryer Exhaust 
VENTS 





When your customer fears a fog 


Your clothes dryer prospects have 

heard about moisture, heat and lint 

from their neighbors. They'll want 

assurance that they will not have this 

problem when you install their dryer, 

Meare ‘ Freeze-Proof 

DRY-R-X 

Sell and install DRY-R-X 


The DRY-R-X exhaust unit is the sim- 
ple and economical way to eliminate 
moisture, heat and lint produced by most 
makes of dryers. The DRY-R-X is made 
of non-rusting aluminum and the design 
is completely weather and insect proof. 
Ease of installation with the dryer or by 
the customer makes for a quick extra sale. 





BADGE for the president is pinned on L. G. Jacques, president of Motor Products, 
Detroit, by Deepfreeze vice-president L. J. Sorenson during distributor meeting 
Yetroit. At extreme right Deepfreeze general manager Ben Sanderson 


With beautiful girls in pa tel gowns 


indov iT ing the Deepfreeze i THE DRY-R-X KIT 


\ppliance 1) ision of Motor Produ ts —_——— Th -X kit contains (A) Weatherproof hood 
i : 5 nting plate (BB) Counter balanced automatic 
( Orpo! ition previews? d it | line ( 12 inches of 3” starting pipe (D) Finishing plate for inside wai 
me ' I D . with sufficient pipe for average installation, lists at about $10 
ill MCdayoO l CC Mv I ——_—_—_—__— 


1 





lopping its offerings was a 19 cu 
ft. upright home freezer trimmed in See your supplier or write us stating make and model of dryers 


Bermuda green, holding 665 Ibs. of -R. 
ding, 665 Tbs DRY-R-X COMPANY 


food and _ listing )) ist 5525 Code Ave. a Minneapolis 10, Minnesota 


year’s 1] ft. upright is continued 











lour chest type freezers were pr 


SIZ ‘hey range in price from 


29.95. The standard 7 NEW NINETEEN cubic foot upright Medi [a ao a @4 is the 


hest type m dels have freezer is introduced to distributors by 


to the lin Ne id freezer } Nanage J. Reynold Carey SAME 


4 - meee ge Perfect For Parties and Large Groups 
Only , ‘ 


Sales Meeting Via Phone : 


ELECTRIC URN 


24 CUP CAPACITY 


ented by J. Reynold Carey, freezer | 
: manager, i i. ea 17 and 23 ; The Design is NEW | FULLY AUTOMATIC 
: | 


#19558 


Saves time and effort * Beautifully styled © Triple 
Chrome plated over brass * U L Approved * Drip 
proof spout * Swivel top handle * Fully enclosed 
for tight corners, plus ex- heating element with cold water pump for quick 
tra height for easy breakover and coffee perking * And priced to sell in volume 
load control. Sled type, box-braced 

tubular steel frame. Round sliding autemetically whan colfes la brewed end avtomet 
edges for easier movement up and cally 
down stairs, in and out of trucks. 

Two wide belts and 5” x 23” nose Manufacturers of a complete line of chrome plated 
plate. Solid rubber wheels. Load ca- | electric percolator and urn sets ' chafing 
pacity 750 lbs. All this, only $34.95 
f.o.b. Milwaukee. Ask your supplier 


Slim, only 6” deep 


Heat is completely controlled. Turns itself down 


keeps if af constant erving temperature 
dishes and aluminum and chrome p! 
SEND FOR OUR NEW CATALOG 


INITIAL 1953 SALES PLANS on the company’s automatic blankets were Vy 
explained to General Electric district managers last month in a trans-continental } LA BELLE SILVER COMPANY, Inc 


meeting } ed itirely y £ ne In the picture at ¢ al ma 


en ob aed amma : { Truck and Caster Corp. | Showroom: 212 Fifth Ave., New York 10, N.Y. 


Factory: Cooper Avenue at 80th Street 
r the unique meeting 6518 W. RIVER PARKWAY, MILWAUKEE 13, WIS Glendale, L.1.,N. Y. 
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TOP STEWIN’ 


Organize your tools & parts with 


KARYALL 


G. M. C. 
DODGE 
STUDEBAKER 


“KARYALL” Model H Comparimenis are 
designed to eliminate scattered tools 
and parts, protect from weather and 
theft and are available in sizes to fit 
Ya, % and 1 ton pickup trucks. 







FORD 
CHEVROLET 
INTERNATIONAL 


“KARYALL” Compartments actually in- 
crease cargo area and readily convert 
any pickup truck into a quickly inven- 
toried service truck. 
Immediate delivery. 
Write for prices today. 


8221 CLINTON ROAD 


KARYALL BODY, ING. ccveisso 5: ono 









FEATURING 
6 1N 1 

@ Refrigerators 
| @ Food Freezers 
\\ @ Electric Ranges 

® Gas Ranges 
“ @ Vacuum Cleaners 
@ Washers 


. Do your sales ‘bog down’ when 
the customer asks .. . “How mych 
for my old refrigerator?” 

The TRADE-IN GUIDE answers that 
question. 

AVOIDS that uncomfortable pause 
in the sales story. 

OPENS the bargaining, gives you 
an immediate starting point. 
CLOSES the sale right then and 
there in many instances, 


GET ONE FOR EACH 
SALESMAN 
» Single copy, $5 
2-5 copies @ $3.50 each 








NATIONAL APPLIANCE TRADE-IN 
GUIDE COMPANY 


1 DEPT.M 2132 FORDEM AVENUE ! 
; MADISON It, WISCONSIN 
| Send \ ) copies of NATIONAL APPLI- | 
| ANCE Trade-in Guide, at $ each, | 
| | 
| Name 1 
| Address ! 
! | 
| City Zone State | 
1 Enclosed is ( )eheck(  ) money order ! 
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e@ AN ELECTRIC SAUCEPAN 

@ AN ELECTRIC ROASTER 

@ AN ELECTRIC CASSEROLE 

e@ AND A FOOD WARMER 100! 


America’s oe 
Buk 


AUTOMATIC - BLECTERS 


DEEP FRYER 


AND 


COOKER 
UTILITY 






$9G-95 List Price 


GIFT WRAPPED 


Burpee leads the field with round, 


seamless, stainproof aluminum 
construction, spatterproof cover, 
removable 


self-draining basket, 


element temperature controls for 
all basic cookery as well as perfect 
deep frying. Write for sample, 


details. 


5 YEAR GUARANTEE!! 
THE BURPEE CO. 


Dept. B-1 


BARRINGTON, ILLINOIS 








RADIO-TV 





a XS APRS Re 


TV Set Without Tubes 


RCA engineers dramatize the eventual meaning of 
transistors by showing an experimental TV receiver 
which has no tubes and weighs only 27 pounds 


A portable, battery-operated ‘T'V set, 
tubeless except for a picture tube, was 
shown to 500 industry executives and 
engineers in November by RCA. 

Ihe experimental television — re 
ceiver, as well as tubeless AM, FM and 
auto radios were demonstrated to th« 
group to dramatize the progress being 
made toward harnessing the transistor. 

(Transistors are semiconductors 
which perform functions similar to 
performed by electron tubes 
Among the advantages of transistors 
are their 


those 
small size, extremelv low 
power requirements, long life, physical 
ruggedness and instant operation v ith 
out a warm up period 

Dr. KE. W. Engstrom, vice-president 
in charge of RCA Laboratories divi 
ion, summed up the status of the 
transistor this way: “These demonstra 
tions highlight the fact that transistor 
ire today no longer entirely a research 
concern. ‘They are, in the fields of 
television, an 
problem for advanced development br 


radio and immediate 
industry engineers who can learn how 
to put them to work in evolving more 
smaller, sturdier, and even 
tually lower cost equipment.” 
Engstrom however, 
that the transistor will not supplant 
the electron tube—and even predicted 
that the tube market might be in 
creased by the development of com 
mercial transistors. This would be duc 
to the fact that the transistor will al 
low development of electronic devices 
“now undreamed of.”” Many such d 


versatile, 


emphasized, 


Studying American TV 


vices would still require tubes, Eng 
strom said, pointing out that “ther 
are now and always will be applications 
where only tubes will perform.” 

The Products. ‘The battery-operated 
I'V set was a one-channel, five-inch 
picture set. Use of transistors mad 
the set small enough to be housed in 
a case no larger than that for a port 
ible typewriter. In recent tests the 
27-pound set produced a satisfactor 
picture up to 15 miles away from th¢ 
Empire State Building transmitter lo 
cation with the use of a small rabbit 
ear antenna. Without the antenna 
the range was five miles. Its total 
power consumption was 14 watts—less 
than one-tenth that of a standard 
table-model set 

In an all-transistor personal radi 
standard 100-hour battery life was de 
small batteries cach 
ibout the size of a checker piec 
l'ransistors were also used in a com 
pletely-portable FM set. The all-tran 
sistor auto radio eliminated the high- 
supply 


rived from five 


voltage power common to 
present auto sets since the transistors 
operate directly off the six volt auto 
battery \ substantial cost 
would be obtained by thus eliminating 
a vibrator, transformer and rectifier. 

\ lightweight 45 rpm record player 
was also shown. The low power con 
sumption of the four transistors em 
ploved in the transistor amplifier en 
abled a 22.5 volt-battery to provide for 
approximately 1500 record playings 
75 hours of operation). 


SAVING 





A TEAM OF FRENCH electronics experts visit laboratories at the Emerson Radio 
and Phonograph Corp. as one stop on a Mutual Security Agency tour of this 


country’s electronics manufacturers 
n.ques for their own electronics industry 


JANUARY, 


1953—ELECTRICAL 


The French hope to adopt American tech 
Center is Emerson president Ben Abrams. 
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The MASTER Line 


OF HOME HAIR DRYERS 


HAS 
EVERYTHING! 





795 


List Price 


THRIFTEE + « * 


for volume sales 
Highest quality in low priced field. Beautiful 
plastic housing in gray, wine or beige. Hot 
or cold air. AC only 


List Price (with chrome stand $7.95 


SUNNY e . e ° 


Maximum beauty and 
performance in its price 
range. Superior to dryers 
selling for much more 
Three sun-splashed col 
ors. AC or DC. List 
Price (with chrome 
$14.95 


stand) 


UTILITY © © © @ 


Professional performance 
ot Ga minimum price 
Portable use only. Hot 
or cold blast. Green 
hammerloid finish. Long 





trouble free perform 
ance. AC or DC. List 
Price $17.95 


GENERAL + + «© * 


Ultimate in perform 
ance. Comes with de 
tachable stand Blue 
hammerloid metallic fin- 
ish. Hot or cold air 
blast. Sturdily built for 
long hard usage. AC 
or DC. List Price (with 
chrome stand). $19.95 





ADMIRAL « « « « 


Tops in both beauty and 
performance. Acclaimed 
best on the market by 
thousand of users. Die 
Cast housing, sturdy AC 
DC motor, quiet fan 
Hot or cold blast. Com 
bination polished alumi 
num and plated finish 





List Price (with chrome 


stand) $21.95 


All Master hair dryers exclu 
sively equipped with famous 
PLASTURBO blower wheels 
Also mirs. of the MAMCO 
HEAT GUN. See your dis- 
tributor or write... 


APPLIANCE 
MFG. CO 


ELECTRICAL 
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Hi Fi Fan in Mysore 


A LETTER from ‘’The Palace, Mysore’ which requested information on Stomberg 
Carlson’s ‘‘custom four hundred” hi fi radio and sound equipment is examined by 
merchandise manager J. W. Farrow and assistant advertising manager Frederic W 
Haupt, right. Company officials report a heavy volume of foreign inquiries on the 


i fi equipment 


More and More Sets 


Things are looking up 

In September, members of 
RTEMA’s sales managers’ committee 
came up with an average “guess-esti 
mate’ of 5.7 million sets as the in- 
dustry’s total for 1953. 

But in November the sales man 
iwers took a second look at their 
guesses and raised the average up to 
6.4 million. Individual 
ranged from 5.7 
million. 


Teach UHF Service 


\ new training program on UHF 
is being offered service men by the 
Raytheon ‘Television and Radio Corp. 

Unveiled at a meeting in Rockford, 


guesses 
million to cight 


[ll., in mid-November, the new cours¢ 
is entitled “How ‘To Interpret What 
You See in UHF” and is similar in 
format to the firm’s previous training 
program on VHF. The course in 
cludes a twin set of slides. One slid« 
shows the faults seen in the TV pic 
ture and the accompanying slide shows 
the part of the circuit where the caus¢ 
usually is found. 

Included in the course are an ex 
planation of the operation and_ the 
inportant service points of most meth 
ods of UHF tuning. 

Carroll Hoshour, director of service 
ind sales engineering for Raytheon, 
noted that heavy demands are already 
being made on his staff for training 
meetings. In addition to being given 
during local meetings similar to the 
initial one in Rockford, the course will 
ilso be offered to radio-T'V schools 


1.2 Million Sets—99 Complaints 


As proof that the television service picture in the Chicago area is not 


so bad as it’s sometimes painted, the 
results of a survey made by the Better 
complaints of all types 
October 
follows 


During these two months, 


Service Work Done By 





Dealers 


Distributor-Wholesalers 
Manufacturer-Operated Service Company 
Independent Service Companies 


Electric Association has released the 
Business Bureau on television service 


lhe survey covered the months of September and 


only 99 complaints were registered 


Number Complaints Received 





Regarding service contracts 

Regarding individual service 
calls 13 

Regarding other misc. com 
plaints . 


Regarding contracts 
Regarding individual service 
calls 

Regarding other misc. com 
plaints 


Manufacturers who sell receivers direct to consumers 


Total 


Latest ‘I'V Sales Survey figures, compiled for the Electric Association 
by Arthur Andersen & Company, show that as of September 30, there were 
1.854 receivers installed and in use in the 50-mile radius of Chicago 


1953 











GLUTTONS ‘ 
PUNISHMENT 


CORD SETS 


for every possible need 
Widely used as standard 
by foremost manufacturers 

For particularly exacting 
uses, specify COROPRENE, 


the neoprene jacketed cord 


CORNISH WIRE COMPANY. 
50 Church Street. New York 7. N. Y. 










DR YERETTE- «': BIG LITTLE DRYER 























































It meets that BIG “In-Between” Demand! 
Combines drying speed and ruggedness of large 






™~, commercial dryers with economy and com- 
\ pactness of home dryers. Capacity up to 3 
times that of home dryers and dries 3 
a? * times as fast. Easy to install and operate. 


° ye Automatic and safety features win 

9 ; ; 

instant acceptance. Hundreds in success- 
ful operation. Fully guaranteed. 


\ 
\ Sell your customers the dryer they need 
. the dryer that’s designed, built 


and priced to sell — the Dryerette! 


» a 
HOYT MANUFACTURING CORP. 


~ WESTPORT, MASSACHUSETTS 
WRITE. 


STILL OPEN. 


<5 
\y* 
~o 





MANY DESIRABLE TERRITORIES 


OC what you WANT...in 
MODERN 


Automatic Electric 
WATER HEATERS 


MOST COMPLETE LINE—TOP QUALITY — 
TOP PERFORMANCE— PROFITS! 


You name it—MODERN’'S got it— 
everything you want in automatic 
electric water heaters. Most complete 
line—finest quality—top perform- 
ance. Style that attracts—features 
that se//. And every unit priced for 
profit. See for yourself. 


e 5%, 
sizes 


12, 20, 30, 55, 66 and 82-gallon 


Standard, Deluxe and Table Top models 


"Magic Circle’ black heat surface ele- 
ments heat up fast— won't lime up 


Adjustable surface type snap action 
thermostats 


Built-in heat trap to prevent back circu- 
lation on hot water line 


Extra heavy blanket type insulation 


Listed by Underwriters’ Laboratories, Inc. 


Magnesium anode and 10-year tank 
warranty at slight extra cost 


Sparkling white Dulux enamel finish— 
baked on for long life 


WRITE FOR DETAILS AND PRICES 





and commercial water softeners and filters. 


lod, FY al 
plete line of di 





Also a 


MODERN WATER EQUIPMENT COMPANY 


Dept. EM, West Chicago, Illinois 


WATER SOFTENERS © FILTERS e@ ELECTRIC WATER HEATERS 
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Betting Cash on the Future 


Appliance-TV manufacturers back up their con- 
fidence in the industry’s future by investing in important 
(and expensive) plant expansions 


Dollars and cents confidence in the 


ippliance-radio-1'V_industry’s future 
was becoming increasingly evident 
late in 1952 as additional manufactur 


ers revealed plans for plant expansions 

\ $1.5 million plant expansion by 
Deepfreeze, 
feet of floor 
plant, major ( 
Galesburg factory as well as previously) 
imnounced programs by G.E. and 
Westinghouse all furnished proof that 
manufacturers were willing to back up 
confidence with capital outlays 

Deepfreeze. New facilities at Lake 
Bluff, [1., should be in operation “‘by 
the middle of 1953”, L. J 


iddition of 300,000 squarc 
Zenith’s main 
at Admiral’s 


pace at 
xpansion 


th II 


Sorenson, 


vice-president of Motor Products Corp 
ind general manager of that firm’ 
Deepfreeze appliance division told di 
tributors last month. ‘The expansion 


ill double the firm’ 
duction facilitic 


home freezer pro 
ind will add 100,000 
quare fect of manufacturing 
Whe construction will take the 
form of an addition to a plant com 


pl ted in 1950. When the 


spac C 


new 


new factory 


pace is completed the firm will have 
facilities to turn out 600,000 refrigera 
tors and freezers annually. ‘The plant 
designed to run at full capacity on 
freezer production alonc on refrig 
crator production only or anv com 
bination of the two pri duct 
Zenith. ‘The additional 300,000 
quare feet of space at Zenith’s main 
pl nt in Chicago will be used chiefly 
to provid wdditional packin incl 
hipping — facilitic Construction is 
heduled for completion within a veai 
it an estimated cost of $3,000,000 
lacilities for loading 20 trucks at a 
time will be provided ind there will 
ynmodations for rail shipment 


Wood for Steel 





WOOD GRAIN finishes on steel kitchen 


cabinets are being shown at the January 
markets by Harrison Steel Cabinet Co f 
Ch } M Mabel Zelinski, assistant 


jles manager for the firm, demonstrate 


t+ 


unit 


JANUARY, 
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Other Expansions. Expansion of Ad 
miral’s Galesburg plant was described 
in the December issue of ELEcTRICAI 
MERCHANDISING. Previous floor spac« 
of 385,000 square feet will be nearly 
doubled current projects ar 
completed in the spring. The plant 
will be able to turn out 400 ranges and 
2,000 refrigerators daily. New con 
truction includes a modern rang 
plant, an interplant conveyor system, a 
brick warchouse, a porcelain plant, a 
enlarged office 

If normal winter weather prevails, 
Westinghouse engineers hope to com 
plete the stcel structure of the firm’s 
new appliance plant in Columbus by 
the end of this month, Some equip 
nent into the building 


when 


truck dock and spac 


may be moved 


; 


this month 


Correction from Seattle 


l'o the Editor 

An article on pag 162 of the Jun 
1952 issue of Electrical Merchandising 
has come to my attention. 

Lh irticle describes an alleg 

operative working arrangement” 
between all ippliance distributors in 
Seattle and dealers and the Seattl 
\ppliance Association. Before describ 
ing the alleged plan the article stat 
that “Most distributors *** consented 
to abide by a plan drawn up by th 
lealer association if the association 
uild secure such pledges e's all dis 
tributors.”” It is then stated that “The 

ymmittce then began « sachs ich 
listributor individually and has now 
ichieved 100 percent ooperation it 
the distributor level 

General Electric Supply Compan 


1 distributor of electrical appliances 
in Seattle, Washington. It entered 
into no agreement or understanding 
expressed or implied, with anyone “to 


ibide by d plan 


cde ilet 
other plan. It has 


drawn up by the 

to abide by any 
long had its own 
which it believes are fair and 
customers regarding 
sales to dealers 


issociation 


policies 
equitable to its 
sales to builders and 
It established those independ 
ently. For obvious reasons, it believe 
that it must, acting individually, de 
cide upon its own policies 

In view of the fact that the artic] 
referred to gives the impression that 
the General Electric Supply Company 


y*_° 
p ICICS 


has entered into an arrangement 
which, as stated above, is incorrect 
which arrangement might be thought 


bv some to be a violation of the anti 
trust laws, we would appreciate it if 
you would publish this letter in an 
early issue of your magazine in order 
to correct that impression 
Yours verv truly, 
O. B. Hubenthal, District Manager 
GESCO Seattle 
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Hall Named NEMA Head 


Appliance sections name Poteat and Fisher as 


heads, vote to continue educational and sales promotion 


campaigns 


Continued expansion of the market 
for major appliances was forecast by 
NEMA members attending the asso 

tion’s twenty-sixth annual mectin; 

\tlantic City in November. 

\ppliance sections of NEMA voted 
t ontinue aggressively to educate 

isumers through trade and educa 
tional channels” in order to realize 
both present and futur market 
pot ntials. 

During the meetings, L. G. Hall, 
dent of the Stackpole Carbon 
( was elected president of NEMA, 

eding J. F. Lincoln, president of 
the Lincoln Electric Co. Named to 
k positions in the appliance se 
tions of the association were G.E.’ 
J. R. Poteat as chairman of the majo 
ppliance division and Stanley G 
l‘isher as chairman of the electri 
housewares section Other heads of 
ippliance sections are: W. E. Saylor 
of Kelvinator, ranges; R. \ Palmquist 
of the Clark division of McGraw Fle« 
t vater heaters; W. M. Timmet 
man of G.E., household refrigerator 
l’. J. Bommer of Sanitary Refrigerator, 
f ind home freezei ind L. W 
Smith of Frigidaire, dehumidifix 

Promotion Plans. Promotion pl 


tion include 


the electri range 


ntinued idvertising directed it 
builders, architects, teachers and hom¢ 
economist vell proposed “el 
{ ookin ynth durin Ma 
Utilitie deal nd l Il 1 
d to part 1 th t 
The elect t { { 
examined t t { 
tising ete t { 
uld I d ] ind p| ! 
he farm and home freez ti 
reviewed a new f A training kit 
designed as a teachin | for hom 
economi teacher It imelud 12 
vall chart nd a teaching guide of 
1] lesson 
Plans for the 1953 electric house 
gift campaign were also pre 


wed during the Atlantic Citv meet 
ig. For details of this program, sec 
pag 340 
Plans for working more closely with 


leagues and areca committ 


Named as vi hairman of tl 
™m r applian division v Philco 
R. A. Rich. Vice-chairmen of product 
ections include Henry Hubbard of 
Philco, rangé a 3 Cassidy of 
Rheem, water-heaters; F. J. Bomm« 
of Sanitary Refrigerator, household 
refrigerators: W.S. Hall of Deepfreeze. 
farm and home freezers; and L. H. D 
Baker of Admiral dehumidifi I EF 
W. Doherty of American Flectrical 
Heater Co., was made vice-chairman 
of the electri housewat ection 
Chairman of the section’s sales promo 
tion committee is G. W. Orr of Oster 
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POTEAT: major appliance head 





| 


FISHER: heads housewares section 


Can You Answer Yes? 
A -p notion 
t ponsored jointly by the util- 


the electric league and | irea 


Wnpaign On WM iter 


istributors has upped unit sales in 
the Boston area 

Ihe promotion was launched by 
che Boston Edison, the Electric Insti 
tute and the distributors in early Sep 
tember and continued through No- 
vember 15. Shortly before the end 
of the campaign sales figures showed 
that heater sales were running 18 per- 
cent ahead of last year. 

A good part of the campaign was 
built around a red, white and blue 
campaign , button” which asked the 
question “Can You Answer Yes”. Ex 
panded, the question was really “Can 
You Answer Yes to These Six Ques 
tions About Water Heating?” ‘The 
ix queries were designed to bring out 
the advantages of electric water 


ite! 

\dvertising was run by Boston Edi- 
n with a good volume of tie-in ad 
rtising locally. Distributors con 


tributed a five dollar bonus for each 
ile made by a retail salesman 

Ihe campaign was timed to breal 
t a moment when conversion to 
natural gas was going on in the area. 
With the public’s attention on water 
heaters, the utilitv saw a chance to pro- 


mote electric heating 
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WAITING THEIR TURN to address the winter meeting of the ICHAM in Cincinnati 
are, left to right, president-elect Cecil Dunn of RCA Estate Appliance Corp., 
Bob Smith of Temco and Florence Stove’s Walter Muhibach, outgoing president 


Glamourize the Range 


ICHAM conferees agree that the industry needs 
better merchandising—but agree that business should 


be very good in 1953 anyway 


Manufacturers and guests attending 
the annual winter meeting of the In 
stitute of Cooking and Heating Ap 
pliance Mfrs. in Cincinnati in early 
December came to a familiar conclu 
sion—a better selling job is needed on 
range 

But if the group was pessimistic on 
the need for merchandising ranges 
ind pace heaters—they came to a 
much more optimistic conclusion in 


izing up 1953 prospect The con 

ensus: most controls will expire dur 

ng the vear and busine hould be 
good 


Here’s what was said in discussing 
range pace heaters, and business in 

nel il 

Ranges. Dealer Harry Price, Jr., of 
Norfolk sounded off during the sal 
ind merchandising forum. Said Price 
he range is the only appliance that 
After carefully 
checking in my five stores I have found 
that women will walk right through 
the store and not even look at a range 
Cherefore, you need a gimmick to get 
their attention. It is clear that the 
range isn’t like other appliances that 
offer labor-saving; it is an ipphiance 


in’t be glamourized 


which merely performs a_ necessary 
function. Manufacturers should pro 
vide more assistance in glamourizing 
the range.” 

Several speakers, emphasized that 
many dealers were not pointing up the 
market of dissatisfied customers. 

Walter Muhlbach, outgoing presi- 
dent of ICHAM, told th group im 
his farewell remarks that “until vou 
learn to dominate the market, it will 
be a case of feast and famine, and 
more famine than feast. ‘Trv to create 
1 market of dissatisfied customers. 
Get them to believe that their stove 
needs to be replaced. This method 
is used in the automotive market, and 
can be used in the appliance industn 
to good advantage.” 


I leaters. Spacc heaters were referred 
to as a declining market during the 


merchandising forum But dealer 
Lloyd Caley of Huntington, Indiana 
quickly replied, “Space heaters are 
not declining everywhere. In some 


areas the V may be but Wm my OW area 
they are increasing. Many homes 
don’t have basements, and for the 
couples who don’t have enough money 
for a furnace, they are very important 
(here isn’t a month of the vear you 
can't sell heaters, « spec ially carly in the 
cason. Advertising is the best tool to 
do the job, and you can sell more in 
July than in September, if you use 
idvertising.’ 

C. M. Hinds, of Dearborn Stove 
Co. told of developing a lay-away pro 
gram which was very ucecssful 

But,” he said, “all of us should give 
SOI thought to how we are going to 

I] our heater don’t go on the 
theory that it is an item that most 
people want, and want at less money. 
All we have to do is tell them about 
it; 

Outlook. Real crystal ball gazing is 
always expected around the end of 
the year. Donald Hobart, vice-presi 





ANSWER to a floor question by C. M 
Hinds, president of Dearborn Stove Co., 
finds NARDA vice-president Harry Pric« 


ement 


ng ag 
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BETWEEN SESSIONS, Cor! P 
notes with Walter Muhlbach 


dent and director of research of th 
Curtis Publishing Co. offered an out 
look for the future. Said Hobart: Let 
us look first at some ispects of thi 
gencral cconomic climate for the fu 
it can be forecast. Busi 
hould be 
Chis opinion is shared by th 
majority of the 


ture msotar a 
ness conditions im 1953 
good 


cconomists and for 


casters They believe that defense 
spending will hit its peak sometime 
late in 1953, then decline On the 
whole, it is expected that retail sales 


will be good during the first half of 
the year and may well average about 
1952 sales. Busi 
at its present level, re 
maining on the relatively high plateau 
where it has been since 195] 

Hobart offered three explanations 
for a drop in consumer durable goods 
production 


two percent above 
ness will stay 


1. Decreasing rate of family forma 

This aftects 

acquiring of new family durables 
Large stocks of relatively new dur 


tion construction and 


able goods are now held by the con 
sumer, with the inference that many 


Bersing and H. L 


f Florence 


“Red” Clary 


f Norge compare 


‘ 
stove 


onsumers may not purchas« oon 


iviill 


Hligh wage and tax costs leading 
to higher prices in the durable good 
industric 

Business. ‘The winter management 


in attendance, but 
total effect 
important 


onference was oft 
those commenting on the 
feel that it brought man 
factors that 
ier Opinions by dealers such a 
Mort Farr, Harry Lloyd Cale 
or from Alex Greenberg of the Furni 
ture Assoc. art 


manufacturers must con 


Price 


the only way 
they 
provide additional help for the appli 
ince industry 

New Officers. Cecil 
dent of RCA Estate, was clected pre 
ident. Other officers are: Frank Fisher 
lovd-wells a Don 
Hart utive vic 
president; other vice-presidents—Mar 
Magic Chef, vice-president 
memberships; Fred Kaiser, vice-presi 


sometimes 


for members to see wher ma\ 


Dunn, presi 
rctary-treasurcr 


l'cmeo, Lin Cx 


Pender 


dent of Detroit-Michigan Stove Co., 


meetings; and F. H. Guthric, Newark 


Stove Co., 


publications 





EXCHANGING NOTES during ICHAM meeting ore, left to right, Frank Hanus 


of the Hughes Peters Co 
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Jess Moore of Coleman and A. J 


Tenner of Perfection 








FINALIZING PLANS for a one day educational clinic held in Dallas in November 
are (left to right) Jack Burge of Fort Worth, Gene Crow of Grand Prairie, Sam Hagy 


of Dallas 


Some 500 retailers, their salesmen 
ind distributors attending an educa 
tional clinic in Dallas in mid-Novem 


ber heard Kelvinator’s D. A. Packard 


naintain that initiative in improving 
eneral appliance industry trends li 
vith the retailer 

Pointing out that he was not pa 
ng the buck to retailers”, Packard 
ud he felt that retailers must tak 
the lead in bringing sound busines: 


“back to our industry”. He 
urged retailers to “come to the manu 
facture! 


practices 


readiness te 
In that 


and 
build up their sales power.” 


with desire 


City by City 


@ Toledo. ‘The ‘Toledo Retail Appli 
ince Dealers Association has voted 
unanimously to affiliate with NARDA 
he newly formed organization has a 
nucleus of 35 members, and has plans 
for expansion to a membership of ap 
proximately 70 retail appliance dealers 
Che meeting at which the decision 
NARDA was taken was ad 
NARDA’s managing di 
Bernsohn 


fo yom 
dress¢ d by 


rector, A. W 


@ Inland Empire. Celebrating the end 
of its first vear of organization, Inland 
Empire Electrical League held its First 
Annual General Conference and 
Workshop in the Desert Hotel, Spo 
kane. Portions of the program wer« 
devoted to news of television as it will 
affect retailers. 


@ Richmond. At the annual meeting 
held recently of the Electrical, Radio 
and Refrigerator Club, the following 
officers were elected: W. ]. Hoggard as 
president, W. D. Carleton, vice presi 
dent, C. F. Bennett, secretary 
Hl. W. Wingo, treasurer. 


and 


@ Houston. Affiliation of the Houston 
Appliance Dealers Association with 
NARDA has been jointly announced 
by H. W. Sinclair, president of 
HADA, and Mort Farr, NARDA 
president. Agreement on the move 
was made during the course of the 
lexas Appliance Television Dealers 
Educational One Day Clinic held re 
cently. 


JANUARY, 


general chairman of the clinic 
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Bourland of Fort Worth 


and 


Vergal 


said they can begin building 
1 sound relationship with distributo1 
ind manufacturer 
“the 
market in 


way, he 


and can begin to 

benefits of an adequate 
which to work and extra 
issistance resulting from it.’ 


enjoy 


clini 
by the ‘Texas Appliance and Television 
Dealers under the 
Sam Hagy 


The one-day was sponsored 


chairmanship of 
Speakers included Ben 


Ii. Wooten, president of a Dallas 
bank, Mort Farr, Edward R. ‘Taylor 
of Motorola, H. B. Price, Jr., and A 
\\ Bernsohn, NARDA managing 
dire tor 

@ Newark. Charles McKew Parr, Sr., 


hairman of the board of Parr Electric 
Co., was clected president of the Essex 
Electrical League at its annual meet 
ing. Other elected officers are James 


Hi. Kennedy, vice president; Arthur 
L. Davis, treasurer; and Stanley I 
Chapin as secretary 

@ Nebraska-lowa. David B. Larson, 


Omaha factory representative for the 
Sunbeam Corporation, has been elected 
president of the Nebraska-Iowa Ele« 
trical Council. Other officers who will 


serve with Larson: M. M. Lewis, 
2nd_ vice-president; B. Stahmer Ist 
vice-president; William Foster 

tarv; E. O. Olsen, treasurer 


Heads Association 





ROBERT J. MAGONI, appliance sales 
manager for Barnett’s in New Orleans, 
has been elected president of the Radi 
and Television Assn. of that city, succeed- 
ing Albert V. Labiche. Robert V. Schu- 
mert is first vice-president, Stanley Rein- 
herz second vice-president, Matt Bal- 


latin treasurer and Wes Massev secretary 
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STEEL PROBLEMS occupy the attention of Bob MacNeille, president of St. Charles 
Kitchens, C. S. Motter, vice-president of Morton Mfg. Co., and T. H. Hardy, 
vice-president of Murray Corp. of America. 


First Birthday quarterly meeting. Although the 


group’s anniversary falls in December, 
(he appliance industry's youngest members voted to postpone their an 
trade association—the Steel Kitchen nual meeting until June to coincide 
Cabinet Mfrs. Assn.—celebrated its With the closing of the association’s 
first birthday last month when mem- _ fiscal year. 
bers assembled in Cleveland for a Continued good demand for steel 
cabinets was forecast by manufac- 
turer-members during the meeting. 
Ihey cited the increasing acceptance 
of steel cabinets by builders and a 
continuing increase in the use of such 
cabinets in single homes. As a result, 
continued growth of the steel cabinet 
market is expected and more dealers 
may be expected to handle kitchens. 
On the debit side of the ledger, manu 
facturers conceded that the volume of 
business from large housing develop 
ments may drop off in 1953. 








Association members pointed out 
that CMP steel tonnage allocations 
for the first quarter of 1953 will re 
duce the industry's operating rate to 
the lowest level since the start of the 
Korean war. When these controls are 








TWO NEWCOMERS to SKCMA offices 
congratulate each other At left is 
American Kitchens’ C. Fred Hastings, 
; removed (probably in the second 
newly-elected member of the association's 
boord of directors. At right is Art Tus- quarter of the year) industry members 
cany, Jr., now a partner with his father, anticipate that the backlog of orders 
who is executive secretary of the group. will permit full operations 


Honored on Anniversary 





KEY FIGURES in the National Assn. of Electrical Distributors gathered in New 
York recently to honor executive director Charles G. Pyle on his tenth anniversary 
in that position. Seated, from left to right, are past presidents John Newton and 
John Busey, Pyle, president George F. Hessler, past presidents E. B. Ingraham, 
Lyle Fife and G. W. Peirce, Jr. Standing are NAED counsel Kendall DeBevoise 
and John Campbell, executive committee members L. E. Barrett, J. M. Johannesen, 
Titus B. Schmid and John F. Myers and staff members Alfred Byers, Al Pfaltz 
and Paul Mangan 
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FRYMASTER’ 
LINE 


PORTABLE 
WASHERS 


fai 
41 | 
mi 
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THE NAION MAJOR” 
MODEL~ MAU 


THE “MAJOR” 





FRYMASTER FRENCH FRYER 
FRYMASTER AUTOGRIDDLE 
FRYMASTER LUSTROGRIDDLE 
FRYMASTER CHICKEN FRYER 
FRYMASTER FRYING PAN 


“TRADEMARK SINCE 1938 


4 Models 


THE ONLY COMPLETE 
PORTABLE LINE 


Visit NAXON’S Exhibit 
NATIONAL HOUSEWARES SHOW 
Navy Pier, Chicago Space 377-379 


NAXON UTILITIES CORPORATION 


3600 TOUHY AVENUE @ CHICAGO 45, ILLINOIS 
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YOITLILT EIT AAAS NS 
AMERICA’S 
LOWEST PRICED 
QUALITY 
FLUORESCENT 
LIGHTED 

MEDICINE CABINET 


Priced for even budget in- 
stallations, this smartly styled 
ECON-O-LITE medicine cabi- 
net is but one of many fluor- 
escent and incandescent 
models in the vast array of 
National lighted cabinets. 





EYE APPEALING .. . trim lines, tastefully designed to enhance the beauty 
of any bathroom. 


QUALITY CONSTRUCTION heavy gauge furniture steel full length 
piano hinges — convenience outlet. 


SIMPLE INSTALLATION .. . NEW improved National construction permits 


one man installation in minutes. 


Nar WHOLESALERS Write To-Day for Catalog and Details about 
+++ DEALERS NATIONAL... the Extra profit line! 





FIRM “i 
Vs Veaitl iiicmae ta thae NAME a 

ADDRESS SE GEE 
19th Street & 8th Avenuey CITY ——— STATE___ — 
Brooklyn 15, New York, INDIVIDOUAL.____ TITLE 





Hotpoint, Inc. 





CLIFFORD C. GRAMER 





GORDON G. HURT 


Clifford C. Gramer has been named 
merchandising manager for Hotpoint 
Inc., and is suc idvertisin 
manager by Gordon G. Hurt, who w 
formerly assistant advertising manage 
Gramer had been with Hotpoint sine 
1950 and was made ad manager in 
that u" Hurt jomed Hotpoint in 
1945 


ecded iS 


Hoover Co. 





WALTER A. MUNZ 


Promotion of Walter A. Munz to 


the post of field sales manager has 


been announced to take effect as of 
January 1, 1953 
Whirlpool Corp. 

Glenn Clark has been appointed 


director of management development 
for the Juel Ranum 
has been named personnel director 
Charles E. Klein has been designated 
regional com 
pany's operation in western New York 
and Pennsylvania 


company, while 


sales manager for the 


western 
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New Positions 





Silex Company 





STANLEY M. FORD 


Announcement has been made of 
the appointment of Stanley M. Ford 
is president of the Silex Co lord 
was formerly president of Chicago 
Electric Manufacturing Co., and prior 
to that had been associated with the 
General Electric Co 


Oster Mfg. Co. 





G. W. ORR 


named sak 


G. W. Orr has 


manager of th 


been 
company according 
to a recent announcement. Orr, prio1 
to his appointment, held a like po 


ition with Chicago Electric Mfg. Co. 


General Electric Co. 


Three appointments on the sale 
taff of the small appliance division 
have been announced. D. H. Edward 
will serve as special sales representative 
it divisional headquarters in Bridg« 
port. His former post, that of manager 
for the north central district will be 
filled by E. ‘IT. Carvill, previously di 
trict manager for the southeast. W. J 
Pfeif replaces Carvill southeastern 


district manager 


Magic Chef, Inc. 


Announcement made recently 
of the appointment of J. J. Edwards 
is manager of the company’s newly 
reated electrical products department 


was 


Westinghouse Electric Corp. 






a. 


W. B. CREECH 


W. B. Creech formerly assistant 
sales manager at the Mansfield plant, 
has been named manager of market 


ing and P. Y. Danley, formerly assist 


ant sales manager at East Springfield, 
is now manager of the Springfield 


products 


Prentiss Wabers Co. 


HARVEY T. ANDERSON 


Harvey ‘T. Anderson was appointed 
recently to the newly created position 
of sales promotion manager for the 
compan\ 


Frigidaire Div., 
General Motors Corp. 
B. W. Alvey has been appointed 


manager of rural sales, appliance sales 
department. Alvey takes over his new 


position after service with the com 
pany’s range and water heater sales 
division 


Dayton Pump and Mfg. Co. 
Melville C 


pont d 
company in 


Sorrell has been ap 
representative for the 
Kentucky and eastern 
while Vernon R. Chesteen 


sales 


lenn¢ Se all 


takes over a like post covering Mis 
ippi, Louisiana \labama = and 
tern ‘Tennessee 
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Florence Stove Co. 





J. J. MANNING 





R. G. JOHNSON 


\ series of personnel changes have 
been made by Florence to enable the 
company to carry out its accelerated 
J. J. Manning has 

development man 
ier and will be responsible for the 
operation of the sales program at the 
dealer level, R. G. Johnson, formerly 
iles promotion 


ales program 


been named sale 


manager, has been 


made merchandising manager 


Chicago Electric Mfg. Co. 





‘ 
ADAM F. HEPP 


Announcement is made of the ap 
pointment of Adam I’. Hepp as sales 
manager for the company’s Handy 
hot division. Hepp’s former position 
with the company was that of regional 


sales manager in the Chicago area 


Radio Corp. of America 


Election of Cecil M. Dunn to thc 


presidency, and Robert A. Seidel 
hairman of the board of the new 
RCA Estate Appliance Corporation 
has been announced 
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ONE MAN 
DELIVERS 





? Solves the Problem of 
Mailing List Maintenance! 


SLIDES 
UPSTAIRS 
i] & 
Probably no other organization Is as | . WA 
well equipped as McGraw-Hill te ' \ ZA 
solve the complicated problem ef \eF 
list maintenance during this peried 
of unparalleled change in Industrial 


personnel DOWNSTAIRS 

McGraw-Hill Mailing Lists cover 
most major industries. They are com- 
piled from exclusive sources, and are 
based on hundreds of thousands ef 
mail questionnaires and the reports 
of a nation-wide field staff. All names 
are guaranteed accurate within 2%. 


When planning your direct mall 
advertising and sales promotion, con- 
sider this unique ard economical serv- 
Ice in relation to your product, Details 
on request, 
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, IN AND OUT 
OF TRUCKS 


WHEELS SWING FORWARD FOR LOADING 
. . BACKWARD TO BALANCE LOAD 


Deliveries are easy... Safe... and less costly 
with an Easload Appliance Truck. You 
save the cost of an extra man and the ap- 
pliance is always safe because it is strapped 
on and cinched tight with a ratchet-type 
cincher. Rubber pads protect the finish. 
Note how the large wheels with 10 x 
2.75 cushion tires lock in the load bal- 
ancing or the loading position until 
released by a foot pedal. See the two small 
rubber wheels used for loading. 
Save the cost of an extra man; order 
your Easload today... only . $53.50 
FOB LOS ANGELES 
COLSON EQUIPMENT & SUPPLY CO. 
1317 Willow Street @ Los Angeles, California 


LASLOAD WPPLIANCE TRUCK 





Mc GRAW-HILL 
DIRECT MAIL LIST SERVICE 








McGraw-Hill Publishing Co., lac. 
DIRECT MAIL DIVISION 
330 West 42nd St., New York, 18, N.Y, 




















NOW! BECOME EXPERT AT. 


RADIO-TELEVISION 


IN 4 EASY STEPS 


Complete Self-Training Library in RADIO and TELEVISION 
Prepared by Famous Experts—Starts From Scratch. Takes 
You by SIMPLE LOGICAL STEPS From Basic Theory to 
Advanced Problems of Repair, Installation, Color TV, etc. 



















: Essentials A ann.) 


of ‘ 


oe 
| RADIO : : 
N°% you can do ANY Radio tail is clearly explained in over 
TV installation, service, or TWO THOUSAND PAGES of 
repair job like an expert; operate t truction and over 


eld-testing equipment ; understand “how-to 
v 


ep-Dy-step ins 
SIXTEEN HUNDRED 
lems of " broadcasting, FM do-it i t 8, cross-section 


ation 

















= | lement 
ements 4 
. | FIX 
ost { Pe | 
of Radio < 2 RADIO 





AM ansmi ) etc You can diagrams, et The review ques 

tep into a good-paying job—or tions and answers “‘nail down"’ 

tart your own service busi everything you learn. At-a-glance 

ness And you can train your . g charts show 

S ++ f or your career AT v4 instantly any 

a oervicing HOME... IN YOUR SPARI akdown . and 
riMi with the McGraw repair it expertly am 


Hill Radio and TV Servicing 
Lib 











1 brary will pay for itself 
many times over, It can help you 
UNDER. 2296 Pages— qualify for FCC’s 1st-Class Li 
H | ° ; ense tes rives experienced 
ed Basic 1610 iMlustrations lie lim conden shen 
all you need a 3) STAND him new tricks 
te knew for Television } The men who wrote this 


SEND NO MONEY 


Ma!! coupon 


‘complete 4-volume library 
are nong the outstand 
ing radio and TV instruc 
t ir America today 
practical, t 


FM and TV 
in the FCC's 
first-class 








below to examine this 
rs four-volume library 
They are 
ery 








complete 
FREE for 10 days; then while you 
license echnicians. They e it, send small monthly install 
now the questions jou ents until the price of $21.95 1s 
ait want answered. Every de paid 
Lael 
aa 
cs ; } 
an lelevision FIX | | 
PA Servicing, | | FREE 10-DAY TRIAL COUPON | 
- | ‘ | 
; McGRAW-HILL BOOK COMPANY, Inc. 
| 330 W. 42nd St.. New York 36 | 
| od me McGraw-Hill's Radio and TV Servicing | 
These 4 books can help you step | Library a for 10 days examination ” | 
‘ : . . ; and $4.00 monthly 
into a big-paying job or start your | $21.95 is paid. Ot erwise I will return | 
tpaic 
own business ~ | 
ESSENTIALS OF RADIO, 800 pages, 433 Illus. | | 
ELEMENTS OF RADIO SERVICING, 475 | 
pages, 375 illus Zor State... | 
BASIC TELEVISION, 592 pages, 4/5 illus. | | 
TELEVISION SERVICING, 429 pages, 388 | so 
illus | E l 
' T offe applies to U Ss onty 1 
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inatead of tue New Positions 





PPLIANCES Bendix Home Appliance Div., 


Avco Manufacturing Corp. 





GERALD L. HARTMAN 


Recent executive appointments 
within the company include Gerald L. 
Hartman, who was named kitchen ap- 
pliance sales manager, and John K. 
Russell, Jr., and James W. Riley, who 
were made manager, range di 
vision, and sales manager, freezer di 
vision, respectively. Other new execu- 
tive appointments include William A. 
MacDonough as director of merchan- 
dising and advertising, Edward C., 
Herbert as advertising manager, and 
Wilbur C. Jones as merchandising 
manager. Willard C. Foust, North 
Canton, Ohio has been named a dis 


sales 


| trict sales representative 


Crosley Div., 
Ayco Manufacturing Corp. 





LEONARD F. CRAMER 


Leonard I. Cramer, assistant gen 
eral manager of the Crosley division 
has been elected a vice president of 
Avco. An additional executive ap 
pointment is that of George B. Nelson 
as manager of range and water heater 


ile 


I'wo new regional zone managers 
have also been announced. Bert P. 
Cain becomes zone manager for tele- 
vision and radio sales in the St. Louis 
irea, and I’. P. Williams takes over a 
like position in the Kansas City zone, 
Sensation Mower, Inc. 

Cleland Vandeventer has been 

national sales manager of Sensa- 
tion Mower Vandeventer has been 
issociated with the company ince 



















Let's get together 


at the 
HOUSEWARES. SHOW! 


See what 
COUNSELOR 
SCALES 
will be doing for 
you in 1953! 

















































PHIL 
McDONALD 
Sales Mer 





RONNIE 
PRENTICE 


In full time attend 
ance at the Counselor 
Booth. Field repre 
sentatives will 
be on hand. 


w 







JOHN 
BREARLEY 
also 









HAROLD 
“puD" 
FISHER 


279 


MOST COMPLETE SCALE LINE 
ON THE MARKET 


Counselor offers you a wider range of 
STYLES, COLORS, and PRICES. There 
are 6 beautiful models... 7 decorator- 
inspired colors or all-chrome ... retail 
range is from $6.95 to $10.95.* And... 
only Counselor gives you Lite-O-Matic 
Dial, Line-O-Site Lens, and accuracy 
that's unsurpassed in any spring type 
scale. Yes... Counselor is your answer 
to greater volume sales—bigger profits. 


* Denver and West 50c higher .. . prices for U.S.A. only 


THE BIGGEST 


u$ 
5 ADVERTISING PROGRAM 





EKEEp 
ING 


cS 
a now 
gerne ners HOUSE BEAUTIFUL 
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.-- many ads scheduled for color! 
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THE BREARLEY CO. 


ROCKFORD, ILLINOIS 
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SUPPLEMENT 
A BOON TO DRYER INSTALLERS Products, Services — For More Sales, For More Profits 


. UNDISPLAYED RATE: DISPLAYED RATE: 
with Laund-R-Vents ag oe line per insertion. Mini ae $19 per inch per insertion. Contract rate on 


irst line in small black fac ype 

Fractions of a line count as line Discount 

of 10% if full payment is made in advance vertically %*” on one column There are 4 
t r 


. Inexpensive st 4 consecutive insertions of undisplayed columms—48 inches to a page.) 










































request (An advertising inch is measured 


@ Butterfly Damper 

















@ All Aluminum 


@ 3’ and 4” Sizes 





@ Completes ‘ 


The Job ~ CUT delivery. time, SAVE 


ff unnecessary damage and work 
y ae with the YEATS APPLIANCE DOLLY 


Second story deliveries are no problem when you 


Order Attn. Dept. EM-1 


No. 3-EM 3” size $2.80 net No. 4-EM 4” size $3.25 net 











use the dolly with the easy-does-it features.* 
Sr : 2 ACCESSORIES: Aluminum alloy frame, 58” tall, has smooth run- 
3" Galvanized Pipe 24” long ---$ .36 Net ners on back for easy off-on truck loading, ¢ 
Soe ———— os PP ae bo a oe! cross members in front for round appliances and is 
i ’ , 
4” Adjustable Elbows, closed seams .54 Net — with fete. 
3” and 4” Window Plates 12x18” .65 Net <u" !4' Web strap fastens appliances tight with /) 
the ieeate os second action) strap ratchet © 
ml J Y ‘ nl ‘ —-¢O t } 
PEARSOL APPLIANCE CORP. prsesthapereara-: 
2122 EUCLID AVE CLEVELAND 15. OHIO <m*Coterpiliar STEP GLIDE. Endless belt eases the 


largest appliances over stair edges without 
marring. Write for full information. 


Yeats Appliance Dolly Sales Co. | wiWadket”’ 


WASHER, IRONER, DRYER, PARTS SUPPLIES & TOOLS 


We are seeking Distributorship of ALLIED PRODUCTS. Please contact us at once with 
complete information as to sales area, etc. 

















































































New STOCK TANK Roll ‘em with ROLL-OR-KARI | | Modern Appliance Disol 
WANTED ONE ADDITIONAL LINE DUAL TRUCKS odern Appliance Visplays 
. , < For easy, safe and Need oe MOTION! 
: By Representative well-established (4 years) quick handling. 
IT’S A FAST SELLER @ BIG PROFIT and with a previous background of several . RANGES, FREEZERS The Actlea 
MAKER! .. . , years’ experience in the TV and appliance T— ‘ , ; 
ani It's beta to sell this wholesale distributing trade. Now doing oO - REFRIGERATORS . Display-Way 10. Sh 
é > automatic thermostatic business with most of the best accounts in —— | Patented Step-On Lift To Boost 
a “} controlled 600-watt de- Michigan, Indiana, and Ohio. Our sales have Folding Handles Your Sales! TLeCTOe TyRWTABLES 
FI ‘ ” pen t on one line, to TV, Cc 1,0) Ibs. —Shi 
XQ icer. All parts are re which a have saneseatelie p mae ens to the a we be = heii THE OLDEST NAME in turntables assures you 
\ / placeable by the user. point where we can give effective representa- profitable, trouble-free operation. Used by 
: f Standard trade dis- tion to one more manufacturer. We are inter Ty SESE costones — fixed wheels merchants nationwide for unusual oar sw f dis 
C cousts and cooperative ested in a product having established reputa- swivel wheels at one end. plays. Model 712 ROTO-SHO illustrated, re- 
P tion and reasonable measure of acceptance Write Dept. B volves 3 times a minute, permits novel, ‘self- 
¢ dealer advertising. contained lighting effects as well as operation 
T -6277, Electrical Merchandisis = f electrical devices. Table 18 diameter 
Write TODAY for catalog sheet and prices es a. hi al Merchar tisins R oO L L oO R = 4 A R t co. cc only. Sturdy steel construction. Guoran- 
hinehart 1067 POLK SuReET > ee ee Monvfacturers ZUMBROTA, MINNESOTA teed. Write today for complete turntable 
FORT WAYNE, IND. catalog including build-up fixtures! 
Carries up 
te 200 
BUSINESS OPPORTUNITY MOTOR EXCHANGE SERVICE me fs ies 
Your burnt out vacuum cleaner motors completely LOVELL WRINGER ROLLS aise, Groauce. my 
For Sale—Well established Appliance and rebuilt guaranteed one year. ; “ Stectric moter 
‘ n a " 1b is fowe nos P t the “ha urt a Your cost $8.50 G. E. tank motor $9.50 Special 26 lroner Covers 54¢ 4 | strie mote re 
= " ira Valley, California ’ miles from 1000 Rebuilt vacuum cleaners $9.50 up. IRONER PADS AND COVERS ne Serene ures 
2 Francisce 40 miles f Los Angeles Rebuilt Tank Vacuums $19.50 Up All sizes for all mak delivery from stock 
dinar Weamabiacs, 880.000. 40. 424368 coe ; . WASHER AND IRONER PARTS 
dick: WUT caduus nibeh ta east want DEALERS’ VACUUM CLEANER CO. GENERAL DIE AND STAMPING CO 
eB Bg 27 $ . eaves 140 Nostrand Ave. Brooklyn 5, N. Y. OHIO WASHER COMPANY Integrity Since 1919 : 
Ave., Los Gatos, Ca TR 5-5092 1223 Superior Ave. Cleveland 14, Ohio Dept. 65, 267 Mott St New York 12, N. Y. 
Han Trucks for Sofe & Eas i 
A ; y New Advertisements 
received by January th w appear in 
handling o d J 14th will i 
RANGES, REFRIGERATORS, the February issue subject to limitations 
DEEP FREEZE AND AIR of space available. 
CONDITIONING UNITS, Address copy to the 
RADIO & TELEVISION Classified Advertising Division 
SELF-LIFTING PIANO TRUCK CO. ELECTRICAL NERCHANDEENG 
FIMDLAY. OHIO } nl Street, New York 36, N 











This 
MERCHANDISING SUPPLEMENT 


A copy of this quick-reading, 8-page Section 
booklet is yours for the asking. It con- 
tains many facts on the benefits de- 





; : is an adjunct to other advertising in this issue with these 
rived from your business ints and additional announcements of products and services of 
tips on how to read more profitably. special interest in the sale and servicing of electrical 
Write for the "WHY and HOW appliances and in other merchandising opportunities. 


booklet.” 


McGraw-Hill Publishing Company, Room 2710, Electrical Merchandising 


330 West 42nd St., New York 36, N.Y. 
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EDITORIAL 








Quite A Y . 
Well, what kind of a year has it been? It has been a year in which other governmental 
It has been a year in which the war without end decisions had a vital effect on our business. A 
pursued its forgotten way in the rugged hills of year which saw Fair Trade re-instated as a law 
Korea and in the polished halls of the United of the land in order to make possible the com- 
Nations. It has been a year in which the Ameri- petitive preservation of little business against big 
in people turned their backs on a_ political \ year which saw the final thawing of the Federal 
philosophy they had embraced for two decades Communications Commission’s “freeze” on the ge 
and enjoyed a quiet revolution at the polls. It construction of new television stations in the 
has been a vear in which the fear of inflation gave country—a “freeze” so solid it may take years to 
way to the fear of deflation. It has been a year realize the potentialities of America’s newest giant 
in which the population of the nation surged among industries. 
vigorously upwards; the productive economy con It has been a year in which an almost inevitable 
tinued to expand, employment reached new highs, expansion and consolidation in the manufacturing 
incomes, despite taxes, set a record and savings field has flowered. The struggle for competitive 
were more than respectable supremacy, among the few as opposed to the 
It has been a year in which expenditures on many, is only in its comparative infancy. It is 
the part of the government for war and defense, characterized by mergers and consolidations of 
ind expenditures on the part of industry for more single-line companies with full-line; by the addi- 
plant and equipment, continued their uneasy tion of new lines by existing companies and by 
alliance to provide the backbone for the booming competitive skirmishes at the distributing level for 
economy. Agriculture, too, despite some declines, new alignments of sales power. It is a battle that 
lent a bolstering hand may reach the retail level—and in some instances 
Most important, from the standpoint of our in- already has—in the near future. 
dustry is that it has been a year in which people It has been a year in which some devices, notably 
began buying again. The excesses of the “scare freezers, clothes dryers and air conditioners made 
buving” days of 1950, due to a fear of shortages specific gains during a period when other, older 
that never materialized, had run their course established products were slipping. Food-freezer 
(hose days made that particular year one for the plans may be credited with an assist in the freezer 
book, but brought in its wake an ebb tide of busi field and a long, hot summer helped in the case 
ness that was to linger nearly two years. And, due of room air conditioners. But, unusual conditions 
partly to a resumption of what we like to call notwithstanding, these new devices are moving up 
normal buying,” and partly to desperate cuts at into the big time. Nor, do we mean to imply, 
the production level, it was a year in which bulging that the others are fading; they are still the 
inventories of manufacturers, distributors and deal champs. When over a billion dollars worth of 
ers shrank once again to something like historic refrigerators and a like amount of home laundry 
proportions. In fact, it has been a year that equipment are sold in one year alone, you know 
restored the war-weary word “allocations” to the they are the backbone of the industry. Add tele 
dealers’ dictionary vision with sales of some 6,000,000 sets in 1952, 
It has been a vear in which governmental ind you have more than a backbone—you have 
restrictions on our business were, to some extent, the whole carcass. 
relaxed. Controls on the amounts of metals and It has been a vear in which fewer dealers man- 
other raw materials for manufacturing were par ized to survive. The evidence is all about you 
tially lifted; prices of radio and television sets were lo those who found out, too late, that cutting 
permitted to seek their normal competitive levels prices was not the answer to profitable business, 
ilthough parts and accessories were, curiously, we can only say sadly, “we told you so.” ‘To those 
excepted); and, most important, the Federal Re who tried on a shoestring and couldn’t maintain 
serve Board’s stranglehold on consumer credit the pace, we can only say, “better luck next time.” 
vas repealed. Even that august board's stringent And to those who were the victims of needless 
restrictions on mortgage requirements for new competition from their own industry, we can only 
housing—so important in our business was abated point out that the new slogan of our business 
o that another million or so dwellings were con seems to be, “I can get it for vou wholesale.” 
tructed It has been quite a year 
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Help yourself a as ae 
to the bread | y ; a ee a 


d b , | a. : ce et pb 
an utter e\\ ost otic sf nets of 





N ° \o e® 
sate e o\ of e re oe, 
9 are P gro ye’ . Aah 
gf 8 m4 VO of? 
doe se ‘ " 
Wringer-washers always were your bread sd es et on og = 
: co n wre’ \\s it Pi ia , 
and butter. And sales figures show that they "or yor ror qT ™, 
BO weet \° ov® 
still are! In 1952, wringer-washers accounted ev e's - \ 
ov a : “eee. 
for approximately 50% of all washer sales! - P 5. Do s 
About 1,500,000 of them were made and re lFTINCEAVY 
i as ; ; vel] 
produced. That proves millions of today’s Fah, ring G! 
' Ser; Wife’ 8S q | 

women want the features only a wringer-washer ing, pe doe, 909, ie Its ot Work 
a i Races one Sih da More of the Wey 
can give them. And the features they want most are hein y backach Worries eo h Vy Jif). 
the ones they get in a washer equipped with ' : Wash. 
a Lovell wringer. So brush up now \ 
on Lovell’s 7 big sales points. Use them 


every time a customer comes 1n 6. Cc 





you “equi 
nd hes Start with Si ols ei 
1 ame sug overalls fs a 
"Nsing time ' ; Washin dha 
Yours : 
Po If 


K 
pull! tsk LON Sos ie iol 


qRUY non. 
7 ER: Lh * con® ore? 
a of 3 PTO pee : 
B DEP To eg 080F ite cht 
BF guts pot” awe © Pressure Cleansin 
: wes HE gecthl” ube! 3 9 
9° e ° 
pow otior®  gcule og neve’ = Wringers 
yor and eer ne LOVELL MFG. CO., ERIE, PA 
EP A) ae 
ceo” be woe pai? Also makers of gas and electric Drying Systems 


Remind every customer that she can get her wash done quickest 
with a wringer-washer and autematic dryer and that the 


combination costs less than she thinks! 





For the Answers to 


Successful 


Appliance Retailing today, 


see pages 167 through 170 





